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Florida Citrus 
Reappoints B&B 


Appointment Effective 
Until June 1; Finalists 
Stress Merchandising 


LAKELAND, F.a., Oct. 27—Ben- 
ton & Bowles will keep the $3,000,- 
000-plus advertising account of the 
Florida Citrus Commission—at 
least until next June 1. 

The agency also has been advis- 
ed to “strongly adhere” to a tight- 
ened communications policy be- 
tween citrus client and agency. In 
effect, a new four-page directive 
beefs up the commission staff's | 
control over advertising and shuts 
off direct agency contact with 
commission members. 

The decision was handed down | 
at noon today, following an hour- 
long meeting of citrus officials. It 
closed the books, for the time be- 
ing, on a months-long agency 
search which wended through sev- 
en semi-finalists, a two-day flurry 
of presentations (AA, Oct. 16) and 
— yesterday — close-quarters 
screening of B&B, Ted Bates & Co., 
Campbell-Ewald Co. and Lennen 
& Newell. 


s The nod to B&B was unanimous 
only after the 12 commissioners, 
voicing individual opinions, initial- 
ly failed to find over-all agree- 
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THAT WOMAN—Dalton of America Inc., Cleveland, will run this color 

spread in the Nov. 15 Vogue. The spread takes up the inside front 

cover and the first page-and is the first color spread in this position 

run by the magazine. Nelson Stern Advertising, Cleveland, is the 
agency. 


D‘Arcy, Marsteller, 
Compton Move Abroad 


New York, Oct. 27—The inter- 
national advertising business took 
giant strides this week as three 
agencies, on successive days, an- 
nounced overseas tieups. 

The latest is the acquisition by 
Compton Advertising of “slightly 


ment. Six said, “Mid-season is a 


less than half” of N. V. Nixon & 


poor time to change agencies.” The Co., Australia. Largest is the affili- 
seventh, Sam A. Banks, rose to| ation between D’Arcy Advertising 


say, “I’m not afraid of change,” | 
and urge that Bates be named im- | 
mediately. Mr. Banks got a sec-| as 
onding motion from Commissioner | ler Inc. into Europe with two joint) 


and Synergie Publicite, one of 
France’s largest shops. Most com- 
plex is the expansion of Marstel- 


and seven agency employes. It bills 
an estimated $2,250,000, ranking 
about 12th among Australian agen- 
cies. There are 80 employes in 


|four offices—Melbourne, Sydney, 


Brisbane and Adelaide. Its largest 
account is Ampol Petroleum: Ltd., 
considered the largest Australian 
oil company and among the top 
four worldwide. Among 14 other 
accounts are automotive, appliance, 
power tool, and package goods op- 
erations. 


Like Compton, Nixon regards it-| 
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m ‘61 Volume in 9 Media 


Dips Slightly, AA Finds 


Only Net, Spot TV Make 
Gains; Net Radio Even; 
Direct Mail Will Rise 


NEw York, Oct. 26—National ad- 
vertising volume in nine major 
media this year will be slightly 
below the 1960 total, according to 
estimates made for ADVERTISING 
AGE by various media organiza- 
tions. Their projections indicate a 
1961 year-end figure of $3,937,- 
000,000, as against a total of $3,- 
| 959,906,683 in 1960. 

Six of nine media expect de- 


Income Profiles 
of 100 Top Markets 
in New IRS Report 


WASHINGTON, Oct. 26—A new 
market analysis tool of immense 
potential became available today 
as the Internal Revenue Service 
released a special tax tabulation 
which provides a “profile” by in- 
come group for each of the na- 
tion’s top 100 metropolitan areas. 

By using the new table, which is 
incorporated in the just-published 
“Statistics of Income... 1959 Indi- 
vidual Income Tax Returns,” mar- 
|keters can learn the number of re- 
|turns filed by 18 different income 
|classifications in each metropoli- 
tan area, and the adjusted gross in- 
come represented by the returns 
| received for each income bracket. 

The 100 metropolitan areas cov- 


Kingswood Sprott, but Ross By-/| ventures, one in London, the other | self as a marketing agency. Initial ‘ered in the tabulation account 
contacts between the two agencies | for 33,900,000 income tax returns, 


substitute motion—that Benton &| of a new company in Geneva. 


Bowles be renamed until June 1, 
and be advised to “adhere” to the 


commission’s stricter ground rules. | 


Commissioner Vernon Conner 
seconded this motion, and an initial 
vote of 8-to-4 was registered in 
favor of Benton & Bowles. Mr. 
Banks urged “unanimous action,” 

(Continued on Page 111) 


num, another member, offered ain Brussels, and the establishment 


Compton’s Australian setup will 
be known as Nixon-Compton Pty. 
Ltd. Barton A. Cummings, Comp- 


ber of the Nixon-Compton board. 


es The 26-year-old Australian 


|go back six years when Compton 


was host agency to Nixon at an 


|international advertising meeting 
| at the Greenbrier. 
ton president, will become a mem-| 


The trans-Pacific partnership is 


| 56% of the national total. 


|s These 33,900,000 returns report- 
ed 63% of adjusted gross income, 
66% of taxable income, and 67% 


corollary to Compton’s affiliation of the tax liability shown on all 


with S. T. Garland Advertising in 


| 


London last year, now known as 


returns filed in 1959. 
The development of the new 100 


agency was founded by Noel V.|Garland-Compton Ltd. The Comp- standard metropolitan area table 


Nixon, and has been owned by him 


Burkhart Tells OAAA of 5-Point 


‘Full Maturity’ Program for Outdoor 


Research, Education, 
Service Must Improve to 
Gain Acceptance, He Soys 


HoLtywoop, FLA., Oct. 25—A 5- 
point program to capitalize on the 
“unparalleled opportunities of 
outdoor advertising’ was outlined 
by Charles B. Burkhart, president- 
elect of the Outdoor Advertising 
Assn. of America, at its 63rd an- 
nual meeting Oct. 23 to 27. 

Mr. Burkhart, who will assume 
his new office Jan. 1, 1962, said: 
“I believe that the prime objec- 
tive and purpose of this associa- 
tion is to fashion a program that 
will bring about with the greatest 
possible speed the full maturity of 
outdoor advertising as a thoroughly 
accredited, modern and accepied 
major advertising medium—one 
that takes its rightful place in the 
advertising programs of advertis 


|ers—national and local—and to 
|protect that position from what- 
ever forces may threaten it.” 


|@ Speaking at the group’s execu- 
\tive session, Mr. Burkhart listed 
‘five areas of association program- 
|ming to be developed in specific 
detail after he takes office: Re- 
search, operations, education, leg- 
islation and local sales. To make 
all this effective and practical, he 
said, the association should, at 
some future date, “operate a pilot 
outdoor advertising plant so that 
we deal in practical experience, 
not just theory.” 

Mr. Burkhart saw the goals of 
the five-point program as follows: 
e Research: Develop facts on 
placement and audience effect; 
learn how to spell out reach, fre- 
quency and impact to prospective 
advertisers; how to standardize 

(Continued on Page 114) 
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Last Minute News Flashes 


'GF’s Country Kitchen Syrup Goes National Nov. 20 


} 


New York, Oct. 27—General Foods (Young & Rubicam) will go na- 
| tional with its new“Log Cabin brand, Country Kitchen buttered syrup, 
in about two weeks. Log Cabin, the No. 1 syrup, introduced Country 


| Kitchen in New York and Boston in August, following Lever Bros.’ 
|entry into the field with Mrs. Butterworth’s syrup. Four-week spot tv 
| schedules will break about Nov. 20, with nighttime 20s and 60s run- 
/ning in 33 markets. Participations on six CBS-TV shows and color 


page ads in Sumd@ay supplements 


will also run. Country Kitchen, a 


blend of butter and corn, maple and cane syrups, comes in a round 
| bottle with a yellow label in 12-0z. and 24-oz. sizes. 


Golden Press Plans 300-Market Radio Spots 


New York, Oct. 27—The local vs 
again this weelx as Golden Press 


. national rate issue was in the news | 
(Wexton Co.) sought to place its | 
November-December flight of radio spots at !ocal rates. The agency | 


reportedly has been able to get local rates in “certain areas” by work- 
ing through supermarkets which handle the Golden Book line. Ten to 


the current drive. 


D.W.G. Cigar Returns to W. B. Doner 


Derrorr, Oct. 27—D.W.G. Cigar Corp. returns to W. B. Doner & Co. | sajes and programming. A check 


Jan. 1 after a three-year stay at 


Maxon Inc 


|clines for the current year. Net- 


work radio expects to _remain 
about even; network and spot tv 
look to be ahead. Net tv looks for a 
$735,400,000 year, compared with 
$682,371,069 in 1960; spot tv is 
counting on a jump from $616,700,- 
000 to $625,000,000. 

Together the two video items 
account: for the largest media 
chunk. Singly, however, magazines 
—anticipating $840,000,000 this 
year after ringing up $853,580,761 
in 1960—lead the pack in adver- 
tising revenues. 


= Newspapers, second in the na- 
tional income picture, think they 
will wind up with $750,000,000, 
versus a 1960 pace of $782,000,000. 

Business publications anticipate 
a probable decline to $530,000,000 
in revenues for 1961, after reach- 
ing a level of $546,500,000 the 
year before. 

Spot radio, which counted $210,- 
000,000 in ad revenues in 1960, be- 
lieves the current year will see a 
take of $202,000,000. Network ra- 
dio estimates indicate there will be 
no change from last year’s $43,- 
000,000 position. 

Signs point to a drop-off in rev- 
enues for outdoor advertising in 
1961. The medium posted a figure 
of $120,000,000 last year, while a 
little more than $115,000,000 will 
come into the till in 1961. 

Sunday supplements, which 
racked up $105,754,853 in 1960, 
seem to be falling off to a $97,- 
000,000 year. 


® Another major medium, direct 
mail, has an over-all total that 
runs roughly half of what the oth- 
er nine media gather as a group. It 
is treated separately, however, be- 
cause there is no breakdown be- 
tween national and local dollars. In 
1961 direct mail expects to rack up 
some $2,225,000,000 in revenues, 
compared with the $2,093,731,000 it 
attracted last year. + 


Radio Nets Find 


Business Better 


Fourth Quarter Sales, 
Numbers of Sponsors, 
Affiliates Keep Rising 
(A list of advertisers on 
the four radio networks, 


with their agencies, appears 
on Page 120.) 


New York, Oct. 25—A radio 


listener has a difficult time tell- 
ing a network from a non-network 
station by the sound of the pro- 


gramming in many markets these 
| days, what with the big emphasis 


- |on music and news. 
30 one-minute spots weekly will be scheduled in about 300 markets in | is — ns 


But despite the sound of things 


to an outsider, there are some signs 
that network radio is inching to- 
ward a more 


important role in 


(AA, Oct. 16). Doner | of the four live networks this week 


handled the ace wnt for five years before it shifted to Maxon. D.WG. showed that they have at least two 
cigar lines include R. G. Dun, Santa Fe and San Felice. The account is good reasons for feeling expansive: 


estimated at $405,000. 


| Additional News Flashes on Page 111) 


i 


(1) Fourth quarter business is up 


(Continued on Page 120) 
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‘Several Companies’ Seek to Buy 
Agencies Outright, Durham Reports 


Moves Caused by Doubts 


as to Agencies’ Ability | 


to Make Ads That Sell 


New York, Oct. 25—“Several | 
companies” currently are thinking 


of “buying an agency outright and 
assuming such housekeeping du- 
ties as billing, checking and ac- 
counting.” 

That point was made here last 
night before the League of Adver- 
tising Agencies by Robert C. Dur- 


occasion to trace some of advertis- 
ing’s over-all ills. 
He predicted that “the days of 


| the generalized agency billing be- 


tween $5,000,000 and $15,000,000 
are numbered.” He exempted agen- 
cies serving specialized fields such 
as bask publishing, or shops pass- 
ing through that billing “growth 
zone.” 

The big question in any proposed 
merger should be: Can the indi- 
viduals—not the corporation—gain 
more via a hookup? 


“Who acquires what, or which 
corporation lives on after the 


ham, of Robert C. Durham Associ- 
ates, management consultant. ‘ Power’ 
Asked whether being bought out merger, makes no difference, said 
by an advertiser would preclude | Mr. Durham. “A corporate entity 
the agency’s soliciting other busi-|'S # dead thing. 
ness, Mr. Durham replied: “Not : 
at all.” He said some clients are)" He said that mergers should be 
“genuinely concerned” about their | Made = good times, not bad; that 
agencies’ abilities to “find creative | talents should complement each 
ways to do a job—namely, adver- other”; and that the kinds of busi- 
tising that sells.” Consequently, the |"€SS ust be compatible. “But 
companies have started to move in-| When agency men get together to 
to the advertising sphere. | discuss the more secretive financial 
According to Mr. Durham, a vast | 2SPects,” he said, it is “more like a 
number (“as high as 20%”) of key | game of liars’ poker. No one wants 
agency executives unfortunately | t© tell the truth.” Yet, said Mr. 
are being “squeezed out” as a re-| Durham, “merged agencies will 
sult of account shifts and general | find it’s just as easy to acquire and 
belt-tightenings. He said some top| handle a $500,000 account as one 
names had deserted the ad field billing $100,000. In fact, it’s easier. 
for other pastures, and commented | !t’s more sophisticated, and you're 
that some agencies are operating not working as much with the cli- 
on a seven-people-per-$1,000,000 | "t's blood —— 
basis, instead of the familiar fig- Also, you'll encounter more 
ure of ten. toleration among clients, and have 
more hours to do your jobs. But 
® Agency mergers aren’t the eas- unless you have the size and scope, 
iest things in the world to work | ¥°U won't get the $500,000 busi- 
out—but, once accomplished, they | €5S- He said some agencies have 
can be mighty rewarding, Mr. Dur- won accounts merely because they 
hen cold. ‘ |made a more formidable impres- 
He said his company had been | sion through bigger art staffs, copy 
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FROM EX-LAX—Cough-Ex, a solid 
cough syrup with the consistency 
of chocolate, is being tested in four 
markets, one of which is Peoria. 
Cough-Ex costs 79¢ for 16 tablets. 
It is one of five new products Ex- 
Lax hopes to market within the 
year. Benton & Bowles is _ the 
agency. 


Ford Cavalcade Will 
Offer Fairlane Peek 


DEARBORN, Micu., Oct. 26—Ford 
division will take to the road next 
week to give the nation an advance 
peek at the new Fairlane auto, 
due for public introduction Nov. 
16. 

Ford had mapped out a 25,000- 
mile Fairlane Preview Run U.S.A. 
which will take the new car 
through 188 cities on three cross- 
country routes. Newspaper ads and 
radio commercials will support the 
cavalcades as they progress from 
Detroit to Key West, from New 
York to San Francisco, and from 
Los Angeles to Bangor, Me. 

Ford has selected 57 families to 
drive the six Fairlanes on shuttle 
hops with two groups covering 
each of the three routes. Each of 
the six cavalcades will consist of 
a Galaxie, a Fairlane and a Fal- 
con. The Fairlane will be in the 
middle, where Ford says it will 
fit in the marketplace. 


s Ford broke a newspaper teaser 
ad today in 250 key city newspa- 
pers, and a second one will run 
Oct. 31. A third ad will run in 2,500 
newspapers Nov. 7, with the ac- 
tual announcement ads Nov. 16. 
Automotive News also will carry a 
pre-introduction ad Nov. 6. 

J. Walter Thompson Co., Detroit, 
is the agency. = 


Birds Eye Tests 
8 Table-Ready 


Vegetable Mixes 


Wuite Pains, Oct. 25—A new 
line of seasoned, table-ready fro- 


| zen vegetable dishes will be intro- 


duced next month by Birds Eye 


* division of General Foods Corp. 


Five vegetable combinations, and 


=| three vegetables with sauces, all 
> with seasoning added, will be mar- 


keted first in the metropolitan New 
York and Boston-New England 
areas. National distribution is ex- 
pected within a year. 

GF plans “one of the biggest 
advertising and sales promotion 
campaigns in Birds Eye history” to 
introduce the eight products. 


Advertising Age, October 30, 1961 


R-P By-passed ... 


FTC Examiner 
Exonerates Macy 
in Supplier Case 


Ruling Seen as Blow to 
FTC Efforts Against Ad 
Allowance Solicitations 


WASHINGTON, Oct. 26—A Federal 
Trade Commission hearing exam- 
iner ruled today that there was 
nothing inherently unfair in the 
methods used by R. H. Macy & Co. 
to collect roughly $540,000 from 
suppliers for its year-long 100th 
anniversary celebration. 


Charles Pope, marketing manager, 
said the budget would be in “the 
high six figures.” Other executives 


laced th d $300,- 
=. © ad budget around $ | the promotion fund may 
| feared they 


000 and projected it to $3,000,000- 
$4,000,000 nationally. 


# Ads will be built around the 
themes “all new ... all ready... 
all Birds Eye” and “vegetables 
with that extra-special touch.” 
The media schedule includes five 
print ads in 13 Sunday supple- 
ments and 26 dailies in a six-week 
introductory period, plus 27 to 40 
television spots weekly in eight 
cities. Except for the introductory 
color spread, all ads will feature 
a “first 3 packages free’’ consumer 
offer. 

Print ads break the week of 
Nov. 12 and tv starts Nov. 5 in 


Hearing Examiner Edward Creel 
said in an initial decision today 


'that some of the suppliers who 


agreed to contribute $1,000 each to 
have 
would lose Macy’s 
business. But the commission at- 
| torneys presenting the case against 
| Macy were unable to convince him 
that the company’s acts were of 
|“the kind or degree of oppression 
| which the law has condemned.” 

If his ruling to dismiss the case 
is backed up by the commission, 
|the decision will be a severe set- 
| back for FTC efforts to crack down 
on the soliciting of advertising al- 
lowances by retailers. 


® The case featured a novel legal 
maneuver by FTC to avoid a loop- 
hole which recently has hampered 


New England and Nov. 12 in New enforcement of the advertising al- 


York. Point of sale displays in- 
clude case dividers for frozen 
food chests and mailer forms for a 
consumer refund offer. Young & 
Rubicam, the agency for Birds Eye 
regular products, has been named 
for this new line. 


# The products, which have been 
consumer tested for two years, in- 
clude: green peas and pearl on- 
ions; green peas with sauteed 
mushrooms; green peas and celery; 
Fordhook lima beans with toma- 
toes; corn and peas with toma- 
toes; all vegetable combinations 
with seasoning, and other vegeta- 
bles with sauces. Prices vary from 
29¢ to 39¢ a package. + 


‘Saturday Review’ Boosts Rates 
The Saturday Review will raise 
its circulation guarantee from 
250,000 to 275,000 effective April 1. 
One-time page rates will go from 
$2,080 to $2,290 for b&w, and from 
$3,530 to $3,885 for four colors. 


instrumental in effecting something | people, —. — perhaps, a 
like 48 mergers, and also used the | ibrary. There's an advantage in 
mere size,” he said. 
7 
12 Agencies, PR |of the ‘‘one-personality shop,” 
|where a single individual “made 
|himself available to the client 
Shops Are US. | nights, Sundays and holidays.” 
He urged agencies to “get three 
e - - names—live names—on the mast- 
Tourism Finalists head, with abilities interchange- 
ably sold so that principals can 
_ take vacations.” + 
Twin Entries; Nov. 13, 14 U-S. Newsprint Use Drops 
4 | Estimated U.S. newsprint con- 
Set for Presentations /sumption for the first nine months 
’ of 1961 fell to 5,302,841 tons from 
_ WASHINGTON, Oct. 27—Six agen- 5 415,348 tons the year before. For 
Sealine ane tens Tectacd So crates |e enn Se Sepenaia, newneiat 
ne . dropped to 601,718 tons from 605,- 
final presentations for all or por- 825, according to the American 
tions . the U. S. Travel Service Newspaper Publishers Assn. 
account. 

The agencies, each allotted one 

national; Ellington & Co.; Fuller & 
Smith & Ross; Interpublic; Kenyon : 
& Eckhardt; and Ogilvy, Benson & F*rbenfabriken Bayer, German chemical 
Mather company, establishes an American phar- 
‘ : A . . maceutical subsidiary which will intro- 
i Lng" public 7 ee eee, duce “several” new ethical specialties in 
ions, to appear Nov. 14, are Bar- | the US. next year Page 4 
no My 8 ese me wag John W. DeWolf, vp of research of G. M. 
ro is Gal af etanenaen : Pat. Basford Co., proposes a system of grad- 
vertising readership studies Page 15 
BBDO International); Hamilton- 
Wright Organization; and Walker & 
Crenshaw. 

All the agencies invited have | 
central offices in New York and) then to program accordingly ..Page 2%) 
affiliations or branches in markets | Charies F. Adams, exec vp of MacManus, 
in which the travel service will be| John & Adams, says ——— a 
i j j : ti x hole, has been and contin- 
conducting intensive promotions. pay byt an den seen: ying 


| s Mr. Durham forecast the demise 
Interpublic, BBDO Have | 
hour on Nov. 13, are BBDO Inter- 
ing industrial ads that would equate ad- 
rick Dolan Ltd. (a subsidiary of 
history of human commerce 


Lienel F. Baxter, vp in charge of radio, | 
Storer Broadcasting Co., tells broad- 
casters to determine what their com- 
munities need, as well as want, and | 


@ The travel service said that » hee me 5 iain senile 
; ici ‘ ‘ ane + marketer © $ 

there is no decision at this time on tobaccos. will put all its advertising dol- 

the number of organizations that jars in Esquire, beginning with a junior 

will be retained. Each is free to| b&w page in November Page 4 

solicit all or portions of both phases 


Peerless Importers launches a_ radio 
of the account. campaign for Hankey Bannister 
Finalists were invited to bring ‘scotch . Page 42 


any material which may illustrate 


Springfield Sugar & Products Co., vol- 
specific features of their presenta- 


untary association of 150 supermarkets 


tions. Final selections will be an- in Connecticut, Massachusetts, New 

" Hampshire and Vermont, plans to 
nounced shortly after the oral launch its own cigaret label, Sweet 
presentations are completed. + Life, in competition with national 


Page 4 


brands ... Page 46 


Advertising agency division of the Audit 
Bureau of Circulations approves a res- 
olution asking that a committee be es- 
tablished within the division which 
would nominate a slate of candidates 
for election to the ABC board of di- 
I esisernnscecccnescece Page 52 


Sen. Estes Kefauver contends that the 
consumer is being “confounded” by 
packaging practices which have become 
standard marketing procedure ...Page 54 


Paul Gerhold, vp of Foote, Cone & Beld- | 
ing, says advertising research should | 
become an effective substitute for judg- 
ment, but it has fallen short of its 
promise because of the ineptitude of 
some of its practitioners Page 64 


Wesley Aves, president of Wesley Aves 
Advertising, tells how to use ingenuity 
instead of money in creating advertis- 
ing Page 87 


Penton Publishing Co. drops plans to pub- 
lish Steel International, a monthly 
metalworking magazine that was sched- 
uled to make its bow in January, 
1962 Page 114 


Harwyn Publishing Corp., publisher of 
children's encyclopedias, has acquired 
all the assets of Regal Advertising Asso- 
ciates, a barter agency holding $2,500,- 
000 in radio and television time, from 
Exquisite Form Brassiere Page 119 
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Billings Gains .................. Page 5&8 
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| lowance sections of the Robinson- 
| Patman act. 
| In the Macy case, FTC based its 
complaint on the unfair trade prac- 
tice section of the basic FTC Act. 
| This new approach was used be- 
|eause recent court decisions had 
| cast doubt on the commission’s au- 
thority to proceed against retailers 
for soliciting advertising allow- 
ances which violate Section 2D of 
the Robinson-Patman act. 
Hearings in the Macy case estab- 
lished that buyers in various Macy 
departments approached 750 of the 
company’s 20,000 suppliers for con- 
tributions to the centennial cele- 
bration fund in 1958. Each supplier 
| was asked to contribute $1,000. 
| Mr. Creel reported today that 
|some of the suppliers which de- 
|cided to participate sold as little 
as $800 to Macy, while others sold 
as much as $2,600,000. He noted 
that some testified they were re- 
luctant to refuse the buyers. 


s But he said he did not find proof 
that vendors faced the loss of sales 
if they refused to donate, or that 
Macy expected them to feel that 
way. “The solicitors were instruct- 
ed to advise the vendors that 
whether they donated or not the 
decision would not affect future 
dealings,” he said. 

At the time the complaint was 
filed, in April, 1960, former Chair- 
man Earl Kintner told a group of 
garment industry associations that 
the Macy case is an example of the 
kind of pressures which are reduc- 
ing the garment industry to chaos 
(AA, May 16, ’60). 

While he explained that he was 
not passing judgment on the Macy 
case at that time, he said, “Many 
industry members complain about 
pressure from powerful buyers, but 
they must not expect help from 
FTC unless they are willing to help 
the commission.” + 


Kerr Joins U. S. Borax 
Jack F. Kerr has been named 
director of advertising for the 20 


» Mule Team department of US. 


Borax & Chemical Corp., Los Ange- 
les. Mr. Kerr, who fills a post long 
vacant, formerly was a vp and ac- 
count supervisor for Borax with 
McCann-Erickson. 
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Jordan, Sieber, — 
Ellington Affiliate 


| 
New York, Oct. 27—Ellington | 
& Co., which handles general con- | 
sumer accounts, has entered into | 
an “affiliated operating agreement” 
with Jordan, Sieber & Corbett, en} 
agency specializing in pharmaceu- | 
tical products. 

The creative talents of the two| 
agencies will be merged, but each | 
will retain its separate corporate | 
identity and agency name. Jordan, 
Sieber maintains headquarters in) 
Chicago, with a branch office in 
New York. Ellington has offices 
only in New York, so the move 
gives it a Chicago base with a 
staff of 65. The New York staff of 
Jordan, Sieber, numbering about 
18, will be moved into the New 
York office of Ellington, which has 
a staff of about 175. Ellington re- 
ports it is now billing approxi- 
mately $19,000,000, while Jordan, 
Sieber has billings of $5,500,000. 


® Four officers of Jordan, Sieber 
have become officers of Ellington 
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OPPORTUNE—Nobody planned it that way, but this spread by North 
American Aviation appeared in Fortune, Newsweek anc Time just 
as the company’s X-15 aircraft was making headlines with new 
world speed and altitude records. The ad, via Batten, Barton, Dur- 
stine & Osborn, Los Angeles, was scheduled several months ago. 


Coin-Op Cleaning Industry Sees 
Volume Hitting $60,000,000 in 1962 


Five Giants Enter Field, 
Aim Ads at Consumers, 
Operators, Investors 


$30,000,000 this year and $60,000,- 
|000 in 1962 to have their clothes 
dry cleaned in coin-op machines. 
| The industry claims that dry clean- 
ing costs are cut as much as 75% 

| when coin-operated equipment is 
| used by the consumer, pointing out 

Cuicaco, Oct. 24—One of the| that four garments can be cleaned 

big product success stories of 1961 | for the price of one. 
has been the marketing and selling | 
of coin operated dry cleaning ma-|# The entrance of coin-op dry | 
chines. In their initial year—1960 | cleaners is expected to give exist- | 
—it was estimated that some 300|ing coin-op laundries (which be- | 


By Emmett Curme 


Oil Companies to Put 


More Stress on Credit 


Use Cards ‘Creatively,’ 
Breitweiser Urges; Shell 
Revamps Card for Femmes 


Houston, Oct. 24—Oil companies 
should use credit cards as “creative 
tools” and stop considering them 
“defensive weapons,” S. D. Breit- 
weiser, president of DX-Sunray 
Oil Co., told petroleum credit ex- 
ecutives at their annual conven- 
tion here last week. 

“We have fought consumer cred- 
it and the credit card with a de- 
laying rear-guard action ever since 
its inception,” Mr. Breitweiser 
told an audience of about 200 at 
the American Petroleum Credit 
Assn. “It’s been a stand-off, fall- 
back policy—giving ground only as 
a last resort.” 

Price wars, which have been 
spreading this year like brush fires 
during a drought, are having an 
adverse effect on buyers, Mr. 
Breitweiser said. 


a “The consumer has come to the 
conclusion that we must be rolling 


in money, or we couldn’t afford | 


these price wars,” he said. “In 
other words, they are convinced 
that the oil companies have been 
gouging the public with excessive 
prices.” 

The oil industry needs to con- 
vey its problems and its points of 
view to people outside the indus- 


|/units were sold for some $600,000. 


| , , ‘ . 
Jesse Ellington © & tevdin This year the industry predicts 


fore offered just coin-op washers 


(Continued on Page 80) try; so far this has been done too 


in the new setup. Charles R. Jor- 


dan, president, has been appointed | 


senior vp and member of the ex- 
ecutive committee of Ellington. J. 
Mitchell Jablon, a vp, has become 
a vp of Ellington in New York, 
and Paul E. Sieber, board chair- 
man, and R. Joseph MclIntyre, a 
vp, have become vps of Ellington 
in Chieago. 

At Ellington, the top executive 
roster remains the same: Jesse T. 
Ellington, chairman of the board; 
Chauncey L. Landon, co-chairman; | 

(Continued on Page 10) 


Discount, Do-It-Yourself Trends 
Give Chills to Anti-Freeze Makers 


About Half of Buyers 
Do Own Installing; Trend 
on Upswing, Makers Find 


New York, Oct. 24—Between 
do-it-yourself and cut-rate mer-| 
chandising by discount houses, the | 
anti-freeze business is getting 
schizophrenic. 

The big companies in the busi- 
ness fear the buck-saving trend | 
will hurt their brand name con- | 
cept in the long run. But at the 
same time, they are permitting 
their branded products to get to 
the do-it-yourself car owners 
through the discount stores. 

As a result, the 1961 sales war 
for the $300,000,000-a-year anti- 
freeze market finds the big brand 
name companies forced to play the 
game both ways. 


s Typical is Union Carbide Corp.'s 
position. On the one hand, the 
company is using a multi-million- 
dollar ad campaign urging car 
owners to buy Prestone and have 
it installed at service dealers. Some 
of its tv commercials depict a 
luckless do-it-yourselfer eventual- 
ly taking the vow: “I will not goof 
again.” The moral of the story is 
that the customer should not try 
to save that extra buck by instal- 
ling anti-freeze himself, but go to 


| that some 25,000 dry cleaning units 
| will be sold, for a sales volume of 
$50,000,000. 

The potential of the field was 
\further emphasized this year by 
the entrance of five laundry ap- 
pliance giants into the coin-op 
dry cleaner arena—-Westinghouse, New YorK, Oct. 24—The evapo- 
Norge, Whirlpool, Speed Queen | ration rate in the whisky distilling 
jand Philco. It is estimated that| business is normally a pretty pre- 


|some 22 manufacturers currently | dictable thing. According to Schen- 


McCann Really Has 
Charcoal Perfected 
Account (Sometimes) 


little and not effectively, he said. 

Oil companies are placing in- 
creasing emphasis upon credit cards 
as sales tools, H. W. Dugdale, 
president of the association and 
assistant credit manager for Shell 
Oil Co., told ADVERTISING AGE. Shell 
recently replaced its orange and 
red card with a white card bearing 
a gold Shell emblem. Surveys had 
shown this style had more prestige 


. “~\ and more eye appeal, especially to 
are manufacturing the do-it-your- | ley Distilling Co., if you fill a white women eee 


self dry cleaners. oak barrel, you can count on losing 
6% outage in two years. 
= Industry sources estimate that! ; 
consumers will spend more than|C®- Set something of an evapora- 
tion record this month with its 
J. W. Dant ten-year-old Charcoal 
Perfected. Schenley turned the ac- 
count over to McCann-Erickson, 
and now McCann finds its Char- 
coal Perfected has evaporated. 
This is how it happened: A few 
months back, Schenley switched 
Charcoal Perfected, then an inac- 
tive brand, from Kleppner Co. to 
McCann, effective Sept. 1. At the 
same time (AA, Aug. 7) the com- 
pany said plans were in the works 
for a big, new campaign calling 
for an investment of $1,000,000. 
Charcoal Perfected was to be 
pushed as the only ten-year-old 
charcoal whisky on the market, 
having been upgraded from six to 
ten years in age. 


the dealer and get Prestone’s 
“green tag” guarantee. 

But while Prestone pushes the 
brand-name concept, the average 
car owner can walk into discount 

(Continued on Page 104) 


Angostura Returns 


to Radio in New Push 


New York, Oct. 26—Angostura- 
Wuppermann Corp., absent from 
spot radio for about three years, 
will return to the medium the 
week of Oct. 30. 
| Angostura aromatic bitters will 
| be promoted as an additive for food 
|recipes in one-minute and 10-sec- 
ond commercials which will run in McCann remains the agency of 
New York, Los Angeles, San Fran-|record for Charcoal . 
cisco, Chicago, Cleveland and| while Kleppner officially handles 
| Minneapolis-St. Paul. In addition, a| the other two Dant labels. 
total of 17 insertions, consisting of 
pages and 1/3 page ads, will be run|# Schenley explained the situation 
in Sports Illustrated and The New |this way: When Charcoal Perfected 
Yorker. is pushed in combination, it lines 

Print ads will promote the use| up as a Dant ten-year-old, and so 
of a dash of Angostura in rum, vod-| rates as Kleppner’s business. But 
ka, gin and whisky drinks. Musi-| when it’s pushed as Charcoal Per- 
cal commercials will tell listeners| fected, a single, it is McCann’s 
to add Angostura’s “symphony of| baby. 
fascinating flavors” to such foods) Meanwhile, McCann is doing 
as hamburger, stew, soup, cream |creative work of its own on the 
sauce or tomato juice to “make it} brand, while Kleppner is also do- 
sing.” Foote, Cone & Belding is the ing creative work of its own, and 
agency. # also placing the advertising. + 


® Yesterday Schenley launched a 
100-market fall campaign for 
Charcoal Perfected—not through 
McCann, but through Kleppner. 

“The situation is slightly confus- 
ing,” said Schenley. Kleppner and 
McCann agree. 


But Schenley’s Melrose Distilling Fag cards tend to 


Perfected, | | 


increase 
ariety of merchandise and 


services that motorists may charge | 


on their cards, Mr. Dugdale said. 

He expects more companies to 
permit repair service to be charged 
(Shell pioneered this about four 
years ago) because it fits the con- 
cept of a credit card as a service 
and courtesy to travelers—and also 
helps motorists traveling with lit- 


ers are giving credit on repairs 
anyway, disguising them as “tire” 
or “battery,” and it is preferable 


|to keep dealers and the record 


honest. 


# Mr. Dugdale looks for more cen- 
|tralization of credit card opera- 
|tions among major oil companies. 
\‘Reader's Digest’ Names Hepler 
|Ad Sales Director 


Charles D. Hepler, Detroit man- 

ager of Reader’s Digest since 1955, 
has been named director of ad- 
|vertising sales for the U.S. edi- 
tion of Reader’s 
Digest. He will 
report to Fred 
Thompson, vp 
and advertising 
director. 

Mr. Hepler 
will be head- 
quartered in 
New York, and 
will also take 
charge of the 
Digest’s region- 
al offices. Prior 
to joining the 
publication, he was advertising 
manager of U.S. News & World 
Report, Detroit. 


Charles D. Hepler 


tle spare cash,- notably business | 
|men. In many cases, he said, deal- | 


At least four have rented special 
model computers and centralized 
| their operations. American Oil Co. 
|centralized in Chicago recently, 
and Shell at Tulsa and Menlo Park. 


s Gulf Oil Corp. is well along in 
distributing imprinter machines to 
its thousands of dealers; once in 
use, these will tie individual de- 
livery tickets into an over-all sys- 
tem designed for computer utiliza- 
tion. Humble Oil & Refining Co. is 
using a similar system throughout 
the Southwest and is believed to be 
extending it. + 


MCA Seen Dropping 
Talent Shop, Keeping 
TV Production Unit 


Los ANGELES, Oct. 25—Show 
business was rocked this week by 
news that mammoth Music Corp. of 
|of America had agreed to divest 
| itself of either its talent agency or 
| its television company, Revue Pro- 
| ductions, by Sept. 30, 1962. 
| Under an agreement reached this 
|week with Screen Actors Guild, 
/MCA must decide whether to con- 
| tinue on the employe side of show 
business with MCA, or represent 

management through its control of 
| Revue. 

Although MCA was not com- 
menting on its future this week, 
SAG reported to its members that 
it was a “foregone conclusion” that 
MCA will retain control in the pro- 
duction company. Last year, Revue, 
grossing some $57,500,000, ac- 
counted for nearly 90% of MCA’s 
total revenue. Agency commissions, 
however, bought the company only 
$8,700,000. 


s The SAG announcement came as 
no surprise this week. In Septem- 
ber the guild served notice that it 
would terminate long standing 
waivers which had allowed various 
talent agencies to operate also as 
producers. 

“The MCA waiver, for example, 
|}was first granted in 1952,” SAG 
|said. “Under the agency regula- 
| tions, agents are prohibited from 
| engaging in production unless the 
| waiver is granted. The state of the 
|industry in 1952 was such that the 
| guild granted waivers to MCA and, 
| thereafter, to several other agents 
to encourage the growth of a tv 
film industry and the employment 
opportunities of motion picture ac- 
tors. 

“MCA was aware,” SAG contin- 
|ued, “that the waiver was not per- 
petual; and the guild, in spite of 
MCA’s adherence to all terms and 
conditions of the waiver, recog- 
nized that renewal of the waiver 
under present circumstances could 
open the doors to any and all ap- 
plicants to play the dual role of 
employer and agents simulta- 
neously.” 


| 


® As outlined by SAG this week, 
the agreement further stipulates 
that MCA must surrender its agen- 
cy franchise within 30 days if it or 
any of its subsidiaries, including 
Revue, acquire more than 50% of 
voting stock in any motion picture 
company. 

Also, upon termination of the 
agency business, all agency con- 
tracts in effect with actors on the 
date of termination will be auto- 
matically cancelled. This provision 
is expected to start a scramble 
among Hollywood agents for for- 
mer MCA clients. 

Currently, MCA represents about 
500 SAG members, 100 tv and film 
directors and a number of writers, 
producers and other broadcast and 
film talents. + 
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‘Farbenfabriken Unit 


Plans to Enter U.S. 
Ethical Drug Market 


New York, Oct. 24—The Ger- 
man chemical company, Farben- 
fabriken Bayer, has set up an | 
American pharmaceutical subsidi- 
ary which will introduce “several” 
new ethical specialties in the U.S. 
next year. 

Under the name, FBA Pharma- | 
ceuticals Inc., the subsidiary has 
opened offices at 120 E. 56th St. 
here, and has appointed L. W. 


Frohlich & Co. to handle its med- | 


ical and professional advertising. 
The products will al) be in the 
ethical field, and will introduce to 
the US. “the best of Farbenfab- 


riken’s overseas specialties.” Just | 


which ones has not been decided, 
and no time schedule has been 
set, the company said. The drugs 
will have to be cleared by the 
Food & Drug Administration before 


marketing. 

Farbenfabriken Bayer of Lever- 
kusen, Germany, with 1960 sales 
of $785,000,000, is one of the 
world’s giant chemical companies. 
It is the largest survivor of the 
dismembered I. G. Farben cartel 
of World War I days. Its history 
dates to the original Friedrich 
|Bayer & Co., established in 1863. 
|The German Bayer company orig- 
/inally developed and marketed 
jaspirin and other products under 
the Bayer name. At one time, it 
held the rights to the name “as- 
| pirin. ”» 


s After the World War I seizure 
of German assets by the Alien 
Property Custodian, the rights to 
the Bayer name were acquired by | 
Sterling Drug Co. in the U.S. and | 
several foreign countries. In re- 
cent years the German Bayer com- 
pany has made several attempts 
to regain the right to operate in 
the U.S. under the Bayer name, 
but so far several lawsuits have 


been decided in favor of Sterling. | 
Hence, the new subsidiary’s name 
of FBA Pharmaceuticals. The plans 
are to make it “as American aj} 
company as it possibly can be,” | 
ADVERTISING AGE was told. + 


Morrison Joins Hitchcock 
Jack Morrison has joined Hitch- | 
cock Publishing Co., Wheaton, IIL, | 
as associate publisher of Plant 
Management & Engineering. Mr. | 
| Morrison comes to Hitchcock from | 
|the presidency of his own com- 
pany, Morrison Publishing Co., | 
Crystal Lake, Ill., which will go | 
out of business in the near future. 
| 


| Ford Buys Bernstein Concerts | 

Ford Motor Co. will sponsor 
Leonard Bernstein and the New 
York Philharmonic on CBS-TV, 
beginning with a special Christmas 
program beginning Dec. 14. Oth- 
er programs in the series will in- 
clude programs in February and 
March. Kenyon & Eckhardt, De- 
troit, is the agency. 


A ONE-IN-A-MILLION TEST MARKET 
ONE NEWSPAPER AX0 A MILLION a0 woRe PROSPECTS 


You can now cover one of the na- 
tion’s top three test markets (and the 


Number One test market 


in New Eng- coverage. 


coverage of over 500,000. In the CITY- 
STATE area, you get more than 80% 


Rich new styling..6 2 CHEVROLET 


NOW AT YOUR LOCAL AUTHORIZED CHEVROLET DEALERS 


NEW 62 CHEVY TRUCKS ! 


see your local authorized Chevrolet dealer 


—S 


BUILT TO KEEP RUNNING 
AND RUNNING 


AND RUNNING | 
AND RUNNING 
g= AND RUNNING 
=== AND RUNNING 


BIGGEST EVER—Chevrolet is using 34,000 outdoor ads like these to 
launch its 1962 cars and trucks. Trucks are featured on 16,000 pan- 
els and cars on 18,000. Campbell-Ewald Co., Detroit, is the agency. 


| Purcell Joins Lynn Baker 

| Lyle J. Purcell, who left Grant 
| Advertising early this year as vp 
|of marketing and research, has 
| joined Lynn Baker Inc., New York, 
| as director of research and market- 
| ing. Before joining Grant in May, 
| 1960, he was president of Select 
| Magazines and before that was vp 
|of marketing of Batten, Barton, 
| Durstine & Osborn. 


Lilienfeld Adds Reese 
| Reese Finer Foods, Chicago, has 


|agement consultant, 
‘its name to Rubel Rich & Hum- 
| phrey. 


appointed Lilienfeld & Co., Chicago, 
to handle its advertising. L. W. 
Ramsey Co., Chicago, is the for- 
mer agency of record. The compa- 
ny is planning an expanded news- 
paper drive. Billings are expected 
to hit $250,000 the first year, Lil- 
ienfeld said. 


Rubel Changes Name 
Ira Rubel & Co., Chicago, man- 
has changed 


In the 
Top 20 in 


land!) thoroughly and economically 
with The Providence Journal-Bulletin. 


And you'll like what The Provi- 
dence Journal-Bulletin delivers. This 


Isolated from other major markets 


..- representative and well-balanced be- 
tween urban and suburban ... 


cosmo- 


Total Retail Sales 


Stimulate Drug Sales in 


one medium is the strongest selling 
force throughout New England’s sec- 
. a million-plus 


ond largest market . . 


po olitan in composition . 
rovidence market offers you the ideal 
testing grounds for new products, new 


. the bustling 


¢ : packaging, or sales promotion ideas. _ Over one fifth of the nation’s top metropolitan markets are 
interstate population center where buy- | in the NEW South. When advertising to this important 


ing power is BIG . . . bigger than ever, 1 |  1l-state market be sure Greensboro is on your schedule. 
as Sales Management shows. SPOT COLOR NOW AVAILABLE In Retail Drug Sales, for example, Greensboro is close behind 


In ABC Providence alone, The Write for rates and details B i i 
1 A . : aton Rouge, Chattanooga, and Knoxville—with a tremen- 
Jou “Bulletin gives you 1007%-plus dous gain of 81% in six years. A vital sales factor is the 


Greensboro News & Record—the only medium with dominant 


PR W f} EN (f | coverage in the Greensboro Market and selling influence in 
} 


over half of North Carolina. Over 100,000 circulation; over 
JOURNAL ~—- BULLETIN 


400,000 readers. 
Write on company letterhead for “1961 Major U. S. Markets = eeu 
Boston office: 479 Statler Bildg., Boston 16 
Represented elsewhere by Ward-Griffith Co., Inc. 


Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro—In the Top 20 Retail Markets of the South 
and in the Top 100 of the Nation 


News and Record 
GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 


Greensboro 
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Is your advertising 
“getting through”? 


Here’s how advertising gets through in This Week Magazine 


This Week bia 


MAGAZINE 


The Golden-light Goodness 
of Mazola comes from 
Sun-ripened Corn.. 


‘THE HEARTof every kernelof sun-ripened corn is a tiny dropof precious 

oil, From this oil comes pure, clear Mazola, sparkling with the golden- 
hght goodness which makes it so superior for frymg and for salads. 
Besides making wonderful fresh salad dressings... and frying foods so 
deliciousty.. Mazola adds the special nutritional benefita of corn ofl to 
your daily meals 

Your doctor con explain these benefits to you Also. if he recommends a 
low-fat diet, or replacing solid (saturated) fats with bquid (wnsaturated) 
fata, Mazola is the oil of choice... because it is never hardened 
(hydrogenated). and is rich im linoleate nutrition (poly-unsaturates). 


only Mazola is Pure Liquid Corn Oil 


Everything you 
bles... will be tender, juicy tnarde, vriap, gokden-brown 
outside when you use good gokien-hght Masola! 


“Glory in Gold” No. 2: This 1.500-yeur-old gold-and-silver hor roy ean es 


once decorated a Persian throne. For more ancient animals from “the land of the Wise M : 
#3 


PASO Uh THES 1850R “How the Reds Plen te Smad the UN” A documented revelation by 0 © fomevs Cech stoteenen, PaGEe ( "¥ - 
Man!” Lovely letters te Camdy Jones trom THIS WEEE readers PAG% 11 ~ Who Food Will Keap Me Young?” An AMA super! onmwars im =. Ls 
-™ +. 


6,926,000 women noted this ad 


* more than twice the number produced by the same ad 


2%, 


of all the women in 


in a leading women’s magazine THIS WEEK’S audience 


Source: Daniel Starch & Staff. 


Your advertising will be read by more people in This Week 


than in any other magazine 
This Week 


MAGAZINE 


CIRCULATION MORE THAN 14,1 00,000 
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Thanksgiving 
Gets Play in 
Calvert Drive 


Horn of Plenty One of 
Four ‘Collectors’ Flasks’ 
to Be Pushed in Ads 


New Yorx, Oct. 24—Seagram’s 
House of Calvert has found a new 
angle to the gift wrap and decanter 
business. It’s going into the “per- 
sonality” approach with a set of 
four “collectors’ flasks” for Lord 
Calvert whisky. 

Launched in magazines and 
newspapers last week, the flasks 
are modeled on collectors’ items in 
the Lord Calvert collection. They 
supplement this year’s fluted de- 
canter for Calvert Reserve, which 
in recent years has been pushed 


jas the “modern whisky for modern 
| tastes.” 

Planning the 1961 gift packaging 
lineup, Seagram decided that in- 
|stead of pretty designs and fancy 
wraps, it would try to “find a de- 
sign to fit the personality of the 
brand.” Consequently, it decided to 
use the Calvert collection in ad- 
| vertising for the first time. 


Calvert chose four of the most) 


popular 19th century designs and 
from them made composite flasks. 
They shape up as four flasks, each 
has a molded 
Friendship, Liberty or Plenty. The 
only commercial identification they 


title—Courage, | 


carry is a gold throat label, Lord | 
Calvert, and a hanging booklet. | 
The distillery number and the 
obligatory statement, “Federal law | 


prohibits. ..” 
bottoms of the flasks. As a result, 
“They will obviously get a lot of 
re-use, and they are found to be 
collectors’ items themselves,” the 
company said. 


# Beginning with Life Oct. 14, Cal- 


Theyre 


are blown into the) 


Gifts of distinction from Lonp Cavert 


The Anes rimen whonkey oof destimetoon 


es 


Gifts of distinction from Lorp Cusert 
Phe American whishey of dibinetion 


beeegeaate engl eats teat “cee Gimme sng stab ¢ 


COLLECTORS’ FLASK—The House of Calvert is using these four-color 
magazine pages to push its specially-devised flask series for Lord 
Calvert this fall. 


vert has lined up a total of 18 four- 
color pages in magazines. Other 
magazines on the schedule are Es- 
quire, Holiday, Newsweek, Playbill 
and Sports ‘Illustrated. 

The standard ads, featuring the 


four flasks plus the ordinary fifth 
bottle, will run in October and No- 
vember. But around Thanksgiving, 
four-color pages will show only the 
Horn of Plenty flask, which is be- 
ing pushed as an _ appropriate 


in...in Indiana 
with The STAR and Th 


Morning & Sunday 


78.7% of total medical 
products linage in Indi- 
anapolis newspapers 
appears in The Star and 
The News 


e NEWS 


Evening 


Your products can move into the 690,700 homes of Central 
Indiana, too—with frequent doses of advertising in The 


Star and The News. 


To build solid distribution and sales in this $4.3 billion, 45 
{ county market, use the saturation coverage (53.1% of ALL 
families) that only this powerful selling team can provide. 


Here’s the best way to create brand preference for your 
products, at low dollar cost! 


The Indianapolis Star and The Indianapolis News 


Kelly-Smith Company, National Representatives 


Advertising Age, October 30, 196 


Thanksgiving gift. 

A novel point of sale promotion 
, will tie in with the Thanksgiving 
campaign. It will take the form of 
a counter dispenser for food and 
drink booklets carrying recipes 
dating from the original 13 states. 
\“The whole promotion is quite a 
shot for Thanksgiving,’ Seagram 
said. ; 

The newspaper campaign will 
follow the same formula. Using 
about 100 newspapers in key mar- 
kets across the U.S., the b&w se- 
\ries will also break with the 
| Thanksgiving push in November. 

The flasks will sell at the regular 
| Lord Calvert price (approximately 
$6 a fifth), and come only in fifths. 
| In some states two-bottle packages 
| will be available. The combinations 
| there are Friendship & Plenty and 
| Liberty & Courage. 

Compton Advertising is the agen- 
cy. 


® Seagram will round out the 
House of Calvert push with an ad- 
ditional 12 four-color pages in the 
same list of magazines for Calvert 
Reserve, while more than 50 news- 
papers are running one of the most 
concentrated r.o.p. color programs 
undertaken for the brand. 

Calvert Reserve has also sched- 
uled more than 1,500 poster show- 
ings in 66 cities. Sales promotion 
includes more than 30 displays for 
bars and stores. 

Sullivan, Stauffer, Colwell & 
Bayles handles Calvert Reserve. + 
| 
|Crown Zellerbach Consumer 
| Division Promotes Three 
Crown Zellerbach Corp., 


| 


San 
Francisco, has promoted Clark M. 
Pettit, sales promotion and ad 
manager, to marketing operations 
"manager, con- 

| sumer products 
sales division. 
|Glenn L. War- & 
|ren has been 
|named = sales 
| manager and 
|Roy Kindred 
merchan- 
dising and sales 
promotion man- 
ager for the di- 
vision. Neil P. 
Stewart contin- 
ues as division- 
al advertising manager. 

Mr. Pettit will coordinate mar- 
keting, advertising and sales pro- 
motion for Zee and Chiffon house- 
hold paper products. He joined 
|\C-Z in 1952 as ad manager of the 
newly created consumer products 
| division. 


|Jaeggin Joins AA in N.Y.; 
| Bernard Named Int'l Editor 
| Albert H. Jaeggin has resigned 
as managing editor of Men’s Wear 
to join ADVERTISING AGE Nov. 1 as 
a senior editor. Mr. Jaeggin, who 
was managing editor of Advertis- 
ing Agency until that publication 
was acquired by AA in 1958, will 
|have charge of editorial copy in 
| the New York office. 
| Lawrence Bernard, formerly an 
| associate editor in AA’s New York 
| office, has been named senior edi- 
'tor in charge of international ad- 
vertising news. Mr. Bernard, who 
| joined the weekly in 1950, succeeds 
| Milton Moskowitz, who resigned 
| recently to become a vp of Alfred 
| Politz Research, New York. 

| 


‘Country Club’ Names Baron; 
Increases Ad Rate 

| Country Club, Mineola, N.Y., has 
|appointed Charles Baron to the 
new post of director of regional 
advertising sales. Mr. Baron for- 
merly was sales manager of Ebling 
beer and eastern regional sales 
manager of Carling Brewing Co. 
Country Club has announced that 
its circulation passed the 133,000 
mark. Price of a b&w page has been 
increased to $1,000 on a 12-time 
basis. Rates are based on a guaran- 
teed circulation of 125,000. Country 
Club is the official organ of 434 
private country clubs in the US. 
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> Where were you the day 
me WBKB missed the twister? 


We were looking at it, aghast and agape! Here are the pictures 
to prove it. (Taken March 4, 1961.) 


Did we do anything about it? No. Our weatherman, 
Warren Culbertson, was so surprised and found the formation so 
incredible, he was reluctant to call it a Twister for fear of 
panicking Chicago. After all, Chicago had not had a Twister in 
years. Culbertson had good company. Chicago's official weather 
forecaster, Joseph Fulks, and his staff also shared this reticence. 


But radar doesn't lie. Only man is fallible. (Remember radar at 
Pearl Harbor? It didn’t lie then either, and human failure 
permitted the enemy to attack although their planes 
were detected.) 


Since then we have believed our radar. Our meteorologist, 
Warren Culbertson, has shown the weather accurately 680 times 
to Chicagoans, who have come to rely on WBKB for 
accurate weather forecasting. 


Just as they rely on Alex Dreier for the best news. 
And on Norman Ross for the most informed commentary. 


All this comes from the ‘‘Climate of Creativity’ that pervades 
the studios and offices of Channel 7. 


By the way—are your clients taking full advantage of WBKB’s 
“Climate of Creativity’’? 


A GOOD 
CHICAGO HABIT 


e WBKB 
F CHICAGO'S 
CHANNEL 


bi 
' : ” | 
Amturars wot oveitund, ‘notiore! 
4 , 
An Owned-and-Operated Station of the American Broadcasting Company - A Division of American Broadcasting-Paramount Theaters, Inc. 
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$5,000,000 Push 
in ‘62 Will Back 


Knorr Soup Line 


Best Foods Line Is 
Expected to Be in All U.S. 
‘Markets by February 


New York, Oct. 24—The national 
marketing of Knorr soups, which 
bowed in northeastern, mid-Atlan- 
tic and midwestern states in Sep- 
tember, is scheduled to start some 
time in February, ADVERTISING AGE 
has learned. 

The seven-soup Knorr line, pro- 
duced in a new Argo, IIl., plant of 
Best Foods division of Corn Prod- 
ucts Co., will run a 17-market 
spectacular in This Week Maga- 
zine early in 1962. The ad, a re- 


peat of seven four-color pages ap- 
pearing in the other 26 This Week 
markets Nov. 12, will herald 
Knorr’s entry in southern, south- 
western and Pacific Coast regions. 

Each of the successive, alternat- 
ing pages wiil feature the cam- 
paign’s central theme, “Take a ket- 
tle cruise of Europe” (AA, July 
24). 

(Campbell Soup Co., ironically, 
has been plugging a new Red Ket- 
tle line [AA, Aug. 21].) 

The background of each Knorr 


‘ad pumps up nostalgia for the 


country where each soup is popular 
—golden onion soup in France, 
cream of mushroom in Denmark, 
smoky green pea in Sweden, chick- 
en noodle in Helland, garden vege- 
table in Italy, beef noodle in Eng- 
land, and cream of leek in Switzer- 
land. 


s Altogether, Knorr has budgeted 
around $75,000 for its two appear- 
ances in This Week. An additional 
spurt in First Three Markets news- 


“TAKE A KETTLE CRUISE OF EUROPE 


your visa... 


A 


| KETTLE CRUISE—Best Foods division of Corn Products 
will pour $375,000 into seven four-color ads like 
these, for Knorr dry soups, in the Nov. 12 This Week 
Magazine. The spectacular, said to be the largest 
ever run by a food manufacturer in a national con- 
sumer publication, will be on successive, alternating 
pages in 26 This Week markets. This matches 


SNORE EECERES — ENORE AGES EVROPES BERT RELAIS KOCRS Fok VTREES TUE T NESTE RBOmm mre rres 


the faraway Mavor 
of new Knorr golden onion soup...ci¢aante! 


your guide: the faraway flavor of 
mew Knorr cream of leck soup...appectitiich! 


SNORE MARES EOROPES GENT SELLING ReneS TCOUNTRIES 7 ALTHRWEH ENORE BECIPES KNORR WARES FERGPES BEST SEELENG Son PS 
> — es ene ee eae Rites Se ak me a ee ee Se Hak Ha eg cae « hm Le ok ge ee 


Knorr’s fall debut in northeastern, mid-Atlantic and 
midwestern areas. In early 1962, when Knorr goes 
national, an identical seven-page unit will run in 
This Week’s other 17 markets. Spiced with words 
like “gustoso,” “wonderlijk,” and “dejlig,” copy dips 
into Knorr’s quickness, ease of preparation. Dancer- 
Fitzgerald-Sample is the agency. 


PROFITWISE 
... SOME 


NUMBERS 


J 


UST 


DON'T 


Local advertisers found it out a long time ago. So 
they spend their advertising dollars where they 
get, not just numbers, but customers. In New 
York, they advertise to the market’s most respon- 
sive families...in the Quality Evening Newspaper 
that gets home, gets action, gets results...the | 


| papers on Nov. 12 is expected to 
lift this end of the tab to $500,000. 
Earlier, a $2,400,000 campaign 
for Knorr had been contemplated, 
| but reevaluations of the company’s 
media strategy indicate this to be a 
September-through-December ap- 
propriation, with a minimum of 
another $5,000,000 set for the cal- 
|endar year 1962. 
| Dry soups constitute less than 
|6% of the total soup market. 
Knorr’s September debut found 
Best Foods stirring a competitive 
cauldron including Thomas J. Lip- 
|}ton Inc., Wyler & Co., and I. J. 
| Grass Noodle Co. Lipton reported- 
ly has held 95% of the business. 
Campbell (with an estimated 
| 85% of the prepared soup market) 
/sounded its dry soup battle cry at 
|} almost the same instant as Knorr 
(AA, Jan. 30). The impending bat- 
tle has led observers to ask this 
question: Can a newcomer with a 
foreign flavor, backed by the mar- 
keting histories and skills of a U.S. 
food giant, take on a soup leader 
in its own back yard? Knorr, anx- 
ious to know what competition is 
planning, this week said, “The only 
Campbell things we’ve seen have 
been a few ads to the trade.” 


# On its own side of the fence, 
Knorr said, “We've been doing bet- 
ter than we thought. We’re ahead 
of sales shown in our four test 
| markets.” But Knorr acknowledged 
it is fighting some familiar new 
bugaboos—demand, supply, and 
| hard sell to the stores. In all cases, 
|reported the company, consumer 
acceptance has been “excellent.” 
But there has been occasional lack 
of coordination between manufac- 
turing and retail demand, or—in 
particular—situations where store 
managers carry fewer than the 
seven soup varieties. 

“But we’re pretty well on tar- 
get,” Knorr said, “and the outlook 
is encouraging.” + 


Whitman Publishing Sets 
|TV Drive tor Two Products 
Whitman Publishing Co., Ra- 


World-Telegram. Year after year, the local ad- _ ine, Wis., will begin a spot tele- 


vertisers give the World-Telegram total retail 
linage leadership in the evening field. No matter 
what you want to sell, follow the lead of the local 
advertisers . . . and the linage leadership of the 


World-Telegram. It delivers! 


Scripps-Howard General Advertising Offices: 
230 Park Avenue, New York City + Chicago + San Francisco 
Detroit + Cincinnati + Philadelphia + Dallas + Los Angeles 


iq NewYorkWorld-Telegram 


NEW YORK’S QUALITY EVENING NEWSPAPER 


vision campaign for two new 
| products in mid-November. The 
| one-minute commercial for Giant 
Playmates, a to-be-assembled gi- 
| raffe or robot, will be delivered by 
| Art Linkletter. This wil! be carried 
|in about 15 markets, starting Nov. 
| 13. 

Another minute spot will fea- 
| ture Wonder Color Rollers, a kit of 
paints and stencils. This will break 
Nov. 13 in approximately 18 mar- 
kets. Both schedules will be run 
in children’s shows. Joseph Reiss 
Associates is the advertising agen- 
cy. 


Niles Names Lange VP 

Fred A. Niles Communications 
Centers, Chicago, has appointed 
Harry Lange, executive producer, 
a vp. 
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NAMIC | 
ALTIMORE 


2,000 industrial plants. 200,000 industrial 
employees. Over a billion dollars a year payroll 
in manufacturing alone. And growing, noticeably, 
by the month. Impressive as this is, industry 
is only one reason that Baltimore is dynamic. 
Within the next year and a half, 312 millionsquare 
feet of retail store space will be added in the 
Baltimore area. BALTIMORE HAS MONEY TO 
SPEND . . . lots of it. Proof: retail sales are 
up a fantastic 63.5% since 1948. In dynamic 
Baltimore, the Sunpapers are the market's 
dominant advertising medium far and away. 
And a few more figures will bear out this point. 
Half the families in the entire state of Maryland 
live within a 15-mile radius from the center 
of downtown Baltimore. In this compact area 
(roughly the ABC City Zone) an estimated 92% 
of all retail sales are made. In this same area, 
the Sunpapers have 80% of their 410,000 
daily circulation (77% of it home delivered), 
and 82% of their 321,000 Sunday circu- 
lation (80% of it home delivered). No two 
ways about it—‘‘in dynamic Baltimore, 
everything revolves around The Sun.’’ 


HE AALTINOR 
SUNPAPERG 


“Everything in Baltimore revolves around The Sun” 


National Representatives: 
Cresmer & Woodward—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


Circulation Figures: ABC Publisher’s Statement 3/31/61 
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‘Post’ Finds 
More Men Share 


in Buy Decisions 
Shopping Center Test 


Finds Centers May Have | 


50% of All Retail by ‘65 


New York, Oct. 24—The Satur- 
day Evening Post has disclosed 
some of the things it found out | 
about shopping centers during its | 
ten-day promotion at Northshore | 
Shopping Center, in Peabody, | 
Mass. 

Around 90% of the customers, | 
said the Post, bought 25% or more | 
of their retail needs at Northshore | 
or other shopping centers. There | 
were 43% who shopped once a} 
week, 31% twice a week and 15% 
three times a week. Fathers and 
mothers shopped both independ- 
ently and together, about 50-50, | 
but they were almost always ac- | 
companied by small children. | 
® Jay Riddle, marketing manager 
of the Post, said, “This points up a 
much greater percentage of male | 
buying decisions than is common 
in downtown and neighborhood 
stores; pending further research, it 
might well lead to recommenda- 
tions for greater advertising and | 
merchandising appeals to the man | 
in the family.” | 

He said store reputation ranked | 
ahead of brand name familiarity as 
a buying influence; these were | 
trailed by prices, convenience, | 
services and credit arrangements. | 
The Post also learned that, as | 
shopping center extras, customers 
prefer a movie theater (29.8%), | 
restaurant and lounge (20.8%),| 
bowling alley (83%) and auto! 
parts and service (7.6%). | 

According to the Post, whose co- 
operative stint with Northshore’s | 
56 stores lured some 500,000 per- | 
sons, here are the most popular 
items purchased at the center: 

Women’s fashions were bought | 
by 79.6% of the customers; men’s 
clothing by 63.3%; food by 61.5%: 
children’s wear by 54.9%: home 
furnishings by 51%; drug and 
beauty items by 40%; furniture by 
265%; hardware and housewares 
by 25.9%; major appliances by 
21.8%; teen fashions by 21%: 
electric housewares by 20.1%. 

The magazine gained its data | 
from 100,000 forms filled out by 
shoppers during the promotion, | 
which was linked to the Post’s new 
format. Total promotion invest- 
ment by the Post, Northshore and 
participating brand name manu- 
facturers was about $100,000. Some 
$3,000 worth of Post-prepared ma- | 
terials went into store decorating, 
and $20,000 in prizes was offered | 
by 37 advertisers, including East- 
man Kodak, Corning Glass Works, 
Fairchild Camera and Carter’s 
Knitwear. 


and | 


8 The Post, also with an eye toward 
the new magazine distribution fa- 
cilities afforded by shopping cen- 
ters, may decide to stage more pro- 
motions at other sites. It said that 
shopping centers now account for 
25% of total U. S. retail sales; that 
1,000 new centers are being built in 
1961; and that by 1965 there will 
be 10,000 shopping centers, ac- 
counting for 50% of retail volume. 


Pillsbury Boosts Edgley 

Pillsbury Co., Minneapolis, has 
appointed William Edgley media 
manager of its grocery products 
division. Mr. Edgley, who formerly 
headed Pillsbury’s central service 
center in Des Plaines, Ill., will 
serve as a liaison between Pills- 
bury marketing groups and their 
agencies with an eye toward inte- 
gration and budget control of me- 
dia purchases. 
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SHOPPING CENTER 
PROMOTION—T his 
is one of the 15 


THIRD PEST 
ANNIVERSARY ane 
CELEBRATION 

at 


full page b&w 
newspaper ads 
run by The Sat- 
urday Evening 
Post and North- 
shore Shopping 
Center, Peabody, os 
Mass., for their 
joint promotion. 
Ads appeared in 
10 Boston-area 
newspapers and 
were backed up 
by 159 radio and 
26 tv spots. An- 
other 60 full 
pages were re- 
tailer-placed. 
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Cut-Rate Offers 
Built Time Inc.'s 
Magazines: Linen 


CuHiIcaco, Oct. 24—James A. Li-! 


nen, president of Time Inc., today 
gave much credit for the growth 
of its magazines to the use of the 
much-discussed “cut-rate” 
ductory subscription offer. 

Speaking at a Life presentation 
here, Mr. Linen recalled: “It was 
back in 1923 that Roy Larsen put to 
practice the idea of a short-term, 


intro- | 


Jordan, Sieber, 
Ellington Affiliate 


(Continued from Page 3) 
William A. Bartel, president; and 
Paul Smith, senior vp and crea- 
tive director. No Ellington people 
|have been named officers of Jor- 
|dan, Sieber. Paul E. Sieber will 
continue as chairman of the board 
with Charles R. Jordan as presi- 
dent. 


introductory offer to subscribers, 


which could be converted at the| 


end of that period to a long-term 
subscription. 

“This has been the basic circu- 
lation pattern of all Time Inc. pub- 
lications ever since,” he said, “a 
pattern that has attracted the 
quality audiences of Time, Life, 
Fortune and Sports Illustrated.” 

As an indication of the effec- 
tiveness of such a practice, Mr. 
Linen noted that “a direct mail 
renewal offer of 25 months for 
$9.95 has had a remarkable suc- 
cess this spring and summer. In 


fact, never in Life’s history have so 


many people put up so many dol- 
lars for so many months of Life.” 


s Henry R. Luce, editor-in-chief of 
Time Inc., taking note of Life’s 
25th anniversary year, said the 
magazine will continue as a pic- 
ture magazine for the next 25 
years, “only better—with greater 
range of sympathy, and deeper 
depth of empathy. 

“Our plot and scheme, our risk 
and hazard,” he said, “is that Life 
shall dedicate itself to being a mag- 
azine of greatness.” + 


s The affiliation provides a pro- 
pitious blend of services, the agen- 
cies believe. For Ellington, it af- 
fords strengthened services in the 
drug and health field, while it 
gives consumer experience to 
Jordan, Sieber which “in the past 
three years has become more and 
more involved in new products 
with direct consumer appeal.” 

The two agencies believe such 
a consumer-pharmaceutical com- 
bination is increasingly necessary 
with today’s developments in new 
products—such as polyunsaturated 
margarines, freeze-dry meat prod- 
ucts and drug discoveries in the 
realm of respiratory infections, 
psychostimulants and geriatric 
products. 


s Among the major accounts at 
Ellington are Celanese Corp. of 
America, Wellington Sears Co., 
Good Housekeeping, and Mary 
Carter Paint Co., plus a number of 
hotels and travel accounts. Major 
accounts at Jordan, Sieber include 


Armour Pharmaceutical Co., Cook- | 


Waite Laboratories, Dorsey Lab- 
oratories and Pitman-Moore Co. + 
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VIP BRIEFING—Marshall Haywood Jr., National Business Publications 
board chairman and president of Haywood Publishing Co., and Rob- 
ert E. Harper, NBP president, were among the 50 association mem- 
bers briefed in Washington last week by Commerce Secretary Lu- 
ther H. Hodges on the Department of Commerce’s recent reorgan- 
ization aimed at broader services to business. Department officials 
last month held a similar session in New York with members of 
Associated Business Publications. 


Advertising Age, October 30, 1961 


10 EXCITING DAYS OF VALUES! Fuw! Paizes! “American Weekly’ Weighs Rates for 


Lopped List; ‘Parade’ Hikes Discounts 


New Lineup Expected to 
Be Released in Week 


New York, Oct. 26—All eyes 
| were on The American Weekly in 
| the Sunday supplement field today. 
|But the weekly turned shy and 
| remained mum after these events: 
|e Two weeks ago (AA, Oct. 15) 
| word leaked out that the embat- 
|tled publication would “eliminate 
|some conflicts” in its distribution 
| roster. Last week it became gen- 
lerally known (AA, Oct. 23) that 
|it planned to lop off 21 of its 30 
;markets after the Dec. 31 issue. 
| That would limit its distribution 
|to Hearst newspapers. 


|e In addition, a report had the 
| weekly angling to stay in Chicago’s 
American (owned by Tribune Pub- 
lishing Co.), thereby raising its 
| newspaper outlets to ten. The sup- 
|plement’s space sales would con- 
tinue to concentrate, as in the 
past, on (1) full run, (2) eastern 
regional, and (3) western regional 
buys, but with a lower number of 
newspapers. 

e It was reported that American 
Weekly brass was meeting to de- 
termine the publication’s future 
status, particularly its ad rates. 
These are expected to be released 
“within a week,” along with an 
over-all statement. 

e The company has contracts with 
all non-Hearst newspapers on its 
list. While these have been “agree- 
able” to the pull-out, the situation 
still poses plenty of red tape for 
the supplement. 


| Rates for Supplement’s 
| 
| 
| 


= One of the big changes that will 
come via American Weekly’s de- 
cision will be the further elimina- 
tion of back-to-back coverage (i.e., 
where two or more supplements 
are inserted in the same newspa- 
per) in many markets. 

In the period ended Dec. 25, 
1960, American Weekly appeared 
in the following newspapers along 
with This Week Magazine: Cin- 
cinnati Enquirer, Cleveland Plain 
Dealer, Detroit News, New Orleans 
Times-Picayune, Philadelphia Bul- 
letin, St. Louis Globe-Democrat 
and Wichita Eagle-Beacon. The 
total average circulation was 
around 3,257,753. By this fall, the 
number had dropped to four: the 
Detroit News, Philadelphia Bulle- 
tin, Portland Oregonian, and St. 
Louis Globe-Democrat, and an 
average circulation of 1,648,322. 

In 1960, American Weekly and 
Parade were both in the Buffalo 
Courier Express, Denver Rocky 
Mountain News, Portland Oregoni- 
|an, Syracuse Herald-American and 
| Washington Post & Times-Herald. 


® Adding up the totals, as of 
|Dec. 25, 1960, American Weekly 
was back-to-back with other sup- 
plements in newspapers whose cir- 
culations totaled about 4,689,524. 

By Sept. 30 of this year, dupli- 
cated circulation between Ameri- 
can Weekly and Parade or This 
Week accounted for about 2,806,405 
copies every Sunday—out of an 8,- 
544,535 circulation. 

Hearst men have been quick to 
| point out that duplication, per se, 
is not necessarily the primary 
/cause of a supplement’s ills be- 
'cause “it takes two to duplicate.” 


Currently, This Week appears | 


in 43 newspapers, Sunday in 28 and 
Parade in 65. Recently, Parade 
announced that, as of January, it 
will add the Dallas Times-Herald, 
El Paso Times, Houston Chronicle, 
and St. Paul Pioneer Press. 

Family Weekly will be distrib- 
uted by the News, Fort Lauderdale, 
Fla., beginning July 7, bringing to- 
tal circulation to 5,419,738 through 
198 newspapers. + 


‘Attitude’ Boosted 
‘Parade’ to 2nd Place, 
Motley Tells Detroiters 


Detroit, Oct. 25—Parade Pub- 
lications made a “180° turn” in its 
pricing policies for 1962, Arthur H. 
(Red) Motley stated today. “And 
if I’m wrong,” he added, “then, on 
the same volume of linage as in 
61, I’m going to lose $500,000.” 

He apparently was referring to 
Parade’s announcement in New 
York this week that a new set of 
discounts will go into effect Jan. 
21. Advertisers which run six pages 
a year will receive a 5% discount 
instead of the current 3%; 13 pages, 
10% instead of 8%; 26 pages, 14% 
instead of 12%; 39 pages, 17% in- 
stead of 15%; 52-page advertisers 
will receive 20% off, versus 18%. 

One-time page rates will go from 
$30,710 to $32,625 for b&w and 
from $39,130 to $41,570 for four- 
color. Parade’s circulation base will 
move from 9,982,283 to 10,604,430, 
the announcement said. 


® Mr. Motley, president of Parade 
Publications and luncheon speaker 
today at the seventh annual 
sales management conference of 
the Sales/Marketing Executives of 
Detroit, said he took a month to 
make up his mind, with much soul- 
searching. 

“And it took a little guts,” he 
admitted. But it is time, he said, 
to “accept the fact that conditions 
change, and we’d better change 
with them.” 

Mr. Motley’s topic was “Atti- 
tude.” It’s attitude, he contended, 
that spells the difference between 
success and failure in business. 

Mr. Motley admitted that Pa- 
rade is now a “good second” in 
the field, but he said he is not 
worrying about being first. “I’m 
worried about how much money 
I can make to put back into prod- 
uct improvement, research, pen- 
sions and other fringe benefits.” 

The Parade leader said that when 
he was asked to be president of 
Crowell-Collier in June, 1945, he 
did something he had not bothered 
to do in 18 years with the com- 
pany. He said he examined the 
organization, and when he saw 
the attitude of the people, he left. 

“All they were interested in was 
dividends,” he stated. “Circulation 
and revenue were at an alltime 
high, but profits were not. I found 
I couldn’t do anything about their 
attitude.” 


s Thomas B. Adams, president of 
Campbell-Ewald, stressed the need 
for flexibility, particularly in mar- 
keting and advertising, to alleviate 
the pain of profit squeeze. 

“To the manufacturer or seller 
of services, marketing is a major 
field, and advertising is just part 
of it,” he said. “To the advertising 
agency, advertising is a major field, 
and marketing is just one part of 
_ 

These two relationships must be 
thoroughly understood if the profit 
squeeze is not to become too pain- 
ful, he explained. “The business 
man must not rely too blindly on 
advertising, but must surround 
it with more intelligent, more sen- 
sitive marketing. 

“The advertising agency, con- 
versely, must not allow its recent 
love affair with marketing to ob- 
scure its primary task, which is 
the creation and placement of per- 
suasive communications.” + 


Ryder Joins ]. M. Mathes 

William Ryder, formerly a vp 
of Grant Advertising, Miami, has 
joined J. M. Mathes Inc. as a vp. 
He will be in charge of the agency’s 
Miami office. 
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LOOK at 
All Three 


There are three major metalworking weeklies to consider for 1962 media 
decisions: lron Age, Steel and Metalworking News. 


You can’t pick between two any more. Make a choice, but look at all three. 


Any publication—especially in metalworking—that racks up a paid cir- 
culation of over 27,000 in its first year deserves your most serious con- 
sideration. 


METALWORKING NEWS—A Fairchild Business Newspaper 


THE BIG DIFFERENCE 1s NEWS © 
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4A‘s Labored, 
Brought Forth 
Mouse: Britt 


Running Agency Means 
Reconciling Creativity, 
Business: Rubel to MAAN 


Cuicaco, Oct. 27—A charge that 
the “thought leaders” survey re- 
leased this month by the American 
Assn. of Advertising Agencies was 
a waste of time and “told us noth- 


ing very new” was made today | 


by Steuart Henderson Britt, pro- 
fessor of marketing at Northwest- 
ern University and editor of the 
Journal of Marketing. 

“The length of gestation, from 
the time of insemination to the 
date of the delivery of the Four A’s 
report (AA, Oct. 16), suggested 
that nothing smaller than a moose 
would be born,” he said. “But 


what a surprise to find that mod-| 
ern midwifery produced only aj} 


mouse—and not a very big mouse} 
at that.” 

Mr. Britt, addressing a meeting} 
of the Mutual Advertising Agency | 
Network, listed four targets for a! 
program to improve advertising: | 
“The advertising industry itself; 
the great middle majority of people | 
who are influenced by advertising; | 
opinion leaders; and government | 
officials. 

“Until the people in all the dif-| 


forces,” he said, “not much will be | 
accomplished with the other three | 
groups. } 


“On the whole,” he added, “ad-| hibition on ABC starting in the! 


vertising men have completely | 
neglected their obligation to form 
some sort of a super holding or-| 
ganization that can truly repre- 
sent them with the masses of peo- 
ple, with opinion leaders, and with 
federal, state and city officials.” 


® The problem of successful man- 


agement in an agency, Ira W. 
Rubel, agency consultant, told 
MAAN, is the successful recon- 


ciliation of two points of view. 
These are: “(1) How to nurture 
and develop the greatest amount 
of creativity, and (2) how to man- 
age the agency like a business.” 

The answer, he said, is “a pro- 
fessional approach to the per- 
formance of personal services.” 

The business man and the crea- 
tive man in the agency, “working 
as a team, can understand the im- 
plications of the agency’s work for 
a client,” Mr. Rubel said, “and 
with such knowledge, they will be 
in a position to control the opera- 
tions costs and agency compensa- 
tion.” = 


Guerrant to Head 
MacFarland., Aveyard 


Cuicaco, Oct. 27—David E. Guer- 
rant, who resigned last week as 
president of John W. Shaw Adver- 
tising (AA, Oct. 23), will join 
MacFarland, 
Aveyard & Co. 
Nov. 6 as presi- 
dent. 

Mr. 
will 
A. E. 


Guerrant 
succeed 
Aveyard, 
who will be- 
come chairman 
of the execu- 
tive committee. 
Hays MacFar- 
land, who will 
continue as 
board chairman, 
also has been chairman of the ex- 
ecutive committee. 

MacFarland, Aveyard is expect- 
ed to announce some other promo- 
tions next week. Mr. Guerrant cur- 
rently is in Europe and will return 
to the U.S. at the end of next week. 


David E. Guerront 


Sunbeam Frypan doubles as Mother Hen 
‘Wee 0st bate eat of sano Gn, 
me we At Oy Oo a Recta Peyme te ake 
i set 

a ee 


mana manentenedl ss 
SUNBEAM PUSH—Sunbeam Corp. will 
launch a “new look” campaign Oct. 
| 30 for its portable appliances with 
| page b&w ads like this one in the 
|Chicago Tribune, Los Angeles 
| Times and New York Times. Two 
| other ads will run in November in 
| the same dailies. Perrin-Paus Co., 
Chicago, is the agency. 


ABC Herds ‘Wagon 
Train’ Away from 


NBC Beginning in ‘62 


New York, Oct. 26—The ag- 


| 


Harwyn Adds Regal | 
Barter Shop in Deal 
With Exquisite Form | 


} 

New York, Oct. 25—Harwyn | 
Publishing Corp., publisher of chil- 
dren’s encyclopedias, has acquired | 
all the assets of Regal Advertising 
Associates, a barter agency holding | 
$2,500,000 in radio and tv time, | 
from Exquisite Form Brassiere. 

In exchange, Harwyn gave Ex- 
quisite Form 110,000 shares of its 
common stock, valued at $1,400,- 
000. Harwyn will use the radio-tv 
time to promote “Art Linkletter’s 
Picture Encyclopedia for Boys & 
Girls” and some other books. Har- 
wyn also plans to acquire other 
companies whose products could 
be advertised on the available time, 
according to Stanley Grayson, exec 
vp and general manager of Regal. 

Regal will operate as a wholly 


also will continue to operate inde- 
pendently as a supplier of radio) 
and tv time to its house accounts. | 
Harvey R. Siegel, president of the 
publishing company, said he plans 
to increase the agency’s staff, but 
no moves have yet been made in 
that direction. 

Mr. Grayson explained that Re- | 


|gal Advertising sells films and| 


other properties to stations for | 
cash. The money is then used by | 


| the agency to buy time on the sta- 


gressive ABC Television network | 


has struck again. 


In this week’s offensive ABC) 
rolled off with one of the Na-! 
tional Broadcasting Co.’s most pop-| 
ferent facets of advertising join| ular shows, “Wagon Train.” This | 


is the second successful raid on 
NBC's corral; the first foray cap- 
tured Ernie Ford for daytime ex- 


fall of 1962. 

Most sources termed the deal 
between ABC and MCA’s Revue, 
producer of the high-flying west- 
ern, a $20,000,000 agreement. The 


| 


| 


| 


network was said to be paying} 
$10,000,000 for two new years of) 
| shows and another $10,000,000 for 


a backlog of 189 films. ABC of- 


ficials said only that the program) p 
was acquired at a “fair, competi-| ine industry: 


” 


tive price.” The switchover date 


} 


tions for Regal clients, with pur-| 
chases being made at the full card | 
rate, he added. 
® Most of Regal’s time has been| 
used in the past to advertise Ex- | 
quisite Form products. Other re- | 
cent clients include Sardeau Corp., 
for its Sardoettes, bath water soft- | 
ener; and Lewis Research Labs, | 
for Stain-Aid and Septi-Kleen, | 
cleaning aids. + 


National, Eastern 
Hassle Over Ads for | 
EAL-American Flight | 


New York, Oct. 26—It was a| 
usy week all around for the air-| 


National Airlines and Eastern | 


Advertising Age, October 30, 1961 


Feemster 


lee 


Robbins O’Mealia 


OAAA CONVENTION—Present at the 63rd convention of the Outdoor 

Advertising Assn. of America in Hollywood-by-the-Sea, Fla., were 

Kent H. Lee, president, Outdoor Advertising Inc.; Robert W. Feem- 

ster, chairman, executive committee, Dow Jones Co.; Burr W. Rob- 

bins, president, General Outdoor Advertising Co.; and Harry O’Meal- 

ia Jr., chairman OAAA, and president, O’Mealia Outdoor Adver- 
tising Co. (Story on Page 1). 


‘U.S. Ought to 


‘owned subsidiary of Harwyn. It} 


Send Magazines 
Abroad: MacNeal 


PITTSBURGH, Oct. 24—The U. S. is 
missing an important propaganda 
bet by failing to make American 
publications available abroad, Rob- 
ert E, MacNeal, Curtis Publishing 
Co. president, told the American 
Photoengravers Assn. at their 65th 
annual convention here yesterday. 

We should concentrate on the 


still undominated peoples, he ad-| 


vised. 

“We sometimes console ourselves 
with the thought that we could 
make friends with the people be- 
hind the Iron Curtain if only we 
could reach them,” he said. “Yet 
there are millions of potential 


friends and allies still outside the) 


Iron Curtain who would far better 

understand our way of life and our 

good intentions toward all, if they 

had access to enough of our print 
edia 


“Operations such as Magazines 
for Friendship deserve the fullest 
support, yet get precious little of it. 
We could lose the good will of these 
millions by default unless we take 
positive action with the means 


for “Wagon Train” is the fall of "62. | Air Lines exchanged words over a| available to us.” 


that it had been given an oppor-)| 


tunity to renew, but that it wanted 
no part of a deal which would re- 


: |new Miami-San Francisco coop-| 
® NBC’s version of the story was! 


erative run by Eastern and Amer-| 
ican Airlines; major carriers began | 


| scrapping some promotional pan-| 


quire re-running 189 films three| 


times each in two years to make it 
pay off. An NBC spokesman said 
NBC did not feel the future of tv 
lies in “glutting” the broadcast 
schedule with “replayed westerns.” 
NBC owns part of the residual 
rights to “Wagon Train” and will 
share in the residuals from their 
replay on ABC. Estimates of NBC’s 
financial equity in the backlog 
runs as high as 25%. 

“Wagon Train,” sponsored by 
Ford, R. J. Reynolds and National 
Biscuit, is NBC’s Wednesday night 
rating bellwether. It probably will 


aceas that were scarcely weeks old;| 
and a boost in air fares appeared | 
to be forthcoming. 

The situation between National) 
and Eastern, longtime rivals, went} 
like this: Eastern and American 
announced on Oct. 3 that they | 
would inaugurate the Miami-San | 
Francisco joint flights Nov. 1. 
These would include an intermedi- 
ate stop at Chicago’s O’Hare Field. 
American’s crew would fly the jet 


| craft on the San Francisco-Chicago 


continue in the current Wednesday | 


time spot—7:30 p.m. 
ABC, according to Thomas W. 
Moore, vp in charge of program- 
ming. 


programmed with other western 
and adventure repeats in the 11:15 
p.m. to 12:15 a.m. (EST) period. 
If this plan goes through—it was 
considered and postponed for the 
"61 season—it will add an hour to 
the Monday-through-Friday pro- 
gram service of ABC. 

ABC’s second major piece of pro- 
gramming news involved “Yours 
for a Song,” a new game show 
with Bert Parks. This will replace 
“Love That Bob” reruns in the 
11:30 am. Monday-through-Fri- 
day -(EST) period as of Dec. 4, 
and as of Jan. 20, it will also be 
seen Saturdays at 7:30 p.m., taking 
over a part of the hour now 
filled by the “Roaring Twenties.” 


(EST )—on | 


leg, and Eastern would pilot the 
Chicago-Miami end. 


s National contended that East-| 
ern’s ads were “unfair and decep-| 
tive” because there was no men- 
tion of the Chicago stop. It told 
the Civil Aeronautics Board that it 
was “difficult to escape the con- 


|clusion that there is some element 
s The re-runs are expected to be 


of intent behind this omission.” 
On the ad side, Eastern asserted 
that its copy was directed to- 
ward the potential San Francisco 
travel market, and that it wanted 
to avoid diverting passengers from 
its other Miami-Chicago jet and 
prop runs. The carrier added that 
it was “not customary practice” 
to list intermediate cities for single 
or multi-stop flights. It recalled 
National’s “own current advertis- 
ing” of that line’s “Miami-Cali- 


fornia service in New York and 
other newspapers.” 
Eastern’s agency is Fletcher 


Richards, Calkins & Holden. Mar- 
schalk & Pratt handles National, 
while Doyle Dane Bernbach has 
American’s business. = 


® Print’s arch rival, television, has 
both hurt and helped print media, 
Mr. MacNeal said. 

“It [tv] has made the public 
aware of places and people and 
processes that have given print 
media tremendously broader scope 
in subject matter and philosophy. 


| Broadcast media are static, in that 


one can be exposed to them with- 
out necessity for mental effort, 
whereas reading is a dynamic me- 
dium because you can get some- 
thing out of it only by giving some- 


| thing of yourself to it. 


“The intellectual curiosity cre- 
ated by television cannot be satis- 
fied by television. Even in ad- 
versity we can find opportunity.” 


|@ Robert E. Borden, recently ap- 


pointed executive director of the 
Print Promotion Council, outlined 
the council’s promotion plans, 
which call for a $1,500,000 budget 
by 1963, its first full year of oper- 
ation. = 


Shell Got Rates, 
Position, Support 


From Dailies: Frey 


New York, Oct. 24—How has 
Shell Oil Co. fared with its 1961 
newspaper campaign? 

Pretty well, according to Samuel 
Frey, vp and media director of 
Shell’s agency, Ogilvy, Benson & 
Mather. Mr. Frey, talking before 
the New York chapter of the 
American Assn. of Newspaper 
Representatives last week, summed 
it up this way: 


About 25% of the newspapers 


/on Shell’s roster had discounts 
| when the company kicked off its 
campaign at the start of the year. 
Now the figure is 71%. 

| “It was not our purpose, how- 
|ever, to interfere with newspapers’ 
| discount structures; we believe the 
discount movement was under way 
and that we spurred it,” said Mr. 
Frey. He urged representatives to 
“continue” the movement, because 
“in days to come the competitive 
advantages of one medium over 
another will be more important.” 


® Shell has received “complete co- 
operation” on _ special positions 
from newspapers. “Of 12,500 in- 
dividual insertions, about 6,875 
were on the back page of a news- 
paper or section—which I think is 
unique,” he said. 

Shell’s requests for merchandis- 
ing elicited “great ingenuity,” Mr. 
Frey said; “almost every newspa- 
per on the list followed through.” = 


Hertz ‘Auto Bank’ 
Plan Bows; Little 
Ad Activity Planned 


New York, Oct. 27—Hertz Corp. 
has announced a plan to buy cars 
from motorists at 15% above the 
market price, reimbursing the sell- 
ers with credit for car rentals from 
| the Hertz fleet. 

The company said little or no ad- 
vertising will be used, because the 
plan is “pinpointed to a very con- 
fined group of people.” Instead, 
Hertz will rely on personal con- 
tacts through salesmen to spread 
word of the “auto bank” plan. Di- 
rect mail may be used, but not on 
any regular basis. Norman, Craig & 
Kummel is the agency. 


® Under the plan, Hertz would 
pay motorists $2,300, for example, 
on a car worth $2,000 on the used 
car market. The purchase price 
would go into a credit account 
established for the seller, good in 
any of the company’s 1,000 U.S. 
and foreign locations. The mo- 
torist also gets a “check book” 
which he can use to authorize car 
rentals against his account for any- 
one with a driver’s license. He re- 
ceives a monthly invoice showing 
credit rentals and credit balance. 

The plan, which has been tested 
in Chicago, is being introduced 
initially here, in Philadelphia and 
Chicago, with Los Angeles, San 
Francisco and Washington to fol- 
low in a few weeks. Other cities 
throughout the U.S. will be added 
to the list in the “near future,” 
the company said. During the Chi- 
cago test of the new service, direct 
mail was sent to upper-middle 
income car owners living in the 
congested central city area. 

“Our studies reveal that because 
of the high fixed costs of operating 
a car in congested urban areas, 
motorists whose car usage aver- 
ages less than 10,000 miles a year 
can effect savings by using a rent- 
ed vehicle when they actually need 
a car,” R. A. Petersen, Rent-A-Car 
general manager, said. = 
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Preprint color 


brings IMPACT to Chrysler power! 


Another advance pioneered by Chrysler Corporation! 
During the week of October 16, millions of new car buyers were 
jolted by this striking newspaper advertisement. ..the car— 
“Chrysler 300”... the color—“festival red”... the agency—Young 
& Rubicam, Inc. ...the medium—newspaper Preprint Color... 
Appearing in 13 major newspapers coast-to-coast, Chrysler 62 
continues the trend/for expanding industry interest in this 
new and dynamic marketing innovation. 


Preprint Corporation was formed to 
provide direction for the development 
and use of newspaper Preprint Color, 
and to provide a service to advertisers 
and agencies for the creation and the 
execution of Preprint campaigns. 

We represent a network of major 
Gravure printing organizations, capable 
of providing the quality and quantity 
required for test runs of several hundred 
thousand up to national schedules of 
30-40 million. With plants located in 
Nashua, N. H.; Saratoga Springs, N. Y.; 
Dayton, Ohio; Cincinnati, Ohio; Battle 
Creek, Michigan; Menasha, Wisc.; 
and Los Angeles, Calif.; this year we 
will participate in industry usage of 
this medium in excess of 300 million 


newspaper impressions. Innovated from 
within the advertising industry... 
Preprint Color has grown from 5% 
million in 1958, 244 million in 1959, 
116 million in 1960, to the estimated 
300 million this year. The prediction 
for 1962 is 600-700 million. 

Preprint Color is produced by gra- 
vure printing on a premium newsprint 
sheet. The Preprinted sheet is rewound 
to the individual specifications of news- 
papers selected by the advertiser. With 
few exceptions, these may be scheduled 
in every newspaper in the country. For 
runs up to 5 million, the lead time is 8 
weeks from submission of artwork. 
Longer periods are required for larger 
runs. The newspapers can overprint 


individual copy tailored to the needs 
of each market... for dealer listings, 
coupons, regional prices or test ideas. 

A function of Preprint Corporation 
is the development of price estimates. 

An important collateral advantage is 
the use of overruns on higher grade 
sheets for advance trade promotion, 
merchandising pieces or point of sale 
material. 

If your imagination is in any way 
stimulated, explore with the Preprint 
Corporation how this new and potent 
marketing instrument may contribute 
to your corporate challenges . . . of new 
product introduction ...and effective 
product movement in an ever-expanding 
and competitive economy. 


Preprint Corporation 


305 East 46th St., New York 17, New York — Plaza 1-2056 
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. Plan for Grading 


, DeWolf, vp of research of G. M. | 


‘Advertising Age, October 30, 1961 


y DeWolf Tells New | 


of Industrial Ads 


New York, Oct. 24—John W. 


Basford Co., proposed last week | 
a system of grading industrial 
ads that would equate advertis- 
ing readership studies. 

Mr. DeWolf made his sugges- 
} tion at the Industrial Advertis- 
. ing Research Institute forum 
here. He said the new system 
came out of a year-and-a-half 
study of the rating problem by 
the IARI ad readership coun- 
cil. 


s The researcher said that ads 
scoring in the top one-sixth, for 
instance, of those checked by 
Starch, AdGage, Readex or 
Shepard, would be given an 
“A,” with a special category of 
“A+” for ads scoring in the top 
5%. As many as three sets of 
grades would be used, showing 
how the ads ranked (1) among 
ads the same size, in the same 
product class and (2) among all 
ads. Ads which didn’t score in 
the top group would be given 
lower grades—down to “E.” 

Mr. DeWolf explained that 
a letter grade of “A” would 
mean that an ad is in the top 
one-sixth “historically—not of 
just that one issue, where its 
position might be influenced by 
an unusual number of very good 
or very poor ads—but with the 
top one-sixth of ads which had 
appeared in that publication in 
the past year.” 


® Publications participating in 
the new system, effective with 
their January, 1962, issues, are 
American Pressman, Architec- 
tural Forum, Business Week, 
Concrete Products, Construction 
Methods, Electrical World, 
Electronic Design, Machine De- 
sign and Media/Scope. Oil & 
Gas Journal has signed up for 
the program, but hasn’t yet set 
a date for its first report. = 


» KMOX-TV, St. Louis, Offers 
TV Reading Service 
’ KMOX-TYV, St. Louis, has be- 
gun a tv reading service de- 
4 signed to stimulate reading by 
students and assist them in se- 
lecting tv programs. The station 
submits lists of selected pro- 
} grams to a committee of librari- 
an and school curriculum con- 
sultants who make up reading 
; lists based on these programs. 
Listed books are classified ac- 
cording to school grade levels 
+ and appropriate viewing time is 
considered in recommending tv 
programs for younger children. 
The committee then submits the 
lists to public, parochial and 
private schools for distribu- 
tion. 


Porter Will Retire Jan. 1 
Robert F. Porter, who founded 


American Enka Names Holmes, 
Kaner Merchandising Directors 
American Enka Corp., New York, 
has reorganized its merchandising 
activities on a regional basis, and 
named S. W. Holmes, formerly di- 


merchandising director. He will re- 


vision. 


| 


rector of merchandising, rayon| Goodrich Names Coale, Lakin 


| 
| 


15 


formerly ad and merchandising | B. F. Goodrich Co., headquartered! has acquired Heckel Publishing 
manager, has been named nylon in New York. He will be in charge Co., Philadelphia, publisher of 


merchandising director. He will re- | of all domestic sales of consumer | Paint Industry and Technical Year- 


port to Claude S. Ramsey Jr., gen- | products except tires and footwear.| book & Materials Manual. Frank 
| eral manager of the nylon division. | J. R. Lakin, formerly sales manager | Borowsky, publisher of Paint In- 
of Packard Electric Co., a General | dustry, will remain on the staff as 


| Motors division, has been named to | consultant and Frank Connelly has 


Edward H. Coale, formerly sales the new title of vp, marketing, been named eastern advertising 


port to Dr. Frits Prakke, vp and| and marketing vp of Seabrook B. F. Goodrich Tire Co., Akron. 
general manager of the rayon di-| Farms, has been named to the new | 
post of general sales manager of Ceramic Acquires Heckel 
At the same time, Jay Kaner, the consumer products division of 


| 


manager, headquartering in Phila- 
delphia. The editorial offices of 
Paint Industry will be moved to 


Ceramic Publications, Cleveland, ' Cleveland. 


™ Robert F. Porter Co., Winston- 
Salem, N. C., in 1946, will re- 
tire from the agency Jan. 1. Mr. 
Porter started his ad career with 
General Outdoor Advertising 
Co.; he worked for GOA for 21 
years before opening his own 
agency. Mr. Porter’s son, Wil- 
liam C., is currently president of 
the agency. 


Melander Opens Own Shop 

Melander & Associates, a new 
advertising and pr agency, has 
established offices at 588 S. San 
Vicente Blvd., Los Angeles. 
Vernon L. Melander, head of 
the agency, formerly was with 
Beatrice Foods as ad manager 
and as creative director of 
several Los Angeles advertis- 
ing agencies for the past five 
years. 


| 
| 


The people’ who buy most 
of what you have to sell 


read THE PLAIN DEALER 


YOUR BEST NEWSPAPER ALL DAY IN CLEVELAND, OHIO 


— 


* Did you know that the Cleveland Market's Retail Sales 


are larger than anyone of 38 Entire States? 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 
Eastern Travel and Resort Representatives: The Corfield Co., 527 Lexington Avenue, New York 17, New York 
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what a fabulous 
plate to 


set before 
the food 


advertiser! 


*Source: Media Records Inc, 1960 
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The Editorial Viewpoint . . . 


Clash in Boston 


Last week at the Boston Conference on Distribution a longtime and 
vocal critic of advertising, Dr. Colston E. Warne, of Amherst and 
Consumers Union, crossed swords with Harry Harding, exec vp of 
Young & Rubicam and former chairman of the Four A’s. We hope you 
read the story, because it is illustrative of the general position taken 
by critics of advertising and some of the difficulties inherent in an- 
swering them. Mr. Harding did very well. 

But Dr. Warne took advertising to task for a variety of “fa’:'ts” 
ranging from promotional allowances to dealers, to irrational appeals, 
to lowered quality control, to mergers. Last spring, in a somewhat 
similar debate at the Washington meeting of the AFA, he was crit- 
ical of advertising on the ground that it spends too little time ex- 
plaining’ what products are about. 

It is difficult to sort out any particular section of Dr. Warne’s re- 
marks for rejoinder, but let’s take one: His notion that advertising 
should be a full disclosure of merits and demerits of a product. 

Dr. Warne is simply missing a point, and not because he doesn’t 
know it. Advertising is never objective, never detached, never im- 
partial. Advertising is a special pleader. It puts forth the best case 
for a product or service it can make. It represents to the advertiser 
much of what is represented by the services of a lawyer in court—the 
opportunity to state the facts in the most advantageous way. 

Suppose Warne’s Law were taken literally. Can you imagine an 
advertisement written for a hotel, for instance, that tells about its 
services, features and prices—and then goes on to say that the rooms 
are small and haven’t been decorated since 1928, that the elevator 
service is uncertain, that the area in which it is located is deteriorat- 
ing, and that the staff is sullen? Who would want to stay there? Who 
would pay for the ad? What innkeeper would confess to these faults 

—in advertising? 

Dr. Warne knows better. Over the years he’s had a good time as a 
persistent critic of advertising and (who knows?) may have per- 
formed a service in the process. He now seems to feel competent 
to take on our whole economic system, and it’s hard to imagine a less 
attractive title to most American ears than a “Consumer’s Manifesto” 
—which has a certain similar ring to a document most Americans, 


including those in the consumer movement, have reason to regard 
with revulsion. 


Department of World Affairs? 


In Chicago last week, at the Audit Bureau of Circulations meeting, 
Charles H. Brower, president of BBDO, proposed the creation of a 
government department to sell and advertise America worldwide. 

From time to time over the years advertising men have lamented 
how poorly sold the U.S. has seemed to be, and wept for the govern- 
ment’s lack of appreciation for their talents for propaganda. 

The general lineup Mr. Brower sketched—sales manager, advertis- 
ing manager, field sales staff—seems sensible enough. But the dif- 
ficulty in getting anything like so simple a setup in the present inter- 
lacing labyrinth of government agencies interested in international 
propaganda is incalculable. Where, for instance, would the State De- 
partment fit? Or USIA? Or CIA? Or the Peace Corps? And can the 
difficulties of getting a copy platform pieced together be imagined? 


Homage to ‘Jake’ Sawyer 


Elsewhere in this issue is an obituary on J. H. Sawyer, of Sawyer- 
Ferguson-Walker, newspaper representative. It is difficult to ap- 
praise the contributions of Jake Sawyer to the newspaper and adver- 
tising business, because in many cases those contributions were not 
easily acceptable in business when Jake was pushing for them. 

What distinguished Jake Sawyer over the years was his ideas. He 
had them; he was engrossed by them; they possessed him. In the 
pursuit of an idea, Jake was willing to trample on a lot of sensitiv- 
ities and protocol if it were necessary to bring that idea to fruition. 

The newspaper food editors conference and the r.o.p. color con- 
ference were largely traceable to Jake and his persistence. He fought 
hard for recognition of color in newspapers. He was the veteran of 
many internecine fights, and they left a residue of resentment which 
at times prevented his being as effective as he might have been. 

On balance, the advertising business is richer for his contributions, 
and his many friends will miss his active and probing mind, his im- 
pressive knowledge, and his tremendous energy. 


Aw, Come On, Howard 


Howard Gossage, the south half of Weiner & Gossage, was telling a 
group out in San Francisco the other night that what advertising 
needs is more information about how to please and entertain its audi- 
ence. Mr. Gossage writes very entertaining copy, and perhaps it is 
natural he might feel this way. But among the evident trends in the 
business is an appalling tendency to substitute entertainment for 


either facts about the product or persuasion to buy it, and we doubt 
that it’s a healthy trend. 


—Bill Arter, Byer & Bowman Advertising Agency, Columbus, O. 


“He claims he’s the power assist on the steering committee.” 


What They're Saying... 


|Surplus Persuasion 

Critics of the advertising indus- 
| try, including some prominent New 
|Frontiersmen, have long been ac- 
/cusing Madison Ave. of persuading 


|us poor consumers to buy things | 
| we allegedly don’t need. Like tail- | 


| finned automobiles, for instance. 

| You might suppose that the de- 
|cline and fall of the tailfin pretty 
well established the sovereignty of 
| the consumer’s fancy, yet the no- 
| tion persists that advertising men 
practice black magic on the buy- 
|ing public. 

| But consumer spending is now 
‘lagging, at least in Washington’s 
view; hence, selling has suddenly 
risen in official esteem. Just the 
|other day, Under Secretary of 
|Commerce Edward Gudeman told 
an assembly of admen that they 
should develop and market “prod- 
ucts that will fill the consumer’s 
unsuspected needs.” Indeed, “the 
men and women who know how to 


stimulate demand” owe it to the| 


country to do so. 

| Well, it’s all very interesting. 
First we consumers are unpatriotic 
|if we “squander” our money; now 


we’re unpatriotic unless we let 
ourselves be sold on spending more 
money on more things. Perhaps 
one of our unsuspected needs is a 
| little less persuasion from on high. 


—Editorial in the Wall Street Journal, 
Oct. 20 


| 
‘Holiday’ Slays a Monster 
| We should do everything we can 
| to keep alive in our children the 
|joy that comes from poring over 
the printed page, alone, in a world 
lof wonder and promise. 
| And if we are tempted to imag- 
ine that literature’s job can be done 
by the flickering images, on a tele- 
| vision screen, of cynical, overpaid, 
| incompetent actors pretending to 
| be beaten over the head or kicked 
in the stomach or harmlessly shot 
through the heart by blubbering 
morons in the name of excitement 
and to the glory of the sales chart, 
then we should think again—im- 
mediately, and truthfully. Heaven 
knows, we are grown up. There is 
still time for our children to have 
something to respect us for. 

—From “A Word with Our Readers,” 


from the editors of Holiday, Novem- 
ber, 1961. 
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Rough Proofs 


“Dentists battle over toothpaste 
ad policies,” the headline says. 

In spite of the fact that all the 
dentifrice ads say, “See your den- 
tist twice a year.” 


“Funny stuff still popular among 
users of radio,” reports the world’s 
greatest advertising journal. 

A better description might be, 
“Stuff intended to be funny.” 


“30,000 top retailers in the ap- 
pliance-radio-tv-housewares field 
spill more coffee on EM Week 
than on any other business publi- 
cation,” the ad says. 

Another hazard of the Monday 
morning coffee break. 


W. B. Murphy, president of 
Campbell Soup, says advertising 
expenditures and sales were both 
at record highs during the past fis- 
cal year. 

There must be a connection. 


“The excitement in photography” 
is the theme of an exciting promo- 
tion ad by J. Walter Thompson, 
which just might have drawn its 
inspiration from the leading pho- 
tography advertiser. 


“Who buys the bacon in Hous- 
ton?” asks the Post, and an even 
more important question might be, 
“Who brings home the bacon?” 


Abbott Laboratories Internation- 
al, which mails postcards from 
abroad to doctors all over the 
world, may have the ideal job for 
a multilingual production manager. 


St. Paul Insurance is now using 
the first advertising addressed to 
the public in its 108-year history. 

It always takes a little while to 
make up your mind on an impor- 
tant matter. 


Charlie Brower suggests a new 
Department of World Affairs to 
sell and advertise America to oth- 
er countries. 

This is such a simple and uncom- 
plicated idea it can’t possibly ap- 
peal to our statesmen in Washing- 
ton. 


An advertising agency uses a 
blind classified ad to announce, 
“We want new advertising ac- 
counts.” 

So do a lot of other people. 


Earl Kintner, who almost made 
| the FTC under his chairmanship 
|popular with business men, has 
| been disavowed by his successor. 
| Oh, well, it was nice while it 
| lasted. 


The Old Professor says he is 
convinced that writers and speak- 
ers, including those in the adver- 
tising business, should be persuad- 
ed not to use these verbs inter- 
changeably. 


Copy Cus. 
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75 PERCENT 
OF DELAWARE VALLEY’S 


LUMBER AND BUILDING SUPPLY 
SALES ARE MADE 


IN THE SUBURBS 


The Philadelphia Mnguirer delivers your advertising to 27% more 
suburban men readers than does any other Philadelphia newspaper. 


Sources: Soles Management Survey of Buying Power; Continuing Study of Adult Newspaper Readership by Sindlinger & Company, Inc. based on over 70,000 interviews, 1957-60. (Summary of 1960 study available on request.) 
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At newsstands in 


the major airports of 
the U.S., TIME outsells 
every other magazine. 
When busy people 
choose ...when 
business people choose 
...they choose TIME. 
Important advertising 
belongs in TIME... 
America’s Most 
Important Magazine. 


TIME 
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Readers Grade South Bend Tribune ‘A - Plus. 


. . . 95% believe “The Tribune is doing a good job.” 90% | 
have complete confidence in Tribune advertising. In these | 
and in all other categories The South Bend Tribune scored 
very high in a recent reader attitude survey done by In- 
land Research Committee*. Questions used were prepared 
by two Stanford University professors, who spent nearly 
10 years developing and testing them. See complete re- | 
sults of survey in 1961 Market Data Book. 


*Interviews conducted by National 
Certified Interviews, Inc. 


— 
Tabulation by Michigan State : ai, & he i 


Soulh Bend 


University’s Communications 
Research Center 
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SALES DYNAMITE on a silver platter! 


That’s what you get when you buy Tampa T’n T! The Tampa Tribune and Tampa Times 
combination gives you merchandisable* coverage in 18 Key Cities on West Coast and Central 
Florida. No other one newspaper buy does. No need to buy “one-city” coverage, when one buy 
gets you 18 cities, including 100% coverage of Tampa, Brooksville, Dade City, Lake Wales, 
Sebring, Wauchula and Winter Haven; 98% of Plant City; 91% of Avon Park; 80% of Bartow; 79% 
of Arcadia; 56% of Lakeland; 49% of Bradenton; 40% of Clearwater; 38% of Okeechobee; 37% of 
Ocala; 29% of Sarasota; 20% of Gainesville. 

And Tampa TnT gives you 42% average daily household coverage in our total 25-county 
home delivery area! 

Want more facts? Write us or see your ‘nearest Sawyer-Ferguson-Walker man. The T’nT 
market is the A SCHEDULE market in West Coast and Central Florida. 


*20% — 100% average daily household coverage. Households, 1960 U.S. Census: Circulation, ABC — 3/31/61. 


x Za i 
“iw “hae 


ari bune 
"72 “ene 
“—a"7 


roe Tampa 


SUNDAY \ 


Represented Nationally by Sawyer-Ferguson-Walker Company 


Advertising Age, October 30, 1961 


FINNISH VISITOR—Thomas B. Haire, 
| president of Haire Publishing Co., 
chats in his New York office with 
Dr. Heikki Nuutinen (right), Hel- 
sinki, editor of Kauppias (Retail- 
ing Trade Journal), on a U. S. 

tour with Finnish retailers. 


Know Your Market. 
Baxter Urges Radio 
Station Operators 


TuscaLoosa, ALA., Oct. 24—Lion- 
el F. Baxter, vp in charge of radio 
of Storer Broadcasting Co., out- 
lined here his philosophy for a 
successful radio station operation. 

“It matters little whether the 
format is music and news, top 40, 
beautiful music or all talk, it must 
be a responsible approach and one 
determined by management, not 
talent,” Mr. Baxter said in a 
speech before the fall meeting of 
the Alabama Broadcasters Assn. 
He advised broadcasters to deter- 
mine what their communities 
need, as well as want, and then to 
program accordingly. 

The Storer executive said that 
format changes made for the com- 
pany’s stations are based not on 
hunches or whims but on continu- 
ous depth studies of the market, 
the people and the existing com- 
petition. 

“Changes should be made while 
a station is successful, not as a 
desperation measure after a prop- 
erty falls off the page in the rat- 
ing book,” he advised. 


e “Friends are wonderful things 
to have,” Mr. Baxter said, “but 
don’t booby-trap your thinking by 
relying on their tastes alone. Get 
out into your market, talk to all 
kinds and manner of people, know 
your ethnic makeup, educational 
levels, age groups, religious affili- 
ations, and the myriad other fac- 
tors that go into your ultimate de- 
termination. The more you know 
about the people you serve, the less 
luck will play a part in putting 
your station on top of the town. 

“It’s your license and your re- 
sponsibility, and you'll sleep bet- 
ter at night if you make your own 
decisions, your own mistakes and, 
most probably, your own success,” 
he said. + 


Just 2 Minutes 
North of Miami Beach 
In beautiful, Fashionable Bal Harbour 
A Truly Distinguished 
Oceanfront Resort Hote/ 


Our Color brochure and rates are yours for the asking. 
| LARRY CLIFF - MANAGER 
10175 COLLING AVE.,GAL. HARBOUR, FLA. 
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The Chicago Tribune reaches 


ladle Of he leaders you want 


Some of the 6,892,000 people in Metropolitan Chicago now buy your HOUSEHOLD COVERAGE OF BOOK BUYERS 
particular product. There are many more who can and will. 

Your marketing problem boils down to reaching more of the right kind 
of people. It’s a problem easily solved, since most of them read the 
Tribune. 

Take books, for example. 72% of all book buyers in Chicago and 
suburbs read the Sunday Tribune; 54% read the Daily Tribune. 


2nd 
Sunday 
adds 13% 


SUNDAY TRIBUNE—7 


2nd Daily 
adds 22% 


Now perhaps you sell baby food, boats or beauty aids instead of books. 
i i i he kind who buy— 
It makes little difference. No matter what kind of buyers you seek, the poe pepe pus tamer wr ng 
Tribune reaches more of them than any other Chicago newspaper. who they are, what they buy and how to sell 
’ . . ° ‘ them more. Call a Tribune representative 
Isn’t this the audience you should be reaching regularly in the key for the full story. 
Chicago market? 


More Readers...More Buyers... More Results 
THE CHICAGO TRIBUNE 
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WHY CRYSTAL GAZE ? 


? 
Proce 


Some people look into crystals to tell the future, but 
one man looked into a crystal and built the future. His 
contribution: the use of crystals in radio. 

Today the further use of crystals is revolutionising cons 
cepts in radio, hi-fi, and television, and the electric 
Circuits being used in airplanes, computers, missiles. The 
Scientists who study them are called solid-state physi- 
cists, and they include hundreds of members of the 
Institute of Radio Engineers, working in many lands, 
pooling their skill and knowledge for the betterment 
of man. 

IRE is proud to honor two Japanese scientists for their 
Outstanding contributions. To Leo Esaki, consultant at 
IBM Research Lab., Poughkeepsie, goes the 1961 
Morris N. Liebmann Award for important contributions 


Advertising Age, October 30, 1961 


to the theory and technology of solid state devices; to 
Eiichi Goto, of Tokyo University, the Browder J. 
Thompson Award for a brilliant technical paper on 
“The Parametron, a Digital Corrouting Element." 

The researches and findings of scientists like Mr. Esaki 
and Mr. Goto are published each month in Proceedings 
of the IRE, so that they become a part of our national 
pool of knowledge. Every electronics firm that adver- 
tises in Proceedings becomes a partner in this great 
enterprise. 


edings of the IRE 


Adv. Dept., 72 West 45th Street, New York 36.. MUrray Hill 2-6606 
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ROCK ISLAND 
~ MOLINE - E. MOLINE 
= ILLINOIS 
~ DAVENPORT 


IOWA 


a. 


270,058 (1960 U.S. Census) people make 
the rich Quad-Cities the 3rd largest metro- 


politan area in this 2-state marketing 
ze region. The job: Convert census figures 
me. into sales dollars. Best way to do it: 

‘ida sai Use the impact and penetrating coverage 
of Quad-City home-town newspapers. 
Your sales story will reach exactly 100% 
of households in the metropolitan area. 


ap MILLION 


THE COMPLETE COVERAGE MEDIUM OF THE MARKET 


QUAD-CITY NEWSPAPERS 


DAVENPORT EVENING TIMES 
DAVENPORT MORNING DEMOCRAT 
Represented by JANN & KELLEY, INC. 


ROCK ISLAND ARGUS 
MOLINE DISPATCH 
Represented by ALLEN-KLAPP CO. 


Getting Personal 


After writing millions of words for the clients of McConnell, East- 
man & Co., Toronto, Marie Martin, assistant creative director, has 
written 80,000 words for herself, and titled them “Samoan Inter- 
lude.” The book, to be published in mid-November, is based on the 
two years that the author and her physician husband lived in Pago 
Pago... 

Dr. Frank Stanton, CBS president, is the recipient of the cultural 
leadership award of the Sterling Silversmiths Guild of America. The 
annual award honors “consistent and dedicated leadership in sup- 
port of the creative arts in the U.S.”... 
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-HOW IT IS IN BEIRUT—Ed Linder, Benton & Bowles copywriter, and 


his wife, Actress Gladys Austen, catch the acts at a easino in Beirut 
on their Middle East business-plus-pleasure trip. 


Eric C. Lambart, account exec with NBC-TV Network Sales, Chi- 
cago, recently was awarded two stars and a commission as rear ad- 
miral in the U.S. Naval Reserve... 


Making plans for a December wedding are Janet Deithelm and 
William Peck, son of Robert Peck, account exec with Armstrong Ad- 
vertising Agency, Chicago. The bride-to-be is doing graduate work 
at Columbia and the groom-to-be is a candidate for his doctorate at 
,c 

Married: Paul Marden, in The New Yorker’s ad department, and 
Barbara Spink, daughter of Shepard Spink, former ad director of 
Life and American Airlines ... Lynne Hohmann and Warren Heeg 
Jr. of Ted Bates & Co. . . Dita Leithold and Richard Ives of Kastor, 
Hilton, Chesley, Clifford & Atherton . . . Patricia Lee Donovan and 
Leon A. McNamara Jr. of Young & Rubicam ... Betty Jane Slater 
and Richard Shambroom, merchandising manager of Redbook ... 
Leonide Campbell and George Prince Jr. of Aitkin-Kynett Co., 
Philadelphia .. . 


Engaged: Sarah Hubbell and Richard Flynn, an account exec of 
Hearst Advertising Service .. . Patricia Ann Crews of WCBS-TV 
and Otis Hutchins of McCann-Marschalk .. . Mrs. Elsa Hassan of 
Diener & Dorskind and Jon S. Millenson of Lloyd H. Hall Co., New 
York marketing research company .. . 


pes ee 
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ARTIST OF THE MONTH—Bill Reimers, senior art buyer of Young & 

Rubicam, poses with his water color which is on display this month 

in the offices of the Sun, Pelham, N.Y. He is the 17th artist of the 
month to be so honored by the newspaper. 


It’s a trip to Rio for two for K. E. Steele of General Mills, Atlanta, 
the winner of Family Circle’s movie-review contest based on its film 
“For Homemakers Only.” And it’s a night out for two for the five 
runners-up: Clifford K. Badger of JWT, San Francisco; Jack K. 
Carver of Lennen & Newell, New York; William J.:Kane of N. W. 
Ayer & Son, Philadelphia; Bud Tregellas of T & M Brokerage Co., 
Atlanta; and Richard W. Wilkinson of Y&R, Chicago . 

Dick Roney, publisher of Conover-Mast Purchasing Directory, 
New York, tied for fourth in the “men’s pairs” at the recent Mis- 
souri state bridge tournament, and placed fifth in the “mixed pairs.” 

New Additions: It was a boy, William Albert, for Laurel and Car- 
roll Sugar on Friday, Oct. 13, of all days. Carroll, who’s an account 
exec at Batten, Barton, Durstine & Osborn, Los Angeles, reports 
that William, his second son, weighed in at 7 lIbs., 2 oz. 
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We've learned a lot lately about people who read the Geographic— 
thanks to the most comprehensive study ever made of this unusual 
audience. These facts show that what’s average for the Geographic 
household is decidedly above-average for U.S. families as a whole: 


Education —in over 70% 
of Geographic families at 
least one member 
attended college (and, in 
1/4 of them, went on to 
postgraduate work). 


Stocks or bonds are 
owned by 3/4ths of all 
Geographic families (and 
3 in 10 purchased securi- 
ties in the past year). 


Family size averages 3.4 
persons (divided equally 
between male and female). 


Occupations — nearly 
2/3rds of Geographic 
family heads are in busi- 
ness (and almost 1 in3 
is Classifiable as a top 
executive). 


Life insurance is carried 
by at least one member 
of more than 9 in 10 
households; average 
combined value of policies 
is about $31,750. 


Income averages $12,108 
annually (with over 1 in 5 
earning $15,000-upwards). 


Automobiles are owned by 
95 out of every 100 
Geographic families, and 
44% of these have two 
or more Cars. 


TIONAL GEOGRAPHIC 


i Washi 6, D. C. 
Home ownership — over aenington 


9 in 10 Geographic 
families who live ina 
house (90% do) also own 
it, with average market 
value exceeding $23,000. 


. now reaching more than 2,700,000 high-income families 
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‘New Plant Planning’ 
Will Begin in February 


New Plant Planning, published 
by Brantwood Publications, 11605 


LETTERS with that FOLKSY Touch 


Homey, human, down-to-earth letters 
talk the readers’ language, and SELL! 


One series 31 years old. Write for circular, 


Advertising Age, October 30, 1961 


W. Bluemound Rd., Milwaukee, | advertising manager, succeeds Ed- | 
will begin with the February issue.|ward H. Burgeson, who has re- | 
| 
| 


The bi-monthly controlled publi- signed to resume work as an ad- 
|cation will have an initial circula- | vertising consultant. 

tion of 10,000. R. W. Morey Co., 

|Box 933, Elm Grove, Wis., is na- Two Name Dudgeon, Taylor 


Information for Advertisers 


| tional sales representative. Two new accounts have been : 
pr added by Dudgeon, Taylor &| The 1962 “Fairchild’s Directory | of women’s wear and also contains 
| Lupton Named Ad Head Bruske, Detroit. They are F. S. of Women’s Wear Retailers,” con- 63,000 individual personnel names, 


James H. Lupton has been ap-|Ford Jr., naval architect in Grosse | taining a listing of 21,000 individ-| ranging from top executives to 
pointed ad director of Valley Times | Pointe, expected to bill up to $15,- ual stores located throughout the| buyers of various lines. Priced at 


9”? | . : 
a bi BE Bott g | Today, North Hollywood. Mr. Lup- 000; and Anchor Reinforced Plas- US., will be launched Jan. 15, 1962. | $60 per copy, a $10 discount will be 
Lee P. Bott, Jr., 64 E. Jackson, Chicago | ton, who has been with the daily tics, Hazel Park, Mich. Neither had |The new annual directory will granted on orders received prior to 


\for the past 12 years as classified |a previous agency. | cover stores selling every category | Jan. 1. Additional information may 


CONSTRUCTION EQUIPMENT 
GEIS EM ALL! 


\ 


Counries | . y| / f 
Bp SA, ssa 


“<> 


We're proud we reach more contractor firms than any other monthly in our 
field. But only one-half of construction equipment sales comes from contrac- 
tors — and only CONSTRUCTION EQUIPMENT reaches ALL the categories of 
people who buy the other half. See above. 


And you get circulation quality in quantity with CONSTRUCTION EQUIPMENT 
— the men who are known to make the big buying decisions. Local equipment 
dealers hand-pick them, and actually pay for their subscriptions. You bowl 
all strikes when you advertise in CONSTRUCTION EQUIPMENT! 


Construction Equipment 


MAGAZINE 
A CONOVER-MAST PUBLICATION * 205 EAST 42nd STREET, NEW YORK 17 


be obtained from Fairchild Publi- 
cations, 7 E. 12th St., New York 3. 


e Easter Hill Methodist Church, 
Richmond, Cal., is conducting a 
sociological survey, ‘Richmond 
Negro Market Survey,” among 
Richmond’s Negro population, 
according to “Confidential Report 
on the Negro Market,” published 
monthly by D. Parke Gibson/Pub- 
lic Relations, New York, and John 
E. Wilks & Associates, San Fran- 
cisco. A section of the survey deal- 
ing with radio research, “A 
Summary Report on Radio Listen- 
ing Aspects of a Social Information 
Survey of Adult Members of 768 
Negro Families in the City of Rich- 
mond, Cal.,” is available from 
Walter Conway, Station Manager, 
KDIA, 327-22nd St., Oakland 12. 


e A 302-page “Marine Products 
Marketing Guide,’ covering 50 
states and the District of Columbia, 
has been published by Marine 
Products, Chilton Co., 56th & 
Chestnut, Philadelphia 39. 


e Good Housekeeping, 57th St. at 
Eighth Ave., New York 19, has 
published a supplement to its 
“Consumer Panel Report on Floor- 
ing & Floor Coverings for 1961,” 
which includes special tabulations 
in the area of resilient and soft 
floor coverings. + 


Council Cites TV Ads 

The National Safety Council, 
Chicago, has taken note of tv com- 
mercials for Parliament cigarets, 
illustrating a couple fastening their 
seat belts before driving away, 
with “that extra margin” theme. 
The council estimates 5,000 lives a 
year would be saved if every mo- 
torist wore a seat belt. The com- 
mercial, which features the “extra 
margin” of Parliament’s recessed 
filter, is being used on “Perry Ma- 
son” and “Douglas Edwards & the 
News,” (CBS), plus spots. Benton 
& Bowles, New York, is agency for 
the Philip Morris Inc. brand. 


United Boosts Winter Air Travel 
United Air Lines, Chicago, will 
begin its Somewhere Winter Is Fun 
promotion Nov. 5. Color pages will 
run in Holiday, Newsweek, The 
New Yorker, Sports Illustrated, 
Suburbia Today, Sunset Magazine, 
Time, Town & Country and U. S. 
News & World Report. About 200 
newspapers in 125 cities also will 
be used, along with radio and tv 
ads on United’s regular broadcast 
schedule. Inserts will be run in six 
trade publications, and newspaper 
ad mats will be distributed to 3,764 
travel agents. N. W. Ayer & Son, 
Philadelphia, is the agency. 


Lindsley Joins American Bakers 

Van S. Lindsley, formerly as- 
sistant advertising manager of 
| Quality Bakers of America Coop- 
erative, has joined the 43-state 
American Bakers Cooperative, 
Teaneck, N. J., in the new post of 
director of advertising in its re- 
cently enlarged advertising divi- 
sion. 


Peter Paul Tests New Bar 
Peter Paul Inc. has introduced 
Chiffon, a new 10¢ candy bar pack- 
aged in a Glassine wrapper, and is 
| test marketing the product on the 
eastern seaboard. The company is 
promoting Chiffon with tv spots. 
Dancer-Fitzgerald-Sample, New 
York, is Peter Paul’s agency. 
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Sure you are! SUCCESSFUL FARMING subscribers read general 
alre ad magazines and newspapers, own television and radio sets. But 
Vv reaching isn’t selling! Mere circulation is no substitute for influence. 
The medium has much to do with the effectiveness of your advertising. 
General media afford information and entertainment. But 
SUCCESSFUL FARMING means business—farm business. 
Téac al Every issue has news of new discoveries, methods, 
machinery—case histories and actual instances of 
planting, fertilizer application, pest controls, livestock, automatic 
feeding, materials handling, marketing methods and futures—that 
your save work, increase yields and income. SF has been helping farm 
families make more money, live better for 
fifty-eight years—has earned a respect and 


response unmatched by any other medium. 
General media are edited for urban 


AO | eC | families, SF for farm families, whose needs 
e are quite different. SF recipes have larger 


portions, for larger families, engaged in 


outdoor work. SF housewives cook three 
meals a day, entertain more at home, wash 
every day, plan their buying in advance; 
need different kitchen layouts and facilities, 


and every labor saving device they can find. 


They are more interested in their husbands’ 
businesses—in the midst of which they 
live. And SF articles are clipped, filed, 
consulted again and again. 


SF subscribers number only 1,300,000 
-—but their estimated average farm cash 
has been 70°, above the national farm 
average for more than a decade! 

If your advertising is not as resultful as 
it should be, try SuccessruL Farminc. Any 
SF office can give you the details. 


SuccessFuL FarMinc ... Des Moines, Chicago, New 
York, Atlanta, Boston, Cleveland, Detroit, Los Angeles, 
Minneapolis, Philadelphia, St. Louis, San Francisco. 
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1] k | At Ladies’ Home Journal there’s a fresh skein of edit 
\ \ C 6 Ni e ingly crisp and clear whether the topic be knitting (ag 


binds. This is the fresh excitement that’s helping the Journal run away from the field on the ne 


youngest, biggest familied, spending audience of the major women’s magazines. Shouldn’t you t 


Photograph from the bright November Ladies’ Home Journal - “Easy to make... easy to sell” 
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al excitement. Beauty that’s hearten- 


bre), kneading, or knotting the tie that 
stands; that continues to attract the 


spinning your yarn in the Journal? 
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MOST EFFECTIVE 

MOST ECONOMICAL 
communication with BUYERS 
in the public school market 


MORE SELLERS to the public school market want THE NATION’S 


SCHOOLS because THE NATION’s SCHOOLS is wanted by more 
BUYERS. 


THE NATION’S SCHOOLS provides 77.2% coverage of the 
public school target market in terms of known key buying factors 
—through compact, fully paid circulation, delivered at an eco- 
nomical page rate by a magazine that renders full editorial 
service based on intensive, continuous study of readers’ needs. 


MoRE CHIEF ADMINISTRATIVE Officers in public school districts 
pay for subscriptions to THE NATION’s SCHOOLS than even ask for 


any other comparable magazine, paid or free. Wanted by MORE 
BUYERS! 


THE NATION’S SCHOOLS has, for nineteen consecutive years, 
carried more pages of advertising than any comparable magazine. 
In 1960 its margin over the second magazine was the largest in 
history. During the first nine months of 1961, THE NATION’s 
SCHOOLS carried 46% of all space placed in the four magazines 
of school administration—59% more than the second magazine! 


Wanted by MORE SELLERS! 
Here’s the 1961 record through September: 
THE NATION’S SCHOOLS. ..............00. 1045 pages 
SHEE TEMRRIIIIOME 6... ccceccccccccscccceces 657 pages 
EE a NT OT 409 pages 
American School Board Journal ................ 151 pages 


Ask your NATION’S SCHOOLS representative to show you 
the new Study of Buying Influences, or write the publisher. 


fF. W. DODGE 
CORPORATION 
A prec ue Hill 
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Adclub Book Tells 


Vital Statistics of 
Cleveland Ad World 


CLEVELAND, Oct. 24—Advertis- 
ing ranks fifth on this city’s in- 
dustrial scoreboard, accounting for 
$360,000,000 spent here this year 
on advertising services and media 
and for graphic arts materials. 

Billings by 150 Cleveland agen- 
cies, employing 1,500 persons, are 
estimated at $75,000,000 a year. 
An estimated $5,500,000 is spent 
annually through Cleveland agen- 
cies on export advertising. 


= These are some of the spot- 
lighted statistics in the Cleveland 
Advertising Club’s “Torchlight 
Roster & Buyers Guide” for 1961- 
’62, which is now being distrib- 
uted. 

A fact sheet in the spiral-bound 
book also notes that: 
e Cleveland manufacturers are 
spending $20,000,000 this year on 
magazine space. 
e The city’s 1,300 graphic arts 
companies employ 25,000; its 400 
printing houses employ 4,000. 

e A total of 75 direct-mail houses 
and 71 advertising specialty com- 
|panies are located here. 
e The Adclub, with 1,100 mem- 
| bers, is the second largest in the 
| world, standing next to the New 
| York club. The Cleveland organ- 
|ization—it will mark its 60th an- 
niversary Nov. 28—enrolls a cross- 
section of the city’s business and 
professional personnel: 28% of the 
members represent the manufac- 
turing field; 17%, media; 17%, 
| agencies; 20%, craftsmen and sup- 
|pliers, and 17%, general services. 

Fred E. Mead, of Republic Steel 
Corp., was general chairman of this 
year’s “Roster & Buyers Guide.” + 


Prior Joins Fedderson 

Peck Prior, former supervisor 
of film programs for Campbell- 
Ewald Co., has been appointed vp 
and general manager of Don Fed- 
derson Commercial Productions, a 
new Hollywood company special- 
izing in the creation and produc- 
tion of commercial and industrial 


films. President of the organization 
is Jack W. Minor, who remains a| 
vp of the parent company, Don' 
Fedderson Productions. Headquar- | 
ters of the new company are in| 
Desilu Gower Studios. 


Advertising Age, October 30, 1961 


Dulany Foods Uses Radio 
for Shopper Contest 

Dulany Foods, Fruitland, Md., is 
running a special consumer contest 
promoted primarily through spot 
radio in 30 major markets. A satu- 
ration schedule of prime time 10- 
and 60-second spots are being run 
on 40 stations in an eight-week 
campaign which will run through 
November. 

Commercials alert listeners to 
the fact that the “Dulany mystery 
shopper” is in their area. The mys- 
tery shopper phones contestants at 
random, asking them a simple 
question; answers are on the Du- 
lany packages of frozen and canned 
foods. Winners and their families 
are awarded with all the free gro- 
ceries each can carry in a shopping 
bag from their nearest Dulany re- 
tail store. The contest is backed 
with heavy direct mail and point- 
of-sale merchandising. Smith/ 
Greenland Co. is the agency. 


Allstate Enters Regional TV 

Allstate Insurance Cos. has en- 
tered regional tv for the first time, 
with sponsorship of the new “Bob 
Newhart Show” on NBC-TV. All- 
state bought the show in 13 West 
Coast markets as sole sponsor for 
three of every four weeks. An 
earlier sale of the network show’s 
coverage everywhere in the U.S. 
except the West Coast made the 
unusual purchase arrangement 
possible. Leo Burnett Co., Chicago, 
is the agency. 


Unistrut Plans Campaign 

Unistrut Products Co., Chicago, 
is promoting its Ultra-Clean Room 
division with a 10” ad in the Wall 
Street Journal, plus pages in trade 
publications. Direct mail, collateral 
material, bulletins and ad mats 
for distributors round out the pro- 
gram, promoting its facilities for 
constructing dust-free rooms for 
industries involved in space and 
missile development. Roche, Rick- 
ard & Cleary is the agency. 


Borg Names Marsteller 

Borg equipment division of Am- 
phenol-Borg Electronics Corp., 
Broadview, I1l., has appointed Mar- 
steller, Rickard, Gebhardt & Reed, 
Chicago, as its agency, effective 
Jan. 1. Marsteller currently serves 
five other Amphenol-Borg divi- 
sions. E. R. Hollingsworth & As- 
sociates, Rockford, has handled 
Borg equipment since 1947. 


ACB will spot your 
name or brand even when 


it is a “mention” 


buried in ee 


ws 


ACB ‘Brand Mentions’ Service 


Do ‘retail store’ advertisers 
have occasion to mention 
your name in their advertis- 
ing—that you should know 


about? For example... your 
slogan or brand, as: “‘pow- 
ered by ‘GE’ motors’’.. .“‘as 


advertised in ‘Life’ Maga- 


zine’... ‘“‘piano by ‘Stein- 
way’... etc.?” 

ACB will locate any such 
“mentions” as they appear 
in any daily or Sunday news- 
paper and send tearsheets of 
each— or give you detailed 
Reports as a regular service. 


We read every daily newspaper advertisement 


rom ADVERTISING 


NEW YORK, 353 Park Avenue South + 
MEMPHIS, Tenn. - COLUMBUS, 


CHECKING BUREAU, inc. 


CHICAGO, 18 South Michigan Avenue 
Ohio + SAN FRANCISCO, 51 First Street 


Send today for descriptive material and free catalog. 


ca a ce ee ee Cae By a remem. Sg SM cee SR ot ee eee A MRRP fs) oh Bc Cen eeene ale  o eie e , |  O 2 p IRR RRR  Sel et ae ee Bias 
+5. See pe Sy SESE 3 Bou. ae ae 5 SS oe sd ee Rae ap as ae gee foo halcrey uneeraeeie ys oh pts She uri a Wage dees lean a ie oo ee ee i ex na Tg il 
[a a «SM oh ss Se Be csp tege ee RAS paced jus Ages WS pe i ee ea gi pe ny oo a er Aa ee 2 5 SRE, a Bae 
aan, © ii ee eter rs Sea EF he Sa oe yi tae, hee Per igY WetTtie % .. becat aera dam Wag Mant ca Shi si toe a ee Ol ge fics ates ee Deine) fy Pee) oa , 
oe > ee 2 RnR CONE ee RRR. r,. ie che — eps ie on ae A Et ay Shy oa Lin RRO Se Remi ty, tate pe (ee io : 185, 5 nec ad ies A ae eA Se ae ee 
lye ey a Bite Dp egg Bee a oe ie ero re cane ee Bee Oe par) SAE SN: Se te ema hae | eA oy Dats i as oar eee mae eo 2 ar. ig agteeeier aes posse aS ae : ae eels ae | Sa 
ag 2 ee 2. ae SO eee: ae Mra he ns Ba eter came eS SEE gE Re Po eee et ak i eS Fl ed rea ae = STE) CO Rams | SSM came eps ROOTS. ike Se ee? Se, ee nC Say ee 
. 0 a ee as ee ery Dae Ro see 4 2. ae rs ae es Bat, 2 ies aR = Schiele er Big ee — ee oS Saptari eee etiam: Sia ey Sennen ae ea eas gone aie | a 
—" . ) : ane me pi 
o Sar s # A ee 
7. re ‘ 
ee ae eos 
A 3, ae “ae 
aes = 
ee, ( 
o. - oee Son 
a & 
ae 30 eS A 
Be AE a r ee 
"os 7. i 
: a ce me s i 
<a ee 
: mn. a 
eee i 3 
: | 
: 
| i | 
Bre a 
Far 
| ih ae 
sev eee Fate 
Seg ie ane 
Sea he co 
oo tea me 
Ee ae Aa 
wed pied is " 
i i: 
ee aie ma 
rea ¢ 
, at 
ae oe 
ec. = 
e's Rs eas 
+ Eas 
sea Bigs se . ie 
= 
e | ee | = 
aes i | 
ie ae Pees 
ol an nae 
Fe wah els 
fe aes . “ 
a c re 
at 
Sor 6 3 ' 4 
bes dba es 
) is x Ae | ie 
ok Sore : ey 
+ alg Patel ieee 
Be Seen =e 
| Rie. 
| fee é 
2 A hae i, ee nee 
a ee ae Rete 
= Sa Ne ee et 
Reo abr y | “f me 
eee oe 
ie pie aeons 
| ZA ~ 
: | 
“3 | 
; i 
7 | iz 
eouins Medals ee < : 
ee tei eae ee a 
Pera ae 
Wipe | ee oo 
eae ae - — f 1 ‘ecar 
EEE ap ee oe 
po 
ina . | fi). gee oe > : eae: 3 
: ee 
: _/ : . ae - 
~ : 


The four freedoms 
are, for most men. suffi- 
clent. But the artist and 
the writer need a fifth 
freedom if they are to 
do great things...creat- 
ive freedom. They shall 
have it in The Saturda 


Evening Po 6, O6 


The Editors 
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New Design Idea: Rear-Projection Slide Viewer Th D 2 


Bright new star of product design engineer- 
ing is Argus Cameras’ 580 Executive Pro- 
jector. It combines a color slide projector 
and rear-projection system in a furniture 
cabinet to produce a picture on a screen 
similar to a television picture tube. The new 
unit includes remote control, forward and 
reverse cycling and remote focusing. Alto- 
gether, a new concept—showing again how 
design engineering can build new markets. 
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The Design Engineer’s Magazine 


Who “dreams up” new products? Who engineers Mr. Hall reports PRODUCT ENGINEERING highly popular with his division 
them into being? “Sometimes one man, sometimes of Sylvania Electric Products, a subsidiary of General Telephone & Electronics 
a group,” says William Hall, manager of Product Corporation. “I subscribe to PRODUCT ENGINEERING,” says Mr. Hall. 
Development at Argus. “‘All design engineers are “T study it—articles and advertisements. It’s the best way to stay on top of this 
on the lookout for methods and materials that will lively product design field because it’s organized to lead design thinking.” 
pay off in a real breakthrough such as our new 580 52,000 product design experts pay to read PRODUCT ENGINEERING. 
Executive Projector. It is typical of the kind of They design the new products and specify what goes into them. $43 billion in 
original design thinking and engineering that sets materials and components will go into new engineered products in 1961. To 
off a chain reaction of new consumer and new raw reach and influence this vast market, start at the starting point (the product 
materials markets in a wide variety of industries.” design engineer) in the starting place . .. PRODUCT ENGINEERING. 
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In Baton Rouge 


PRINT PAYS OFF 


Residents in Baton Rouge (Louisiana’s 
state capital, Louisiana’s industrial cap- 
ital, and the home of Louis‘ana State 
University) are newspaper buyers. . . 
and newspaper readers. Further, they’re 
big earners (Baton Rouge’s industrial 
workers are among the nation’s highest 
paid). To put your ad in action, put it in 
print ...in Baton Rouge Newspapers. 


Baton Rouge 


STATE-TIMES 


and 
MORNING 
ADVOCATE 


Daily ROP Color R 
The John Budd Company 


Watt Buys Three Publications 
From Urner-Barry Co. 

Watt Publishing Co., Mount 
Morris, [ll., has purchased three 
publications from Urner-Barry Co., 
New York. They include Ameri- 
can Egg & Poultry Review, Who’s 
Who in the Egg & Poultry Indus- 
tries and American Milk Review. 
John C. Taber, president of Urner- 
Barry, will continue as publishing 
director of American Milk Review, 
which will be operated as a Watt 
subsidiary. “Producers’ Price Cur- 
rent” will be continued by Urner- 
Barry. 

Watt will merge American Egg 
& Poultry Review into its Poultry 
Processing & Marketing and will 
continue publication of Who’s Who 
in the Egg & Poultry Industries. 


Shaw Adds Monroe Chemical 
Monroe Chemical Co., Quincy, 


Ill., has appointed John W. Shaw | 


Advertising, Chicago, to handle 


\its advertising, effective Dec. 20. 
‘Kane Advertising, Bloomington, 


Ill., formerly handled the account. 


your ads in the Yellow Pages 
sell her when she’s ready to buy 


When you make your advertising campaign complete 


with National Yellow Pages Service, you’re likely to contact, one contract, one mo 


4,000 different Yellow Pages directories. All with one 


nthly bill. For further 


complete more sales, too! That’s because your NYPS 
advertising will reach your prospects at that decisive 
moment — when they’re ready to buy. It’ll get to them 
. . . drive home your selling message . . . guide their 
buying decision. 

And to help you reach and sell your precise market 
with no waste, you can choose any combination of over 


details on how you can make your 
advertising go further, contact 
your National Yellow Pages Serv- 
ice representative through your 
Bell Telephone Business Office. 


ONE CONTACT/ONE CONTRACT /ONE MONTHLY BILL 


NATIONAL 
YELLOW PAGES 
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Auto Ads Sell 
Most, Northwest 
Dailies Are Told 


St. Paut, MINnn., Oct. 24—Auto- 
mobile advertising, as a whole, has 
been and continues to be the most 
successful in the history of human 
commerce, Charles F. Adams, exec 
vp of MacManus, John & Adams, 
Bloomfield Hills, Mich., said here. 

“What other single field of ad- 
vertising has helped move more 
than $120 billion worth of goods 
over the past decade?” he asked 
delegates to the annual meeting of 
Northwest Daily Press Assn. 

Auto ads have helped move the 

sponsors’ products into a position 
of American life second only to the 
basic necessities, Mr. Adams added. 
And it has built mobility into the 
auto market by convincing motor- 
|ists they are missing something in 
i owning new cars. 
. Jared How, publisher of the 
| Free Press, Mankato, Minn., was 
| elected president of the association, 
succeeding Bill White, publisher of 
|the Daily News, Winona, Minn., 
| who was named chairman of the 
board of directors. 

Robert Withers, Post-Gazette, 
Rochester, Minn., was elected vp; 
Maude Stackhouse, Globe-Gazette, 
Mason City, Ia., is treasurer. + 


New Zealand Law Would 
End State Radio Control 
Private ownership of broadcast- 
ing stations will return to New 
Zealand after 25 years of govern- 
ment control, under the terms of a 
bill now pending in the New Zea- 
land parliament. A _ corporation 
similar to the BBC would take 
over the three tv and 30 radio sta- 
tions in the dominion. 
| Revenues would be derived from 
| advertising and receiving set fees, 
| end the corporation will be em- 
powered to borrow money. The 
| legislation, which makes good on 
{the National party’s election 
| pledge, is approved by New Zea- 
jland newspapers and bitterly 
| opposed by the Labor party. 


AFA Ofters Dailies Mats 


| A newspaper mat series called 
“Everyday Wonders,” using a Rip- 
ley format and explaining little 
known facts about advertising’s 
contribution to the economy, is be- 
ing offered to dailies by the Adver- 
tising Federation of America, New 
York. The series of four ads was 
created by McCann-Erickson, task 

force agency for the Advertising 
| Recognition Program, a year-long 
|campaign to upgrade the public 
| image of advertising. 


| 
ORC Changes Ownership 
Ownership of Opinion Research 
|Corp., Princeton, N. J., has passed 
|to the eight members of the board 
|of directors, after the death in 
|August of Claude Robinson, who 
founded the attitude and market 
_Tesearch company in 1938. Joseph 
|C. Bevis is chairman of the board 
/and Walter G. Barlow is president. 
| Robert W. Beller, formerly an ac- 
|count research supervisor of Foote, 
| Cone & Belding, has joined ORC 
as a research executive. 


| 
| 


Only 7 Indians left, but there’s 

lenty of wampum .. . nearly 
$200 million Effective Buying 
Income in the Fargo-Moorhead 
Standard Metro Area, where you 
get 99% coverage with 


THE FARGO FORUM 
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Are you guilty of 
HALF-WAY ADVERTISING 


in the Seattle market? 


@ CENTRALIA-CHEHALIS J 


5 5 
: { 
| 
@ BELLINGHAM } 
hi eee an 
“~~ 
@ MT. VERNON ( 
2 Pe a ? 
, 
A 
| PORT ANGELES @ / 
| @ EVERETT ' 
dcccpmniniiiiinnets enema ) 
a 
f 
._———-—-—— + BREMERTON © a ° SEATTLE cr 
Ly fe 
| 
| o Veni ] 
q TACOMA ict t The TOTAL Seattle market ex- 
—_— _—™~ s ‘a non 
4, T 4 Nag 3 Pog bor “2 bagscbin scan 
mS ABERDEEN | ‘jane Le 7 Cascade Mountains, just 48 miles 
‘i | East from the shores of Puget 
a ia 4 ) Sound; from the Canadian bor- 
a } der to Lewis County on the South, 
& bene ememensese oe ae including the Grays Harbor area. 


Ir you stop your selling in the Seattle market at 
the King County line, then the Seattle newspapers 
alone do a complete coverage job. 

But, if you sell throughout the TOTAL Seattle 
market (most items do) then the Seattle news- 
papers alone can’t do the job. Only HALF the 
1,864,000 people in the TOTAL Seattle market live 
in King County ... nearly HALF the retail sales are 
made outside King County. 

With TOTAL annual volume for the market of 
more than 2% billion dollars, it doesn’t make sense 
to blithely ignore half of it. 


ONE ORDER 


Nelson Roberts & Associates represents 


NELSON 


nearly all the daily newspapers in the Offices in: 
TOTAL Seattle market outside King Coun- * Seattle 

ty. Eight of them may be covered with a 7 ie ; 
single order. Even though two of the other me naa” 
newspapers are not now represented by a cneas 
Nelson Roberts & Associates, they can be © Detroit 
handled on this basis as an accommoda- @ New York 
tion to the advertiser or agency. © Denver 


You CAN have both halves if you buy ONE 
Seattle newspaper and the nine LOCAL dailies in 
the market area. This buy gives you 71.6% penetra- 
tion in the TOTAL market—massive penetration 
you can merchandise in every city, town and county. 

This additional volume in the “outside” half can 
often make or break your venture into Seattle. With 
some items sales are far better in the non-metro- 
politan areas. The best way to get this “outside” 
business is full penetration in BOTH halves. Your 
Nelson Roberts man will gladly show you how—for 
only pennies more per line. 


ROBERTS & ASSOCIATES, INC. 


formerly WEST-HOLLIDAY CoO,, Inc. 

Representing daily newspapers throughout the Pacific Area 

including these marked* in the Total Seattle Market Area: 

Bellingham Herald, Bellingham* Daily Olympian, Olympia 

Skagit Valley Herald, Mt. Vernon* Aberdeen Daily World, Aberdeen* 
Everett Daily Herald, Everett* The Daily-Chronicle, Centralia-Chehalis* 
Port Angeles News, Port Angeles Bremerton Sun, Bremerton* 
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Visual Persuasion: How to Sell by Sight 


“Visual Persuasion,” a new book 
by Stephan Baker, vp and senior 
-art director of Cunningham & 
Walsh, is subtitled “The Effect of 
Pictures on the Subconscious.” 
(McGraw-Hill Book Co., $13.50). 

Mr. Baker’s largely. pictorial 
treatise ranges from reflections on 
“the peculiar taste of the American 
public” (peculiar meaning odd, 
rather than special), to “the art of 
building a corporate image.” 

People like pictures, he says, and 
“America is the most visual-mind- 
ed nation in the world. Never 
before have so many people re- 
ceived messages, day after day, by 
means of pictures.” 

Reflecting on the changing face 
of models, the author says, “the 
‘girl next door’ is the best sales- 
woman advertisers have. Exit the 
frozen-faced damsel, enter the 


“A classic success . . . was the poster series by 
the New York Daily News. No words at all 
were used in getting the message across.” 


“A woman’s sense of humor is different 
from a man’s. Most men find this pic- 
ture amusing. But it makes a great many 
women feel uncomfortable. They do not 


like to mix humor with sex.” 


New Book Details Pictures’ Effect on the Subconscious 


gal-pal.” 

Other generalizations by Mr. 
Baker: 
e The two greatest influences on 
the development of the taste of 
the American people are (1) the 
sprawling middle class and (2) the 
willingness of industry to spend 
money on art. 
e Americans have a long way to 
go. They may know what is good 
and what is not, but not why. 
Intellectual understanding of art is 
being confused with emotional 
understanding. 
e We are in too much of a hurry 
to become cultured. One of the 
most important ingredients in be- 
coming cultured [is] tranquility. 
It is difficult to enjoy art in a fren- 
zied state of mind. 

The author’s comments accompa- 
ny the illustrations from the book. 


today’s commu 


Through manipulation of 


“Women who are not ‘ideal beauties’ 
appear with increasing frequency in 


American public is revising its stereo- 
typed concept of ‘beauty’.” 


“There is a feeling of warm, genuine companionship there; 
here is a fun-loving group that would quickly make a 
stranger feel comfortable. And most important: not all 
girls in the picture live up to the stereotyped idea of 
glamor . . . Many female readers retreat when confronted 
with a roomful of beauties.” 


“The superlatively executed portrait of 
fashionable ladies gets close scrutiny 
from women but little empathy. Most 
women readers are apt to feel more at 
home in the picture at right.” 


“The relationship suggested here (left) appeals to both male 
and female readers. The girl in the Chemstrand ad (right) 
approaches the subject of sex directly. Her seductive pose is 
not only cute; it is highly desirable.” 


nication media. The 


“Mood of pictures is determined by many subtle factors. 


background, the moods of the 


pictures vary. Like an analyst’s patient, the chair goes 


through a complete change of personality.” 


Wescoast Cites Jerrold, 
Brokers in $3,000,000 Suit 
Wescoast Broadcasting Co., op- 
erator of KPQ, Wenatchee, Wash., 
radio station, has brought an anti- 
trust suit against Jerrold Electron- 
ics Corp., Philadelphia, in U. §S. 
district court, charging combina- 
tion and conspiracy to monop- 
olize commerce in community tv 


antenna systems. The suit asks! 


treble damages totaling $3,300,000. 
Wescoast charged that when it 
sought to set up a community 
tv antenna system in Wenatchee, 
it could not buy the equipment 
except by agreeing to buy all the 
components needed for the sys- 
tem’s installation, operation and 
maintenance from Jerrold. 

Aided by “eapital from large 
investment firms,” the defendants 


subsequently set up a competing 
system, Wenatchee Television Ca- 
ble Corp., Wescoast charges. Wes- 
coast sold out to the Jerrold sub- 
sidiary for $100,000 after having 
invested $175,000, Wescoast alleges. 


September Want Ads Show 
First Gain in 16 Months 

A gain of one per cent in help- 
wanted ads during September, the 
first increase in 16 months, was 
reported in the Help Wanted 
Trend survey of major labor mar- 
kets published by B. K. Davis 
& Bro. Advertising, Philadelphia. 
Fifty-seven cities of 113 markets 
surveyed showed gains, bringing 
last month’s ad total to a 1961 
high of 818,266. Among 46 cities 
recording losses, the most severe 
were in Cincinnati, —37%; Mil- 


The American public is so insist- 
ent upon realism in advertising 
art, says the author, that “about 


80% of all ads feature photography,,. 


not drawings or paintings. Every- 
thing else being equal, photograph- 
ic illustrations receive higher read- 
ership. 

“When Coca-Cola switched from 
photography to well-designed 
drawings, readership dropped. The 
company reluctantly went back to 
using photography.” 

Everyone he broached the book 
to thought it was much needed, 
says the author. 

“Listening to the various com- 
ments made by those who should 
know, I very soon began to discover 


the reason behind their unanimous 
blessing. 

“It seems that all creative men in 
the business of communication 
have difficulties explaining the 
subtle meanings of pictures to those 
who buy them.” 

Mr. Baker, who has won several 
advertising and art awards, also 
writes a monthly column in Art 
Direction. As C&W’s senior art 
director, he has charge of adver- 
tising art for some $60,000,000 of 
advertising yearly. 

He is also the author of “Adver- 
tising Layout and Art Direction”; 
“How to Live with a Neurotic 
Dog”; and “How to Play Golf in 
the Low 120’s.” # 


| jor markets were as follows: Hous- | agency. 


waukee, —26%; and Detroit,| March for Le Sueur peas. A Paul | Premium Buyer Traffic Up 10% 
—23%, Gerald G. Griffin, presi- | Revere bow] will be offered as a 
dent said. premium to consumers for $3.50 | : 

In 16 key labor markets, total| and two labels from the Le Sueur a Bo } a ys el = Ba mage 
ad count last month was 334,920,| peas, and will be promoted in|;t acted 10% more buyers than in 
up 3%% over the same period|newspapers in 15 to 20 markets. | 1960 the Premium Advertising 
last year. Biggest gains in the ma-| Leo Burnett Co., Chicago, is the | ‘ 


The New York Premium Show 


Assn. of America reported. Buyer 


P : | attendence at the show, held Sept. 
aa, Ses ee Sneetes, 16%; At-| |25-28, rose from 5,331’ to 5,811. 


lanta, 14.5%; Birmingham, 13%;| Aleog Names Agency for N.Y. Exhibitots leased 402 spaces this 
Baltimore, 12%; Seattle, 11.5%; : : [ 
and San Francisco, 11% | Aluminum Co. of America, | year representing 592 manufac- 
; ; Pittsburgh, has appointed Co-Ordi-| turing and sce: ar ware oe 
nated Marketing Agency, New| panies, compared with 314 exhibi- 
Green Giant Sets Two Pushes _ Arnie 


|tors representing 400 manufactur- 
ers in 1960. 


Formfit Names Temkin 


| York, as its advertising agency for | 

Green Giant Co. will run a page| Alcoa foil in Metropolitan New | 
ad on the back cover of the Nov. 17| York. The company’s two national | 
Life offering a “Storyland Color-| agencies, Fuller & Smith & Ross| 
ing Book” free with two labels|and Ketchum, MacLeod & Grove, Formfit Co., Chicago, has ap- 
from any Green Giant product.| will continue as heretofore; the| pointed Harold I. Temkin sales 
The company also will run half-| budget for Co-Ordinated will be! promotion director. He joined 
page full-color ads in Better Homes\in addition to Alcoa’s regular|Formfit in 1955 as assistant ad- 
\& Gardens from October through | spending. | vertising manager. 
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The Chronicle Has More 


EXCLUSIVE Houston Readers 
Than Both Other Houston 
Newspapers Combined! 


PRESS ONLY 
8% 


25% 


POST ONLY 


ALL 3 
PAPERS 


4% 


FAMILIES 
READING 
CHRONICLE 

ONLY 


43% 


DAILY 
NEWSPAPER, READERSHIP 


CHRONICLE 
AND POST 
20% 


POST ONLY 
34% 


FAMILIES 
READING 
CHRONICLE 
ONLY 


46% 


SUNDAY 
NEWSPAPER READERSHIP 


of all Houston daily newspaper readers read 
ONE NEWSPAPER EXCLUSIVELY 


. . « that newspaper is 


THE HOUSTON CHRONICLE 


(6* 


of all Houston Sunday newspaper readers read 
ONE NEWSPAPER EXCLUSIVELY 


. . « that newspaper is 


THE HOUSTON CHRONICLE 


Source: Belden Associates, 1961 


THE HOUSTON CHRONICLE 


In Houston, The Chronicle 


Is Your Must Buy 


Read By More Houstonians Than Any Other Newspaper 
The Branham Company — National Representatives 
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The readers of True—the world’s largest man’s 
magazine—own boats valued at over $350,000,000. 


$1.00 in True —in 1962— will reach 34 boat owners 
—more than in Life, Look or Saturday Evening Post. 


ASK YOUR ADVERTISING AGENCY WHAT TRUE CANDOFORYU =86M'EROE, = Actsiess 
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Look at all three! 


Sure—it pays to look and compare— 
especially when it comes to the quality 
of work and service. Comparison proves 
why the most exacting admen insist on 
the services of Century! 


You can be certain with 


CENTURY 


ELECTROTYPE COMPANY, INC. 


Electrotypes + Travis R.O.P. Glass Mats 
Plastic Plates - B & W and Color Proofing 
Duplicate Photoengravings 


160 East Illinois St., Chicago 11 « DElaware 7-1541 


CBS Signs Nestle, Polaroid; 
ABC Adds Two Sponsors 


CBS-TV, New York, has signed 
Nestle Co. (McCann-Erickson) and 
Polaroid Corp. (Doyle Dane Bern- 
bach) as co-sponsors of “Thanks- 
giving Parade Jubilee,” an 85- 
minute CBS News special to be 
presented Nov. 23 at 10:30 a.m. 
(EST). The show will feature the 
Macy parade in New York, the 
Gimbel parade in Philadelphia and 
the J. L. Hudson parade in Detroit. 

At ABC-TV, Johnson & Johnson 
(Young & Rubicam) has ordered 
participations in “ABC Evening 
Report” and “Bus Stop.” The 
Whitehall Laboratories division of 
American Home Products Corp. 
(Ted Bates & Co.) has bought par- 
ticipations in ABC-TV’s “The Un- 
touchables,” “Ben Casey,” “Roar- 
ing 20s,” “Leave It to Beaver” and | 


“Follow the Sun.” Whitehall also | -.. 
|is a sponsor of “77 Sunset Strip,” 
|\“Hawaiian Eye,” “Lawman” and 
‘daytime programs on ABC-TV. 


Advertising Age, October 30, 1961 
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have breakfast on us for 20 days! 


Aner senting (hss aduervimeenens shemat the tame trvstest peu voniine peur family shemuht mower oman thee 


NEWSPAPER TIE-IN—-This 1,000-line ad 
for Zoom, instant whole wheat 
cereal made by Fisher Flouring 
Mills Co., Seattle, runs in newspa- 
pers in 21 western markets. Copy 
reproduces the miller’s Reader’s 
Digest ad and invites readers to 
“have breakfast on us for 20 days.” 
Pacific National Ad Agency han- 
dles the account. 


Lane Uses ‘Esquire’ 
Ads Stressing Self ie 


to Push 4 Tobaccos 


New York, Oct. 24—Lane Ltd., 
marketer of English-type smoking 
tobaccos, will put all its advertis- 
ing dollars in Esquire, beginning 
with a junior b&w page in Novem- 
ber. 

Lane recently switched from Ties 
Kastor, Hilton, Chesley, Clifford & - 
Atherton to Chester Gore Co. The i 
second ad by its new agency will 
be a quarter-page b&w in the 
December issue of the magazine, 
and others are scheduled through 
winter and spring. or t 

The company will kick off with “ioe ' 
the statement that “Mr. Lane is 
no devotee of planned obsoles- 
cence.” Ads will take the Schwep- 
pervescence tack, featuring the 
company’s principal, Herman Lane, 
in various situations. The first ad, 
for instance, reads: “Please do not 
be misled by the sparkling new 
package posing so brashly with 
Herman Lane. Everything else is 
quite old and old-fashioned.” 

In this case, the package is new. 
It is titled the Lane Quartet and 
marks the introduction of four 
English-type tobaccos in one pack- 
age. The brands are House of 
Lords, Black Knight, Orienta and 
Mountbatten, each in 2 oz. tins, 
selling at $3.95 for the pack- 
age. 


@ The second ad features Mr. Lane 
at work blending his product. In a 
pensive mood, he is shown saying, 
“It needs more Mahallah .. . and 


RADIO ‘bs DALLAS 


It could be disastrous (and almost was to 
WFAA’s Wes Wise and Jack Renfro). “Carla” 
was her name, and the courtship lasted a full 
week. As Texas’ worst hurricane in 60 years bore 
down on the coast, WFAA’s two-man team drove 
from city to city for their date — determined to 
rendezvous in the very “eye” of the storm. All 
during this period they reported back to WFAA 
listeners ...42 reports in all. Many have called 


WFAA—820 


it the “greatest” reporting job of the year for a 
station hundreds of miles from the scene. 


Another example of top reporting through elec- 
tronic journalism from “Southwest Central” ~ the 
spot on the dial where more of a highly news-con- 
scious audience reside every day. It's just the 
spot for your message, and your PETRYMAN can 
effectively slot that schedule for you. 


*. 
—— 
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a touch of Dubec.” 

The agency said it would use 
Esquire exclusively in the new 
campaign to “broaden interest in 
Lane tobaccos among people who 
make up a select but growing 
group.” = 


Your Script or Copy 
may carry the haz- 
ard of claims for 
LIBEL, SLANDER, 
INVASION OF PRI- 
VACY, VIOLATION OF 
COPYRIGHT, PIRA- 
CY, PLAGIARISM. 


SCREEN 


You CAN’T pull 
the words back, 
but you CAN 
have our Unique 
Excess insur 
ance to cushion 


EMPLOYERS 
REINSURANCE 
CORPORATION 


a “CHK wee 


iy Cotaaeaietiins Coda’ 


DALLAS 


WFAA @ AM @ FM e TV—THE DALLAS MORNING NEWS 


the loss — ade 
quately and in 


21 W. Tenth, Kansas City, Mo 


expensively. 
Write for details ago, W taken 
and rates. San Francisco, 100 Bush St 
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Feead On Arrival—easy to see why. 


Make like a farm family for a moment. 
What would be must reading for you? 
The important news of your business. 

No matter where it happens. 

As fast as you can get it. 

O.K. FARM JOURNAL is the one and only 
medium in America with a network of 
full-time field-based farm editors stretched 
across the country to get the vital news of 
U.S. farming when and wherever it happens. 

FARM JOURNAL is published on a high- 
speed newsmagazine printing schedule for 
late closing and fast delivery. 

FARM JOURNAL achieves nationwide dis- 
tribution in volume through five regional 
Editions. Each filled with news for and 
not just from within the areas served. 

Why leave it to chance when it comes to 
reaching and selling the men and women 
who run the nation’s biggest business? 
Big buyers. Busy people. They depend on 
FARM JOURNAL. So do most of the nation’s 
largest advertisers. 
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Separate Newspapers 


The £l Paso Times Morning and Sunday 
El Paso Herald-Post evening 


NOW ...BUY A 


KING SIZE 


GENERAL MOTORS 
TO BUILD MILLION DOLLAR 
PLANT IN EL PASO 
Chevrolet Division of 
General Motors announces 
the building of a new zone 
office and warehouse in 
El Paso to better serve their 
dealers in the El Paso Southwest. 


BLANKETING THE 
FABULOUS SOUTHWEST 


|\C&W Moves Manley. Larson 

Fred Manley, vp and copy direc- 
tor in the San Francisco office of 
Cunningham & Walsh, has been 
transferred to New York as spe- 
cial assistant to the exec vp in 
charge of creative services. Mr. 
Manley will be succeeded in San 
Francisco by Hal Larson, who has 
been copy director in C&W’s Los 
Angeles office. In his new position 
Mr. Larson will be director of cre- 
ative services for C&W’s western 
region. Robert Witte, formerly 
with Cole Fischer Rogow Inc., Bev- 
|erly Hills, will succeed Mr. Larson 
in C&W’s Los Angeles office. 


Westgate Appoints Griffith 
Westgate-California Products 
Inc., San Diego, has appointed 
Everett Griffith general sales man- 
ager of Girard’s dressings and Gif- 
ford’s olives, two product lines 
recently acquired by Westgate. Mr. 
Griffith was formerly chairman of 
Safeway Stores’ brand advertising 
and merchandising committee. 


Take a second look 
(it’s McGregor-Soderstrom, in Duluth ) 


Take a second look at the Duluth-Superior market- 
it’s bigger than you think! 


It’s the second-biggest market* in both Minnesota and Wisconsin! 


Bigger than Madison or Des Moines! 


Bigger than Austin, Pensacola or South Bend! 


Duluth-Superior-BIGGER than you think-and only 


KDAL| delivers it all! 
Ly 


KDAL—CBS RADIO-TELEVISION/3—AN AFFILIATE OF WGN, INC.—REPRESENTED BY EDWARD PETRY & CO., INC. 


*Sales Management population estimates, January 1, 1961. 


Advertising Age, October 30, 1961 


Peerless Pushes 
Hankey Bannister 


Scotch via Radio 


| New York, Oct. 24—Another 
| scrappy liquor brand will take to 
| the airwaves to fight bigtime com- 
| petition (AA, Oct. 23). 
| Starting Oct. 23, Hankey Ban- 
| nister scotch will begin a 15-a- 
| week spot schedule over WVNJ, 
Newark. The station, which reaches 
| listeners throughout this metro- 
politan area, already has schedules 
running for McCallum’s scotch, 
Old Hickory bourbon and Phila- 
delphia White Label. The three 
Publicker Distiller hard liquor 
products are now testing radio in 
defiance of the broadcast indus- 
try’s and the liquor industry’s 
| bans against radio-tv advertising 
| of intoxicants stronger than wine 
| or beer. The liquor ads on WVNJ 
| reportedly have elicited no listen- 
ler complaints. The one-minute 
| Hankey Bannister tapes will go 
like this: 
| (Sound of Big Ben tolling in 

background. . .English announcer 

speaks. . .) 

“That is the sound of London 

calling. Around the world, where- 
| ever the officers of Her Majesty’s 
| services and diplomatic corps are 
| deployed, one is apt to hear the 
| chimes of Westminster announcing 
the newscasts. And a request for 
Hankey Bannister scotch whisky 
is another familiar sound in the 
clubs at these far-flung posts. 
Surely these gentlemen have the 
widest selection of brands avail- 
able to them. Yet, they’ve speci- 
fied the blend that is Hankey Ban- 
nister, consistently over the years. 
They judge by taste... and Han- 
key’s uniquely delicate flavor has 
won their favor. Hankey Ban- 
nister scotch whisky, choice of 
those with the widest choice, is a 
superb blend of 100% fine scotch 
whiskies, 86 proof, and bottled in 
| Leith, Scotland; yet most modestly 
‘priced for so fine a whisky. Won’t 
| you make Hankey Bannister your 
|choice? Imported by Peerless Im- 
| porters Inc., New York.” 


s Hankey Bannister’s distribution 
| is strongest in this area; it is spot- 
'ty between here and Washington 
and into New England. 

Pace Advertising Agency tried 
|to clear other stations for Peer- 
|less in the New York area, but 
|found them non-receptive. The 
| National Assn. of Broadcasters, 
whose radio code forbids the ac- 
|ceptance of hard liquor copy, has 
|} issued warnings against the short- 
sightedness of carrying this kind 
of business. WVNJ is not a code 
subscriber. 
| The WVNJ test has been set for 
| a four-week run. It will be accom- 
|panied by a 50-line newspaper 
| schedule in about seven newspa- 
pers. + 


Tidewater Opens Football Push 

Tidewater Oil Co., Los Angeles, 
is using outdoor posters and news- 
paper ads to support a Football 
Tickets for Kids promotion in Los 
|Angeles and San Francisco. The 
|promotion is a repeat from last 
|year and involves free passes to 
college football games in the two 
cities for children under 15. A 
Tidewater customer receives a 
| voucher which with purchase of a 
|general admission ticket by an 
adult allows free passes for up to 
|five children to collegiate games. 
Foote, Cone & Belding is the 
agency. 


Fisher Adds Pendant 


Pendant Publishing Co., Chicago, 
and its subsidiary, International 
Kennel School, producer of spe- 
cialized training courses for pets, 
has appointed M. M. Fisher Asso- 
ciates, Chicago, to handle its ad- 
vertising. The company formerly 
placed direct. 
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CONTINUOUSLY PUBLISHED FOR &8§ YEARS THE TIMES 1876 THE HERALD 1886 CONSOLIDATED 1888 . 
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as its only syndicated Sunday magazine, 
beginning January 7th, 1962 


NOW PARTNERS IN PROGRESS 


A SPECIAL ARTICLE BY 
THE U.S. VICE PRESIDENT 


£ fa PARADE = 


| They'll Perform in Big Times Herald Show To Help Hurricane Victims | 


Ba” 


Beneft's THR Dauas Tags HERALD 


Full “Mobilization 
Shunned by US. 


Reds Might Hove [ FOOTBALL USA. 
ON PARADE 


WEES ; 


ALL EGYPTIANS TOLD = =e 
om TO or Our OF SYRIA 
~<a . 


Vice President Lyndon Johnson: We can beat the Communists in Asia’ rnrs 


Serving one of America’s great growth mar- Now Parade has the largest Texas circulation 
kets with the largest Metropolitan Area cir- of any syndicated Sunday magazine—with 
culation in the Southwest, the Dallas Times distribution through the Beaumont Enter- 


Herald is first in Dallas, in Dallas County, in ; , 
the Dallas Metropolitan Area and in the prise, the E] Paso Times, the Fort Worth 
Dallas Retail Trading Zone. The Times Star-Telegram, the Houston Chronicle, and 


Herald is the Dallas Market! the Dallas Times Herald. 


The Dallas Times Herald is d nationally by The Branham Company. 
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In 1962 hospitals will use $3.5 billion worth of 
equipment and supplies for operation and mainte- 
nance of physical plant. They will spend another 
$1.2 billion for building and equipping new facili- 
ties, and they will have a payroll of $6.5 billion. 


if the hospital is your market 


Ame 


THE MODERN HOSPITAL IS YOUR MEDIUM 
—here are Il specific reasons why: 


1. Strong editorial service provided by an 
independent publisher, implemented by an 
experienced staff of professional journalists 
working with outstanding authorities in the 
field of hospital administration and opera- 
tion, and with a national network of quali- 
fied reporters. 


2. Editorial scope suited to all the needs 
and interests of its total audience, balanced 
for maximum, total impact. 


3. Readership documented and sustained 
by a Continuing Study of Readership con- 
ducted regularly among hospital adminis- 
trators and department heads. 


4. Circulation—the only totally induce- 
ment-free paid circulation in the hospital 
field. 


5. Documented coverage of 84.7% of the 
entire market, with 88.57% coverage of the 
over-100-bed hospitals comprising the core 
of the market. 


6. Market penetration—verified pass-along 
(internally controlled) distribution. 


7. Monthly frequency of issue. This is the 
frequency preferred by a margin of 6 to | 
among hospital administrators, documented 
by a detailed 1960 survey. Maximum ad- 
vertising continuity at minimum cost. 


8. Advertising readership and action re- 
sponse, defined by Continuing Study of 
Readership. 


THE MODERN HOSPITAL 


1050 MERCHANDISE MART, CHICAGO 54, ILLINOIS 


9. Advertising leadership over 49-year life 
of THE MopERN HospiTAL—more adver- 
tisers using more advertising pages and 
investing more advertising dollars than in 
any comparable magazine. In 1960 and in 
the first nine months of 1961 THE MODERN 
HosPitaL carried 45% of all advertising 
pages in the three magazines of hospital 
administration. Of the 561 advertisers in 
these magazines in 1960, 211 (38% of the 
total) used THE MODERN HOSPITAL ex- 
clusively. 


WO. Audience acceptance, as evidenced in 
leadership in classified advertising, used by 
hospitals and hospital executive personnel 
to communicate with each other when in 
search of personnel or employment. In the 
first nine months of 1961 THE MODERN 
HospPItTAL carried 46% of all classified line- 


age in the hospital administrative maga- 
zines. 


i. Auxiliary services to help advertisers 
implement and merchandise publication 
advertising. Major items: the only com- 
plete, detailed Directory of Hospitals, main- 
tained for accuracy by monthly change 
sheets; detailed, verified fortnightly Ad- 
vance Construction Reports, most complete, 
accurate and current available from a hos- 
pital magazine. Plus the most extensive 
market, media and reader research made 
available by any hospital magazine. 


"2 
F. W. DODGE 
CORPORATION 
A MeGrow-Hill 
Compony 


HOSPITALS COME HERE TO BUY 


your catalog filed here will 
help them buy from you 


Since 1919 HospiTaL PURCHASING FILE has been the stand- 
ard source of buying information for hospital administrators, 
purchasing officers and using department heads—a unified, 
well indexed file of product information, distributed to every 
worthwhile hospital, retained for reference when products 
are being considered and purchases made. Plan now to 
have your products fully catalogued in the 1963 Edition 
—now in preparation. Ask now for full details, proof of use. 


HOSPITAL PURCHASING FILE- 1050 Merchandise Mart, Chicago 54 


|New England Food 
Chain Adds Its Own 
‘Cigaret: Sweet Life 


| Wurnpsor Locks, Conn., Oct. 24— 
| There’ll soon be a new name in cig- 
arets, Sweet Life, as the trend to 
private labels in supermarkets 
|grows (AA, Oct. 23). 

| Following the lead of Shop-Rite 
supermarkets, Elizabeth, N. J. (AA, 
Aug. 21), another chain is set to 
launch its own label in competition 
with national brands. 

The new entry is Springfield 
Sugar & Products Co., a voluntary 
association of 150 supermarkets in 
Connecticut, Massachusetts, New 
Hampshire and Vermont. The 
chain has just signed with US. 
Tobacco Co. to manufacture the 
Sweet Life label, which will come 
in king-size plain and king-size fil- 
ters. Sweet Life is the label under 
which all Springfield Sugar private 
products are sold. The chain does 
not use an agency. 

No date has been set for the in- 
troduction of Sweet Life cigarets, 
and the package is still in the 
|design stage. 


|@ Meanwhile, Shop-Rite will soon 
,add menthols and regulars to the} 
|king-size straights and filters} 
| which it has been marketing under 
the Shop-Rite label for about five 
|months. The cigarets also are man- 
|ufactured by U.S. Tobacco, which 
is now negotiating with other 
chains for similar private brands. 

Commenting on some persistent 
reports, U.S. Tobacco said it had 
not heard from Great Atlantic & 
Pacific Tea Co., which the national 
brand companies are watching 
closely. 

According to Super Market Mer- 
chandising, supermarket sales of 
cigarets and tobacco in supermar- 
kets last year tctaled $1,383,000,000, 
or 4% of total supermarket volume. 
Estimates place sales of cigarets 
through supermarkets at “probably 
more than 50%” of total industry 
sales. 

Shop-Rite reported its sales were 
“continuing at a nice rate.” It at- 
tributed its success to pricing (usu- 
ally about 40¢ a carton less than 
the nationally-advertised brands), 
and the fact that Shop-Rite is ac- 
tually a brand. The company said 


it had “capitalized on the Shop- 
|Rite name.” + 


Advertising Age, October 30, 1961 


Three Join MacFarland 

MacFarland, Aveyard & Co., Chi- 
cago, has appointed F. Thomas 
Bertsche and James A. Dernocoeur 
account executives and Norman K. 
Carrier chief tv and radio time 
analyst and buyer. Mr. Bertsche, 
who will work on some of the new 
MacFarland, Aveyard accounts, 
formerly was an account executive 
with Wentzel & Fluge. Mr. Derno- 
coeur, formerly advertising and 
sales promotion manager of Norge 
Chicago Corp., will handle the 
Quality Chekd Dairy Products 
Assn. account. Mr. Carrier former- 
ly was with Young & Rubicam. 


Pleskach & Smith Expands 

Pleskach & Smith Advertising 
Agency, Omaha, is now handling 
advertising in international mar- 
kets. The agency now produces 
all visual ad materials in the lan- 
guage of the country where clients’ 
products are sold, and clients are 
being serviced in all major cities 
of West Germany, England, Aus- 
tralia, South America, the Baha- 
mas and parts of Africa. 


Mover Sets Radio Test Push 

American Transfer & Storage 
Co., Dallas, agent for Mayflower 
Van Lines in the Dallas-Garland- 
Irving-Arlington area, has decided 
to use radio for a test campaign. 
Theme of the saturation drive will 
be Poly-Pride-Pak, Mayflower’s 
name for its pack-for-moving 
process. Ayres Compton Associates, 
Dallas, is the agency. 


Socrates Bank Award Made 
The Citizens & Southern National 
Bank, Atlanta, has received the 
Socrates award from Bank Ad- 
Views, New York, for most effec- 


tive bank newspaper advertising 
during the year. 


White Promotes Weller 


H. D. Weller has been named to 
the new position of vp and director 
of marketing of the White division 
of White Motor Co., Cleveland. He 
formerly was vp-sales of the White 
division. 


Patten Joins Cappel 

William Patten has resigned as 
vp, chairman of the plans board 
and marketing director of Lennen 
& Newell, San Francisco, to join 
Cappel, Pera & Reid, Orinda, Cal., 


/as an executive. 


The Sunday Ok 


of the urban 


lahoman covers 


% 


households 


in the 26 county Oklahoma 
City Retail Trading Zone 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Published by The Oklahoma Publishing Co. 
Represented by The Kotz Agency 


IT'S THE MARKET DELIVERED THAT COUNTS! 
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ONLY EDN IS UP! Now... for nine consecutive months, only EDN among electronic 
engineering publications has gained in advertising pages over 1960. While six other publications 
are down 1363 pages, EDN is up 101 pages. In tota/ pages...EDN tops the monthlies, having passed 
Proceedings of the IRE and Electro-Technology in September. And EDN's November issue will carry 
the largest number of advertising pages in its history. The reason: editorial vitality... adaptable 
design ideas... that stimulate readership... recognition... response... among electronic OEM 
design engineers. EDN (Electrical Design News), A Cahners Publication, Englewood, Colo. 


PIRE 


ET 
— 420 


Jan. Sept. 
ADVERTISING PAGE CHANGE FROM 1960—CUMULATIVE 


SRP Sa Raat ore) i pre SC aa A Re aR SS ao te omy Co | gene! ae Nair MMi sf A MIRE ae 2 ade nc St“ Pe e nae ee ere, ie ON SMe Neem 6 en iis SRN Shas homney Le 9 RY OES, oe n Sea & ee Sita ee Mi Ee ee erg eae SN cree aes mai eh Te oe seme on Siti Bian ee a Pea ee 
Sa ies nl Vea ee gi ee es LS a oS ane ect kai Jam a Mee a ee a SSeS Mes ait Nc mee | age ee oN paola, Pee Ten EO cinete VANCE DMC. McRae Re ame aNe oF Re iy OES Site SA ens ek eee ge Eee >, 
a Bs 5 eee ae ae Sw ee dGerari ig Bai ca ee, ae a 7 feta 9 Mia a 4, ae PEs. Sete ato. ate ESE es eo Ee yo aa TAC eee 4 pis : eee oe ve ee Sais 
a hom : ie a a ae 4 S3ge8 sear oo pea Agee. games SS San es A ee Dates Ne Oy an: came ce ee eS ees, ea eee to ee pee oe a Pen rege hee ia we 7 1 cata ae eG Be as 
ere MRE S y a iy o A S eRe Ra i gu RO, eM | gd OT Ss eee tet agers jt ee unetgeee Rae (os gil leas Ps Se nae wt a eee eee c's Seep ig Sag pies ata UY ake MS ae: oo a tt Re ae 
beet Py thes ere, Re eee ne es see. op Bro. : oe ae bis —e ina es ea i ea a ee nr oe py i os. ee ete 
on ee EE ete ae eer ne apr 2s ae eee Se ont Pot 0 GG RS RMR, SIG 7) aR A eRe ae ne ie? ial Bir) = Sea RAY BN ore (yo Uaeleerinmmapieniy x acncieaimns Aes OR SS ERS ie Ne Ny 
oa a ae sl MM a i Se a et, eI A 
CN elgnoste peaeie as yh , a eee it 2 eerie : : : A r j > : eee 
haa Q ‘ : . . Re ee ee i 
pong P Shi einen onten,  .s 
tes Sees ee 
. aie Tans css aie eta ek 
eae : a 
ia mae es 
ie : : 
aes 
ie re P 
Sie “ES oy See ee a 
a y { iad ine a 
ee: aa | oe 
ee = ees 4 ee o 
eet : 4 tn Wieck 
i Monte! ae yee i Sk ; 7 
esi eee Eee & . age 4k 
a UAT aR ae ee eee 
7 ‘at? 
as ‘ 
n 1 . \ 
7 ‘ 
: Seog - 
i a ae Cy a a & 7 
RS 90" eee ae 
5. E ce i ceneeenaanaeel 
se ; 
Kiet 
oe 
eat fo 
Nets fi 3 
ele “4 : og 
ee: e = a 
Se, “¢ r . ee ee ee 
i _ io eee 
Pals. , : Re at ie ee eres 
* + pw bbs, Edun es te een. 
a att mre oe Z fe & 
SNe call ~“ hae Foe * ; a We a ere ete oe Mets i ig i ee gis ee 
ta — Reine: : ae ns aye Zi ree. v ee rae 
i As ——= = a ere Bae e ‘ py Rey cee n 43) i : ; wee ; si ai a : . _ 
, ee ie a —. - i ‘ 5 ed 4 4 Ais 5 aise ee re i 
; ‘ ee ia ae jas : speach la 
ea whan ae sy ¥ : e wires oh > 4 ely ; 
Ps +4 ~~ gi ‘ en 2 e oes ad ae . . ss ea iad 
58 ~ 7 / pe: 3% - nee : ae ie 
P - (i; se Tak ey  . te ae 
Set ee ~~ ee es ! 
te . ~ 
i 4 i re ? 
A — it? 
< 7 e's \ 's 4a 
; _ ie oy. \\ ae? 
—— ee a = } ? i 
ea i dip cde _, (li ; 
eer a Ger T> Ve “| 
ee Oe « . : ce, . 
i tae Me.) ‘ ‘ 
: ie ? ifs \ . f : 
: <n ws ? tr 
. . > “if i Y ta ‘ ei 3 
we ag 
oe % Ny “s", i) 
— r >) ‘ 
; a : vat / 
E f "7 4 | - » ia ae 
cite 5 ae ‘9 7 eS ae 2 ES ay CR Se ‘ 
= add 4 ’ 4 
a . x 7 ae A - c 4 ‘ 
2 ; Past . s Soap ae 
ie tea igi ll a tt: Fan ial 
: - , lh : ees 1M ieee 
eae mo 4 Aon _ aA We jboss 
a eee Cf. J ar ota e 
co ee y) eae : , LP " oo a ae 
jee : hy . Le a ‘ ae aye & see yee 
ee ° N ewe - “~~ - i bie tite ese : 
3 . ae A 5 fe io 
1 ee "7 oe / a: a fog ee: 
aa a ie 4 3 er is Nae 
i ae bat tc ee / er ec ee 
ie: ae oe ai Hm kines. agg ee 
i “Le fee. < . Be: Cone ae 
ete Sama a rs ~ Bas 3 ee ae ag 2 if 
per ae A) ™” Ql, - Res ce cS eee 
Dla: pt ae ne = 4 fs ae “ta . a peta 4: 
een a ig . - pea pe 
img : gee y S ’ eck sia fe 
aH é 2 -— y) ~. do : 
a ae VA : S a. sf ‘ 
cS = wal Po ae y < earl on 
ee a 5 
see: a NI o_ | 
: ; ae sh ‘ 
NN & ~ is £ Ps - a A ; ae z " 
Bee Sen ES “_ © 4 i ™_— ete < 
rs eg ie ae :  ¢€ a : - aie Ste 
re gaia a i . : ids ee 
erate). See See ec ee B ee © Bure , Bete OS eee arene 
ahs 4 ea a <> “4 ° wo" Ps = . eS ae 
hee ‘ roe a 7 é, * , ‘ - Bn es ae 
ke  ¢£ A cca aged f aon ‘ eeie ee oa 2B 
hy ™ pe -— ° . sf f ies 
ies . aa a: 4 fp: 4 : —— 7 hci ‘ca ’ can 
rae SAL? rae 47 (es : \ Pcs as) 
mae = F : \ | haa 
> > *# ; ee ee 
hy ws og C4 “ te Z rw, a ae epi A ioe 
; F th 
+120 * : ' \ - x 
os EDN “i 
aby . ‘ 
pals . e ay er “ 
< . : 3 
ee, ”, ; : 
ree ees: 
z El as 
\ Swe Sat 
EEE P eae aT ee ai 
saa . eee 
ace . ie terres 
sae 4 . c a = oy fee 
ra ine SQ A ee Dae 
P| , 
oo E : 
- 
igi oe 7 ea ? > Ns 4 “ae te Ie q ee 3 te ‘ _ = f i i id i a . oe ° a, 


or sales potential: 


ean Chemical 


=, Sipe om aga Je a: ee gee Re ne oe les ec i , ie eee Pe Semen Te”: 
2 ee oes fo Alte Seem ay ae ab ae ee bicec gloat Se ae oe ie 
atten Sed fe eco eee © ae Rr ee WR sr Oe on tee a ius ged Ege Poet egos = ee: Pa aee 
ha SR da ge a, ok ee Oe ee ae Rie ms Se Cie oe es eee. oe np ee SE eens aps ae perce 
b's Sea eSar ee Fee Sa eae Gl ONE aR, Spee Sn, os hogs, epic ect ee ER  aitrade sat oS ZAR tee ae ze ee en ee oan og ore a ae Se ee ae ein 
Ss Aaa ae gy ee me Bie Suge Py ee ee a emia ioe I ge re CP Ne PF gk Pe ome ern: 8c aaa is ee es he nee ont ey es eee ee eee a 8 eG ae 
ee a ee Si See aay ae <r, et | ae a oS ee a ee ee eee eit | aes SCR ees nets ee ee ee ee i ee 
oy é = ee Bs et eta, eee - nee iets 
a ne 2 
ee = righ 
per ee gO 
Bs -— 
as nied 
: See aes 
oo: S ta ep ae 
ie Ch a 
am 
ag Ie tae fl 
asta ee eo : 
Raed tease ee ie 
See 
ESS ei : 
ee = = e ; 
peee te ae BS ] 
Soe urop x 
Page a. ae Ne ape es 5 ar : J 
: | ees Fee: eee : s 
ot . Si aa Pcs SAR eens oo. ws, emilee : Saat acy ins Sing Sia OMe ide piace ats ep eS Dy a oa 
He ae React a ae ee.) es a ee eee : erie Summ yee Cras 
ao. ee ae BPs Le ey Bare ae he Pies aa a 5 ee ai cee ee Lif cae nia ik eet ae es 
~ ee is oe: eee Fo cee 7. eg Reon pee hl ; POS Mee ESC ee ee ae 
atthe eee oye ee Oe : ae: iy ies RCM , j SMe oe pene ee 
Sah ee oh ear diag Di r ua Ty. OSS ageeeie 4 4 5. aa Be nee eae. ‘ cee eee Ao new at bes Coa a 
ee sees Oe a ee ee ge d SR pc ge ee pn oe te 
% = rr eee sy a Eee ee ee Reo Se eee ei en eee Sis pe. Sees Perel cece 
ee Sr ee er ee a - Ti ee er a % <a (on REAR Sora? s i Re ey elt Eee, pam eras 
ES ag ot ct Bree of Pes fe: bee eee: ie UAE ES 5. ve a ee) ee a i ia ee Oe gt ay Fg jac a eae tee free ee 
at ‘: .: T; eo he ca ie Sr ru aee ot ser e Tahoe Barcus eT = es ies ‘ota i cm * ane Go oe SY a ee aa cee teeta pest es ee: (tS | coe Den Sir 
ena? Gay.) Sommaire fee eee « eae ‘i as i ve te ts * Ts. Sa z ORE ye Uke em rene ea emer cn | at re ets ete 
a. ae > ae see i Be ee nae ene i ae lage: te on Gee a aes 2 ; Sts ge Pn BE. Re, Cows en 
ue wae ae See oY — frm ae mee 4 CMe gmail gy ae eam ie eG 1 Fen? Ya eae eae potas i 4 a ac ase ae i ate ct x 
oy ees Bre a gee Ae i ys ee a, ; ee Weer ame a aes 5 sae reat as nay . cogil a — ; ee Te Bs 
= B “4 7e { Ni cs rae we = ie Sees: a 53 we 5 " Fs 
- es Boe oe a ime an ees tae Gegee a role ~ 4 Cas steers : 4 Pee = Pe > Sea ee re Te 2 
aa ws a3 ~ we mal 4 Ae. a) eae a : ale si a See a Pe ree ae SBE pie Ceti 
si ie is a . aah ee og ii hie es xp On Seem bots erence. Pe Se oe caval Ts Siam Pare 
ROB es 3 Ce aa ee. eet Hise, - hc i ae oat eat gegee = + aes Re sil pee a 4 Ck ames. te - Societe’. ere “ae ara ea i eae Shaye 
Ne een Pe ral ae ea ne merce! hy s ‘ 5 iat een Ae Yr. ES: go : 2 eran “4 ie Se ae Bor mer ts fee et ee 
eae Vadis See ae aha a = a sod s ie i ne = ee te 3 ie ae Pe as ss eee an bsg a Bt ae ees Sie et 
Pe eer a ae = = a: eee ae “3 ae a = Sie em ee, ee ae © a oa i: ; fix a q : ea ei te eee eae me 
se bee) oi a i : a StS 7 ae <a oes = se Maa i ae a le 3 ‘ eet CE eee One See) eer 
oer = ee ” a a sha 2 > eh en ee i ee i , SS ee . esas : f ee ee ee panes | 
ers 3 44 Tosti ae ; 3 ob ass ice Pee _ Ai a a i ea pA i ait: ‘ ° Gaal Reece. : play on 7 
hogee bate ae ive oe ad = —— ia ‘a rs — VS ene ee we eerie Tree oe ata F — - SPY Sg MS a as 
ae eet Sa eas is ‘ 5) - 7 ae aes * ie 8 eee ‘ = r “ ha ane? : a "al a eh aS r mies = ahem 
ae oe ae — w.. or ea a - ay = : ¢ eee : 5 ee xt ee ae ee ie ewe Pepe. 
ne wes ae ee eae ea eee: a eugee ere — i ep, ee 7 > aes. a oon 3 ae ape see bite ai 
F Pre f se. so gee a eet pee tet =) 4, sa ‘ > yl am fe Rey gan Pa yf ee: SRR RCM iS Ake 
gi ae fly zs ibe se . hae a ‘ “i ts ee ane if ee dais "Reiley ete Se he 2s Mi a oe eee 
bee. sei a:  « = 3 ee r He ; i¢ lag pee ia. Meas - sae 
eee iso ae a i Y ns ae : ae : we ‘| ad : al sip tated Gite ts pac a en a Sia tis a ales es : 
eS Bate ete Pe ; ‘ S i : ee ee z ee ae “i 3 Pramas : airt cS . J 
: : : ‘ sata — . : — < 
R. aa r te: , ae 
: , ae Me, pe : kit . i 
* ‘ a , 2 q a ima e a S ; ie 
‘ ols. ae % ae : : ae ok 
si ae . x z "he tat o 
: Br) ea : im oe ¥ cle 2% i 
Fe a ae en ste : : - oo : 
ee “Tg ea : a? ‘ —— 
: - e age - gr 5 
i - = i — ee ‘i aeapseis 
rae) ‘ aie ; Bi ‘ ‘ ve at spe ae 6 ae a, ee: eee 
Peat eae > ae a a. ee roe | ct aa a ro ee a z < ose. is Bure 3 aoe ca ay Se ete oo Ean is 
DES pe Wastiat wae oe iia ; ar cas Sais ae a aa sop! : Bat : Se Shee! - se - 
LO Te NR ed ai 7 ) os hig, ge a ae we eer . rk ahi . ge : ; 
a Be ae : e as. ‘ ‘ 
: ; F : a wer a oe t ii. Bir as 
aoe eye ae ieee rel ; : a a 5 ogee J aa sa 2% 
Sea, oe ; ie Pine 7 (piss _ aati ee or nes i = ee % se ee 5 oy Peer em, # baa — . ‘ Be i 
Se ee ee aes Bae ee ee at Sarees ; Rothe ee: | ie ee Pe aco emae a) See. * A. ieee ‘ Spee. par eae aS 
et as Vanttee ste ete ee. Se aia 7 i ie ; ee a ec oe ee ee oad the aK eer 2 Beis 2 Aor, : Pe a a me C3: ia ow ‘ 1s ga Tip? Renamed ‘ ee ils ne 
Sie es aie et se ne Sie Ses she aah ey ay ee _ yp en Mant an ot Bias es ee . Bech: rntegerag lee eae ere sos Ea * . a. ae os. Sy eas Ce a, es 
se Goey aes a ee Fee eee = ee oe pe ee A tae ra <a ae it ee Be : aa eee ia ae a Be ae oo 
he re i . ia See Link Pe as eh a a A ee he cats ae : ney Se eecgh : Riese al ne ee ; Bl a 
er ie eye os hes ee Be F ig et aha ae are 5 iS i 3 ee ee a t haat Ra et - ‘ i Pon ee as 
ae 2 Pee es mY : : - 8 oe , ~~, a ee as ‘ou i sy Le: we “Rogge ou 2 ee : oe 2 ms eae Gee te hee ae 
eg i acta : 4% » Map Tlen gi 4 ee alee sn ‘ % " eee erase 
: (ag SIL ten ee 3 oS a ‘ z ‘ oe he : Sat i dite a ee aes ona ep 
i eee - ae : ’ ee eee Sy sae § ies ’ TS a eee a ee a 5 cae er ‘ 
Beg ey ee eo = ‘ aes st ef — aun ke 7: ae ae be : 
ie ne ; ee a ; 24 ‘ e oe ». % on ; a ee 3 : he = ; 
ey aig oe é 7 = : pia ei . ee? r ae Fae a ke rae 
«a aa 8 E J 28 = ee ee Bs Pea © ol aa he To: Whe Ronee anes ee eee. aa ee oa 
sy Eee ee: es = ae 3 * ee ee ee ee ea eats. wt ong ee a ee ean « oe 2s ae [a 
egies ha _ ge - ‘ | ae te : pes et Pier’ a . ‘i es” 
Pes ee ad , ee pee aed ee : ss te be % oy ces gee ee ap : a ee. | 
Tw. 7 ae rc! a, MRR 8 * rare i ager eer ae wie ts aa ‘ oy capa Rascal ty F FS a, af : ome ia el 
a ae << : ve ie ie : ao) a 2 2 ren anes ae .. pee yc 
ee: ig ae de pt 7 : tae : Ee NEE pel i 4 ya a Pee aes. 
5 2 gt gee as S $ t — 7 aaa ge neo oe re - eee Ga r i ks em rs 
ae ipa ae #8 = P Sree eee "i We . "hi i; Girfoten ? 5 ea = ¢ ; ees = we 
7 : $ ‘4 i ae — ae " ' A os x +e ie : ; % a ee al * i d { sts a 3 a eee 
ie ; ‘3 i \ ce die ery ‘ ee af = £ ‘ F. 4 - ; ie 
is . VEE - -_ | P a) eee _ = ; 
“ " ¥ 2a tie ‘ak. ~~ : : Be 2 ‘ . af 
: a ; ra ‘ we A . a . ~ pce! - wee Son : 
ae ~ ice am t¢ eet. By FS . * 4 =i ‘. is 2 3 e aie a Ms er eo: 
— = aa : > — || | Pe ow | i Sf oe 
7 Ceres : : A _— Fee oe . . i ar) ee , me i | a “Gey co ; her ae r ? gaa: 
. ene A — * a. F es eae \ «a a - 7. “ai : 7 a: 5 x eh = Pa Fee oo 
Be gt Loa slee genaa Ae Re = ae S \ si ‘he, m is % " a q a . ; ee er se ae 
oa eee Ce? aN, 7 ae 0) ee 7 ee” “tne -_ a 4 ce ane cs . . Bla i 
sae ee ae ge’ neal =. apie “ “i ae q en OF . ae hs i so : y ie our as im a ee j Sagas ov ‘sig 
poy eee te oe ite 4 : Ba Ped 3 a aa fs: % ey fon nate - i. a ete: fe : ¥ ues S eee eee 
g Yon ere : ee ; 2 ; s&s pee Re x Sei, j co ' ‘ ~. a t be Be ae re arti ee ‘ i a ia: "aes 
Sa ee ee "9 ; ; 3 — oe % Cee i ss a: * ery ey EE eo: re. ey es a. Re eee 
ie eh ae _ : : ” ; : nee ey Toe * " af Z. ee. oes 4 a er : ae ae ae 
x —_ ™ 5 4 f 2 - a ¥ * = ? oa a ee i gon Ries. ror : 
ee ten i i ‘ a ; ; ~ : = a ‘ ‘et ae —. iia e Dee ‘“ Wiad eee 
Wa — e E- | ~~ . ie » Aa mae he 
5 e : ; ™ a = : ; % a : “et — a be ; 2 ete 3 : ia ; a0: 
ee ; Beis “Ree ae ‘2 oe reat ea Re Mest ‘ Be 5 4 4 ap os Brae far cone: oe Se 
ee oh 7 ay .) 3° ae cae ~«, (oe Be ia et Be eo. gl 
ae pei [ike Yo aaa ai os : a 3 te — oe: TRE: ' . © ge * 2 Se ae = Ee Sg eieabenge  hO a nen 
a ee es : " Re 7 ico ES : + Ne 3 i ee : ' net aaa im +f ES baba -f es ae soel ; aw cae oe 
Tae eee oe a ae : a a &; Fe ae a i Soar: 4 pe : aes 
r rea 7 a er) orl ne ns # a hue ay , na Me aes) E a ‘al See are ee ae ‘a 
: i pe = = » oa < ae a eh : a oe 4 ee ae ae ‘ oo oe R 
; Fags es 7 , ’ 5 a ee oe . : i 3 cet ation Shee? aes : 
Bit, arg hieag.y on He ed Bae 
" 3 ‘ arm a i Sates , a Jha a or) ict SR 
: : % a on : oe se i cs <2 eee Hite 
ioe ay ie as : — ‘ ~ - s ‘ ey ae wre? 
. 2s. hae i ? Wis as ee rs, f ‘4 ey “ be ee Ee 
' a . ‘ tie, : ae ne a. ‘ ie a y does ‘ et 
is ’ ied a a < ee ta e ie eee ee ee ‘Bed oe * ‘ ir a Mire ge are ; ‘ ; ae 
; : , ae : ¢ ri. @: ant, - soe , j " Ab pee © 5 ; a 
; , ae is a = - oo oe oe a. ‘ _ My : ‘ », eee ae : . By eee 
Cee og ee del alle oni ey a 4 ni a on woth We : — Ty ee, Ct ee rin ents 
ne as Pee ap gee , * — . poh ss, er meee + _ . We aa ‘ cee c if Agee ; ie un eae 
r pa ae mae Ba . a = eine ae —.  - , " nan wee Pe ‘ eae 
a a _ ” ~ Saas ap é > is J : van ry the 
, "am atte coe i “ “ if oa mye < y 
- : ‘ zl a ta ‘ Be —" Pe 4 ee < ah 5; eee gs 2 ae eee erg eS “Yad hy 
< ee eee Te ic He ; a oe af i _ a i ol - ae in ¥ 2 hee _ : prrd Gece 
ie NeeBns y etre es 2 a Mee see AL eS ie ‘ ig a ‘ w Pan - yee oa F. po - 5 ales us pS me * 2 
ic > el Se ee a F fi Seiphs ig te ae aot F. | pre. sate We Se és ine cay te 2350 See ee on 
ails ti faba: ee P eae roleoe a taney eames cs * 1 Teas ees, ‘ ‘real eal . é D ree a s Seeks Boe eh te, Aa ie Sp sr Se le 
sh Gy Pei , F mi ete ge he agi ’ ’ a. ae ri * ag a : > Pi bese ae ae a RG eee 
pee Waa call isggee sean aie ep > eee age a Pa ee a eo et iea ane Digiekok! een 
: toes op r sf Fel He A Beg eh = oe : ST eg & i Re swan A ie a ae pte eer mere lac ee, PRtaveds es 
ane oe” : 4 < Se, gale AC fe <9 ie ete seers tee ae gees Est oo Pavey eas ee ere ; ah de eal s Titik 20 pe Gili «a f ‘ 
eg er eee ae ee a “ Se a eo |) ae cr cee 2 2 ee Fae ea ane fe Par Ri ss P| a ieee Re eee ee 
eerie? ee ae : eo eee ie | cy Pea aa (ieee pee ae, Miss: oun, oote Ce ee ee 
. Bee eek a ae Bes | 3 Pee. rage eee. : oi Pea pose Ve meee Rates seh Pn gel f : ae er ae ne Oe le eg 
eee ee ea Bs i ; 8! ? is: <n : — bis er > : a's a ee a no. 
ms : he. ee Ps, le — oe ee test a ee, ae CD ae ae eee i 
: - Z esa =) Es = - _ fae . “ “ieee a ae gen a ae : ee Sta e Ap: Fat eee Rae i F fis an oe en oes ee Su . sea ie iS eet iil om fe aaa ee oe ae = — 
: 138 6 by r she See | Bae tc ete ele Sik See t te o q Po? eee ve hie hates. Beer Bi pes tee 
aN Lec: See . . - : “eee es ee ee ee ee sk cee Re ce ee ee 
x nee | 7 whe -_— 4 , gor aa bi “ <u Pr! 0 oe 3 ‘ “ . at a . — 
is y : a Ea : 4 o =e a 7 par Fd P < 4 ey 3 
“i eee ss ae a =o Sl ee nee ie a - ‘ Pi tins 
. J a i ean s (Oe ig ae aie 4, “Baia suse gah : ae [age thei “ 
‘ae 5 ~ il > e £ = 7 >% . Fora: re 
a soe ~ ® a - : ae % 4 oe mae ene ae ae at 
’ a. : : 2 = ee c. 
a =. mae * eee es i § cs Sediet he 
‘ ae . rd ¥ ¥ me Sane one, 2s pine = 4 2 
ute “a, 4 G : aia 
ae ae a ee 
‘ ; = ti +S ~ a : id 
: ~— ~ ee a 
7 . * " es a . 
< * 3 sy. sii an 
—— aie ™ __ — Sie j * gla: m : se 
1 i i eh a —" ~ ss So as ; ea 
gk Me te : . Rome eae 5 . _ ome) 3 j ss 
ene tm. Pre OS: eee >" “es — fia ei ae 
: be » i F ——_ - ae 3 oo 
: ‘ : y 
oe, nee ! eae eee = = i ue é e a Fy : 2 ee ER eh J ‘ are oe : Giea ‘ a aa 
i - : Pa a i oe 5 ret : Hy . ay : 


Pahere Ae a 


DATELINE, ACHEMA—“American manufacturers 
of chemical equipment can compete successfully in 
Europe because of shorter delivery times.” 

That was part of the story of ACHEMA, a gigan- 
tic chemical equipment exposition at Frankfurt, 
Germany, reported in CHEMICAL ENGINEERING by 
Eugene Guccione, assistant editor. 

Gene’s story, calculated to stir reactions in the 
American chemical industry, told CE subscribers 
that American exhibitors at the fair enjoyed great 
European sales success. European makers of chem- 
ical equipment, busy with a backlog of domestic 
orders, are not interested in the American market 
at the moment, the story said. On the other hand, 
one American firm, a supplier of gas density gages, 
received 1,500 inquiries. 

The fact that Gene was a working chemical engi- 
neer himself before joining McGraw-Hill’s CHEMI- 
CAL ENGINEERING helped him to distill the mean- 
ingful stories from the wealth of information avail- 
able at the exposition. Gene won his degree at New 
York University, plus an alumni award for his work 
in solar distillation. Before turning to business 
journalism, he was a technical writer for a chemical 
engineering firm and also worked as a chemical 
piping draftsman. 

Vigorous, incisive news coverage—like sending 
an editor to cover the important ACHEMA story 
personally—is typical of the editorial approach 
that has earned McGraw-Hill business publica- 
tions more than 1.5 million paid subscriptions. And 
these readers, key men throughout business and 
industry, are the kind of special audience adver- 
tisers depend upon for sales. 


ra McGraw-Hill 
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McGRAW-HILL PUBLISHING COMPANY, INC., 
330 WEST 42nd STREET, NEW YORK 36, N.Y. 


Developments of interest to all McGraw-Hill publications 
received full attention at the ACHEMA exposition. While Gene 
Guccione (center) covered for CE, McGraw-Hill’s World 
News Service Bonn Bureau Chief Pete Forbath (right) was 
ready with questions of his own. Here they discuss new 
chemical equipment with Dr. Herbert Bretschneider, Man- 
aging Director of ACHEMA and of the German Association 
of Chemical Equipment Manufacturers. 
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THE LUBBOCK MARK 


Authority 


EPITOR AND PUBLISHER'S 
Jith Annual Market Guide 


DOLLAR MARK 
Individual income in the 20 County 
South Picins Area Is $866,450,000 


ET 1S NEAR THE..... 


LUBBOCK 
AVALANCHE 


JOURNAL ~ 
Lubbock, Texas 


Interstate Vending Merges 
With Brass Rail Chain 

Interstate Vending Co., Chicago, 
vending company, has combined 
operations with Brass Rail Inc., 
New York, national food service 
enterprise. Blackstone, Steiner & 
Beekman, New York, handles the 
Brass Rail account; Interstate has 
no agency. 

The two companies will offer on 
a nationwide basis all types of pub- 
lic and private food service, rang- 
ing from completely automated 
service to luxury dining facilities, 
the companies said. Interstate 
services more than 20,000 vending 


machines in industrial and other | 
locations in 30 states. Interstate 
volume is $42,600,000; Brass Rail’s 
sales amount to $16,000,000. 


Ratke, Caine Appeal Conviction 

David L. Ratke and Monroe| 
Caine, convicted of mail fraud and 
false advertising (AA, July 31),| 
will appeal their conviction to the | 
U. S. court of appeals, according to | 
attorney Milton Bass, New York. A | 
federal court in Detroit sentenced | 
Mr. Ratke to one and one-half 
years in prison and fined him $3,- 
000; Mr. Caine was sentenced to) 
one year in prison and fined $2,000. 
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Advertising Age, October 30, 1961 


COULD YOU TAKE ADVANTAGE OF 
DAILY INTEREST ON SAVINGS 
NOW PAID BY PEORIA BANKS? 
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or ft First Federal 
EXPLANATION—First Federal Savings 
& Loan Assn., Peoria, ran this 
newspaper page to explain the dif- 
ference between savings accounts 
at banks and at savings and loan 
associations. It points out some ac- 
counts can earn more interest in a 
bank paying daily interest. Becht 
& Blomeyer is the agency. 


Coming 
Conventions 


(Listed Alphabetically) 


Advertising Federation of America, 2nd 
district, Hotel Hershey, Hershey, Pa., Nov. 
10-12; 8th district, Hotel St. Paul, St. Paul, 
Minn., Nov. 24-25. 

Agency Ma t Semi . Sspon- 
sored by Advertising Age, La Salle Ho- 
tel, Chicago, Oct. 30-31. 

American Assn. of Advertising Agencies, 
eastern region meeting, Biltmore Hotel, 
New York, Nov. 15-16. 

American Marketing Assn., annual win- 
ter conference, Biltmore Hotel, New York, 
Dec. 27-29. 

American Women in Radio and Televi- 
sion, national convention, Sheraton-Chi- 
cago Hotel, May 3-6, 1962. 

Assn. of National Advertisers, annual 
meeting, The Homestead, Hot Springs, 
Va., Nov. 2-4. 


‘Broadcasters’ Promotion Assn., annual 
convention, Waldorf-Astoria Hotel, New 
York, Nov. 6-8. 


Financial Public Relations Assn., 16th 
annual convention, American Hotel, Bal 
Harbour, Fla., Nov. 26-30. 


International Advertising Assn., 14th 
World Congress, Sheraton-Chicago Hotel, 
Chicago, April 17-19, 1962. 

National Assn. of Broadcasters, regional 
conferences: Somerset Hotel, Boston, Nov. 
10; Pittsburgh-Hilton Hotel, Pittsburgh, 
Nov. 13; Leamington Hotel, Minneapolis, 
Nov. 15; Robert Meyer Hotel, Jackson- 
ville, Nov. 20. 

National Business Publications, annual 
spring meeting, Boca Raton Hotel & Club, 
Boca Raton, Fla., March 11-15, 1962. 


Ohio State University, 18th annual ad- 
vertising conference, Ohio Union, Ohio 
State University, Columbus, Nov. 17. 


Point-of-Purchase Advertising Institute, 
15th annual symposium and exhibit, Mc- 
Cormick Place, Chicago, Nov. 7-9. 


Southern Newspaper Publishers Assn., 
58th annual convention, Boca Raton Hotel, 
Boca Raton, Fla., Nov. 13-15. 


Television Bureau of Advertising, an- 


nual meeting, Statler-Hilton Hotel, De- 


troit, Nov. 15-17 


Two Name Rosenbloom 

Irving J. Rosenbloom & Associ- 
ates, Chicago, has been named to 
handle advertising for Federal 
Bake Shops, Davenport, and Rain- 
fair Inc., Racine, Wis., manufac- 
turer of water repellent top coats. 


‘Family Camping’ Sold 
Evergreen Enterprises has pur- 
chased Family Camping from Dur- 
alith Corp., Philadelphia. New of- 
fices are in the Central Medical 
Blidg., Philadelphia. 
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DRUG NEWS WEEKLY 
will command 

the most immediate, 
most intensive 
readership in the 
drug field 


aranteed 
to be 
important 


EACH ISSUE / EACH WEEK 
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It has to. As the Drug industry's only weekly newspaper, Drug News Weekly is the 
fastest available source of news about manufacturer deals, new products, govern- 


ment action—in fact about all aspects of the retailing and wholesaling of drugs and 
kindred merchandise. 


Both editorially and in delivered audience, Drug News Weekly provides the unique 
opportunity for comprehensive coverage of today’s expanding drug market, includ- 
ing Drug Stores, Discount Houses, Supermarkets, Department and Variety Stores. 


Drug News Weekly takes its place as the newest in a line of Fairchild business news- 
papers which have become absolutely essential to practically every other retail 
field you can think of. Such successful service has made Fairchild the World’s 
largest business news organization. This is why we can back up our guarantee. 
Call us for a copy. 


DRUG NEWS WEEKLY 


7 East 12th Street, New York City. AL 5-5252 


The Big Difference is News 
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. . . OF CANADA'S POPULATION 
LIVES IN METROPOLITAN 


MONTREAL! 


That's an important fact to keep in mind 
when planning your sales program in Can- 
ada's largest city. . . . But here's another 
equally important fact . . . One newspaper, 
The Star, delivers your advertising to the 
majority of households in Montreal's English 
market. With its home readership by the 
family every evening, The Star gives you that 
extra reader attention which adds more im- 
pac? to your sales message. 


Write for a free copy of 
The Star's market data book. 


The Montreal Star 


Represented in the United States 
by O'Mara & Ormsbee Inc. 


| Arends Names 2, Adds 1 

| Donald L. Arends Inc., 
| Grange, Ill., has appointed George 
|B. Peterson a vp and has named 


Advertising Age, October 30, 1961 


el Agency Unit of ABC 


Acts to Formalize 


|Robert Russell an account execu- | Board Nominations 


| tive. Mr. Peterson joined the agen- | 


|cy in 1960. Mr. Russell was for- 
|merly with Three Dimensions, 
/Chicago exhibit company. At the 
‘same time, Arends has been ap- 
|pointed promotional agency for 
|Electric Light & Power, Chicago, 
|Haywood Publishing Co. publica- 
—_ 

| Power Promotes Wilson 

| Daniel Wilson, formerly a senior 


|producer of Jules Power Produc-| 


\tions, New York, has been ap- 
pointed vp and administrative head 
| of the tv packaging company. Jules 
| Power/ henceforth will devote all 
| his time to his new post as director 
lof children’s programming for 
| ABC-TV, meanwhile retaining his 
title as president of Power Pro- 
ductions. 
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Photo courtesy of BH&G Book Division, an A&SP advertiser since September, 1960 


When is a product a premium? 


Today, more than ever before, the emphasis in 
incentive merchandising is on nationally-known 
name brands. 


Some four thousand companies — manufacturers 
and business firms — regularly incorporate pre- 
mium or incentive offers into their promotion plans 
to introduce new products, broaden distribution or 
increase share of market. 


Because of the limited size of sales staffs of most 
companies selling the premium market, these im- 


portant premium buyers receive only infrequent 
sales contact. 


Yet this audience can and is being successfully 


cultivated through the judicious use of advertising. 200 E. ILLINOIS ST. 


Our present premium advertisers know it works. 
We would be happy to explain why it does if your 
company (or a client’s) is anxious to expand its 
share of the market for premium merchandise. 


Ala Advertising & 


S{P] Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


« CHICAGO 11, ILLINOIS 


| CHicaco, Oct. 24—The advertis- 


|ing agency division of the Audit 
Bureau of Circulations last week 
approved a resolution asking that 
a committee be established within 
the division which would nominate 
|'a slate of candidates for election 
\to the ABC board of directors. 
The resolution proposes that 
|members of such a nominating 
| committee would be chosen by in- 
| cumbent agency directors, and that 
/no committee member be eligible 
| for nomination as a director. Such 
|a committee would be selected at 
}each annual meeting. In addition 
| to candidates proposed by the com- 
mittee, other candidates could be 
nominated by the membership, 
which is the current practice in all 
| ABC divisions. 

Following are the other resolu- 
tions which were approved last 
week at the various divisional 
| meetings: 


e The agency division proposed a 
revision in the ABC by-laws, 
which would provide that one of 
the six agency directors be selected 
from a Canadian agency. 


e A resolution from a joint meet- 
ing of the advertiser and agency, 
divisions asked that “every busi- 
ness publication which has 
| significant unpaid circulation” 
provide an audit of the unpaid 
circulation. It currently is optional 
for business paper publishers to 
conduct such an audit of unpaid 
circulation. 


e The agency division adopted a 
resolution commending Sidney W. 
| Dean Jr., vp of McCann-Erickson, 
who resigned as an ABC director. 
Mr. Dean will retire in the near 
future from the advertising field. 


e The weekly newspaper division 
approved a resolution asking all 
divisional members to step up use 
of the ABC insigne in their ads in 
|the trade press and in their own 
publications. 


e The farm publications division 
asked the ABC board to adopt a 
new format for Paragraph 3 in 
publishers’ reports for farm books. 
This change will permit farm pub- 
| lications, on an optional basis, to 
report circulation by county-size 
breakdowns rather than by city- 
size breakdowns. 
| The only new director of ABC is 
| Fred Wittner, president of Fred 
| Wittner Co., New York, who, suc- 
ceeded Sidney W. Dean Jr., vp of 
McCann-Erickson. All of the other 
| 19 ABC directors were reelected. + 


Whitehall Shifts TV Shows 

Whitehall Labs, New York, 
through Ted Bates & Co., has shift- 
'ed some of its tv budget from al- 
| ternate-week sponsorship of “Cal- 
|vin & the Colonel” to “The Un- 
| touchables” and “Ben Casey,” all 
|ABC-TV shows. The additional 
/“Untouchables” buy gives White- 
hall a weekly one-third on that 
series. One-sixth of the show be- 
| came available when J. B. Williams 
| Co. dropped out in favor of arr ABC 
|daytime schedule. The alternate 
|sponsor of “Calvin,” Lever Bros. 
| Co., will take over as weekly back- 
er of the cartoon show. 


| Reynolds Boosts Wrap on Radio 
| Reynolds Metals Co., Richmond, 
| Va., will promote its Reynolds 
| wrap in spot radio for the first 
| time in at least two years. A six- 
| week experimental effort, starting 
| Nov. 6, will be run on nine stations 
|in Los Angeles, Dallas-Fort Worth, 
| New Orleans, Miami and Philadel- 
phia. From 40 to 60 one-minute 
spots per week per market will be 
used. The sound of foil will be 
musically and electronically ren- 
dered in the commercials. Lennen 
& Newell is the agency. 
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Life 
348 chances-to-sell per dollar 


...double your 
chances-to-sell 


7 V sets 


—or any other major appliance— 
with each dollar you invest 
in the Digest 


Every time an advertisement is seen, it has a chance-to- 
sell. And, nationwide research by Alfred Politz* has 
measured these chances-to-sell to people in families 
which bought TV sets recently: 


er 35,697,000 
dS ee ho 17,769,000 
SS a a re 16,801,000 
en SO a ee re 16,377,000 


Chances-to-sell to these buyers per dollar invested in a 
4-color page are illustrated at the left. As you can see, 
the Digest provides about twice the chances-to-sell of its 
nearest competitor . . . typical of the advantage you get 
advertising any type of product in Reader’s Digest. Let 


the Digest’s proven selling power work for your product! 
*Source: Alfred Politz Media Studies 
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be able to compare prices easily thinking.” hearings at the end of October, |machines. In 1960. he id 
~ fe . wal) ° ’ J 1 
Packages Fuddle between competing brands. The senator was pinch-hitting for yoy 


again in mid-December, and if nec-|of vended hot canned foods (in- 

Sen. Kefauver said the packag- | Sen. Phillip A. Hart (D., Mich.),| essary, early next year, to “give|cluding soups) was a little more 

2] ing and labeling hearings held last | who headed the “task force” of the | all groups and parties involved an|than $22,000,000, of which 60% 
Buyers, Kefauver summer (AA, July 3) “present just | anti-trust subcommittee, which | equal opportunity to explain their) was soup. 


one more good reason why there /|looked into packaging abuses. Sen. | position.” i eeds “ 
should be a Department of Con- a” ae ee : 


Tells Institute 


Comparison Vexations 
‘Another Reason for 
Dept. of Consumers’ | 


New York, Oct. 24—Sen. Estes _ 
Kefauver (D., Tenn.) contends) 
that the consumer is being “con- 
founded” by packaging practices 
which have become standard mar- 
keting procedure. 


Speaking at a session of the) 
Packaging Institute’s annual pack- 


aging forum, Sen. Kefauver said 
bad packaging and labeling tech- 


niques are not the work of “an| 


industry fringe,” but represent 
“some of our best known and rep- 
utable manufacturers.” 

The chairman of the Senate 
anti-trust and monopoly subcom- 
mittee also charged that “‘the mar- 
keting aspects of containers have 
not kept pace with technological 
advances.” He said today’s pack- 
age too often is not functioning as 
“an honest, easy-to-understand 
salesman.” 

“If our economy is to function 
properly,” he said, “it is necessary 
that the consumer’s choice be a 
rational one, that he reward with 
his dollar the manufacturer of a 
product who deserves to be re- 


warded for producing the better | 


product at thecheaper price. 


s “In other words, it is important 
to the health’ of our economy that 


the shopper be a wise shopper. | 


And to shop wisely means, at a 
minimum, that the consumer must 


“Packaged” 


Swipe Files 
4 rie pi , 


MANN’S PICTORIAL DICTIONARY 
AND ENCYCLOPEDIA 


One of the rarest pictorial works 
ever published. Literally thou- 
sands of hard-to-find illustra- 
tions, dating back to the 1890's, 
from all over the world. Great 
“swipe” file. Reproducible with- 
out copyright problems. Two 
volumes, each 280 pages, 8% x 
 ) Spr etecaae $35.00 


THE PICTURE DICTIONARY 


This gigantic work contains 
more than 100,000 pictures al- 
phabetically arranged, making it 
simple to find any “swipe” 
quickly. No similar book in ex- 
istence. Widest variety of sub- 
jects. Reproduction rights in- 
cluded; no copyright problems. 
A must for highly usable 
“swipes.” By saving hours of 
searching it pays for itself over 
and over. Two volumes, totalling 
3008 pages 9 x 12. The set. . $50.00 


INTERNATIONAL ENCYCLOPEDIA 
OF ILLUSTRATIONS 


The thousands of illustrations 
run through just about every 
conceivable subject known to 
man (and some not so well 
known). A _ self-contained 
“swipe” file and research aid. 
Reproduction rights included; 
no copyright problems. 448 ki 


size pages 10x 17.......... $25.00 
Special Combination Offer 
— SAVE 10% 


You save $11.00 when you order 
all three titles (5 volumes) for 
only $99. We ship prepaid when 
check accompanies order. Other- 
wise we ship C.O.D. plus delivery 
and C.O.D. charges. 


ARCO 


Dept. |! | 
480 Lexington Ave.. New York 17 | 


sumers at the cabinet level.” He 
said such an agency, in addition to 
helping the consumer, would be a 
“sounding board you could not pur- 
| chase for millions of your research 
|dollars [for information] as to 
\what consumers are saying and 


Kefauver said he and Sen. Hart 
believed “it’s always better to have 
self-regulation.” He said they were 
not pre-sold on any packaging 
legislation and had no particular 
legislation in mind. 

Sen. Kefauver added, however, 
that Sen. Hart planned further 


® William S. Fishman, senior vp 
of Automatic Retailers of Amer- 
ica, Chicago, called on marketers 
to start designing packages with 
vending machines in mind. Mr. 
Fishman said 17 cigaret packs out 
of every 100 are sold in vending 


container which the patron can 
secure without violation to his au- 
ditory sensibilities, without irri- 
tating the nerve endings of his 
hand, without being required to 
eat from an un-aesthetic container, 
without the need for openers or 
standing in line for openers, with- 
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out worrying about spilling. 


s “I submit that the food processor 
who views this market with an 
interest in selling food—rather 
than offering food in the container 
he has found satisfactory for his 
other channels of distribution— 
stands to make a lot of money.” 
Mr. Fishman said there are 32 
cold drink machines dispensing 
soft drinks in bottles for every hot 


cups for every hot food unit. While 
the average hot food machine sells 
100 units weekly, the average cof- 
fee machine dispenses 300 cups a 
week. . 


® Robert D. Glidden, vp of Per- 
sonal Products Corp., said pack- 
aging advances have been rela- 
tively “few and far between, and 
not always widely adopted.” The 


|result is “a handful of really ex- 


food unit, and five cold drink ma-| cellent packages, but most of the 


chines pumping out beverages in) 


others run the gamut from just 


fair to downright poor.” 


Elected to serve on the board of | 


the Packaging Institute were: Or- 


lin Johnson, vp, Bristol-Myers; N. | 


W. Postweiler, sales vp, Riegel 
Paper Corp.; and W. B. Tibbets, 
project manager, Union Carbide 
Plastics Co. 

E. H. Balkema, director of pur- 
chasing for Colgate-Palmolive’s 
household products division, was 
awarded the 1961 professional 
award of the Packaging Institute 
for his achievements in packag- 


ing. Mr. Balkema is one of the 
founders of the institute. + 


MacManus Names Connors, 
Brown, Hatch, Maddock 
MacManus, John & Adams has 
appointed Ray Connors to head the 
new public relations department in 
its Los Angeles office. Mr. Con- 
nors was formerly general manager 
of Philip Lesly Co., Los Angeles. 
At the same time, Russell G. 
Brown has joined the agency’s 
Bloomfield Hills, Mich., office as 


oe 
1° 
rd 
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BASIC TEST FOR MEDIA SELECTION 


Ask anyone, 
anyone 

you're trying 

to sell in the 
aerospace market, 
what 

BUYERS’ GUIDE 


fee he uses most. 


Photo Courtesy: REPUBLIC AVIATION 


Without a doubt, you will find 
AVIATION WEEK and Space 
Technology’s ANNUAL BUYERS’ 
GUIDE ISSUE the most widely 
used reference edition. 


It is the only BUYERS* GUIDE 
covering all segments of the vast, 
technologically complex aerospace 
industry. It contains over 50,000 
manufacturers’ product listings in 
1,800 product categories. Major 
categories include: Aircraft, Avi- 
onics, Space Vehicles and Missiles, 
Support Equipment and Activities, 
and Airport and Airline Equipment. 


ADVERTISER BENEFITS 


+ Advertisers’ product listings 
in Bold Face Type 


* Year long ad life 


* Multiple exposure of 
advertising 


* Reader Service Inquiry Cards 


* Manufacturers’ Indexes (by 
product and by manufacturer) 


* Advertisers’ Indexes (by 
products advertised and 
by advertiser) 


If you sell products, services, or 
materials to the aerospace industry, 
your advertising message belongs 
in the SEVENTH ANNUAL 
BUYERS’ GUIDE ISSUE ~— along 
with your company’s product list- 
ings. 


PUBLISHED: MID-DECEMBER 


Aviation Week 


Space Technology — 


36, 


55 


j|head of the marketing-merchan- 
|dising division. Mr. Brown was 
\formerly with N. W. Ayer & Son 
and Leo Burnett Co., Chicago. Fred 
J. Hatch, senior vp, has been ap- 
| pointed company officer in charge 
|of American Oil Co. and Standard 
| Oil Co. (Indiana) accounts. Clark 
| E. Maddock, formerly with Kenyon 
| & Eckhardt, has been named group 
| art supervisor on the Pontiac, Tem- 
pest and American Oil accounts. 


Howerter Gets New Post 

Dean T. Howerter has been ap- 
pointed central manager of Domes- 
tic Engineering, with headquarters 
in Cleveland. Formerly headquar- 
| tered in Detroit, Mr. Howerter 
| joined the magazine’s sales staff in 
1953. 


Reach, McClinton Adds Two 

Hotel Sherman, Chicago, and 
Lake Shore Management Corp., 
Chicago, have appointed Reach, 
McClinton & Co., Chicago, to han- 
| dle their advertising. 
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RIDDER-JOHNS, INC. 


New York - Chicago - Detroit 
San Francisco - Los Angeles 
St. Paul - Minneapolis 
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We can tel you who buys what in ‘Omaha and when and where 
they buy it. We probably know your client's rep or broker, too. 


The point is this: You have a friend in Omaha who can make your 


next me acoaule. more a through on-the- spobanerre’ 


J. H. Sawyer, 64, 
(Veteran Newspaper 


Representative, Dies 


CHICAGO, Oct. 24—Jacob H. 
(Jake) Sawyer, 64, exec vp and a 
founder of Sawyer-Ferguson- 
Walker Co., died suddenly yester- 
day in Passa- 
vant Memorial 
Hospital. He 
had suffered a 
heart attack in 
his office yes- 
terday morning 
and died short- 
ly after reach- 
ing the hospital. 

Mr. Sawyer 
was a pioneer 
and a recog- 
nized authority 
in the field of 


4 


Jacob H. Sawyer 
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frequently was at odds with news- 
paper publishers, some of them his 
own clients, and other newspaper 
representatives. 

The veteran newspaper repre- 
sentative originated and organized 
the first newspaper r.o.p. color 
conference, which was held in 1956. 
He also originated the food editérs 


| conference, and was responsible 
| for the formation of the new busi- 


ness committee of the Chicago 
chapter of American Assn. of 
Newspaper Representatives. 

At his initiation, such dailies 
as the Washington Post and the 
Battle Creek Enquirer & News con- 
ducted tests of the effectiveness of 
r.o.p. color ads vs. b&w insertions. 
Several years ago, Mr. Sawyer was 
awarded a lifetime membership in 
Newspaper Advertising Executives 

| Assn. for his many contributions to 
the newspaper ad field. 


r.o.p. color advertising for news-|™ Born in Chicago, Mr. Sawyer 


papers. He also was noted as a con- | 
troversial figure because of his) 
outspoken criticism of certain prac- | 
tices in the newspaper field, and 


(NEW) 


AFRICA-MIDOLE EAST EDITION OF TIME 


With the issue of January 19, 1962, TIME, 
The Weekly News Magazine, begins a new 
service for advertisers—the Africa-Mid- 
die East Edition. It’s the seventh special 
advertising edition of TIME. 

TIME Africa-Middle East will enable you 
to prepare special advertising for the unique 
needs of this vital emerging market. 


From Capetown to Tunis. . 


TIME representative. 


. from Dakar 
to Cairo to Istanbul, there is an urgent de- 


mand for the kind of goods and services 
your company can supply. These are the 
people you can talk to with profit—in the 
new TIME Africa— Middle East Edition. 
For more information, write or call your 


TIME U.S. 1923 @ TIME LATIN AMERICA 1941 @ TIME CANADA 1943 @ TIME ATLANTIC 1946 @ TIME 
PACIFIC 1946 @ TIME ASIA 1961 @ TIME SOUTH PACIFIC 1961 © TIME AFRICA-MIDDLE EAST 1962 


entered the advertising field in 
1921, when he joined McGraw-Hill 
as a space salesman. Later, he 
joined the Chicago Tribune’s ad- 
vertising department. When the 
Tribune started the old Liberty, 
Mr. Sawyer moved over to the 
magazine, where he became one of 
its top advertising salesmen. 

In 1929, Mr. Sawyer left Liberty 
to organize Sawyer-Ferguson- 
| Walker, along with J. Larned Fer- 
|guson. The company today is one 
|of the largest newspaper repre- 
sentatives in the U.S. 

Among Mr. Sawyer’s survivors 
is a son, James H., who is a ra- 
|dio-tv commercial writer with 
| J. Walter Thompson Co., Chicago. 


_PAUL R. HUGHES 


| TOoLepo, Oct. 24—Paul R. Hughes, 
| 66, founder of a direct mail adver- 
| tising company here, died Oct. 16. 
Mr. Hughes was born in Lexing- 
| ton, Ill., and lived in Toledo for 40 
| years. He was the founder of P. R. 
| Hughes Advertising Co., which he 
operated until he sold the business 
15 years ago. For the past 10 years 
he was an appraiser and liquidator 
of estates. 

Mr. Hughes was president of the 
Toledo Exchange Club in 1934 and 
previously had served seven years 
as its secretary. He also was a past 
president of the Toledo Advertising 
Club. 


+H. J. PRUSSING 


SARASOTA, FLa., Oct. 24—H. J. 
Prussing, 84, former western ad- 
vertising manager of Fairchild 
|Publications, died in a nursing 
| home here Oct. 20. 

Born in Chicago, Mr. Prussing 
served as western ad manager of 
Fairchild for 37 years before his 
retirement 15 years ago. He had 
been a resident here since his re- 
tirement. 


CHESTER SANDERSON 
PITTSBURGH, Oct. 24—Chester H. 
| Sanderson 54, advertising manager 
of Mine Safety Appliances Co. for 
the past 12 years, died of a heart 
ailment at his suburban Penn Hills 
|/home on Oct. 1. Mr. Sanderson 
|had been with the company 34 
| years. 
'" A veteran of World War I, he 
| was a member of the Assn. of In- 
dustrial Advertisers. 


‘SAMUEL WOLFF 

| New York, Oct. 24—Samuel 
| Wolff, 68, consultant to Coordinat- 
|ed Marketing Agency and a former 
'sales executive with Jos. Schlitz 
| Brewing Co., died of a heart ail- 
| ment in his home Oct. 21. 


‘TV Guide’ Splits Edition 

TV Guide will split its Arizona 
edition into Phoenix and Tucson 
editions on Nov. 4. The Phoenix 
edition will cover five stations 
there and one in Yuma; the Tucson 
split will program the area’s four 
| stations. The move will bring to 63 
the total number of regionals pub- 
lished by the magazine. 
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“They take an empty field and before you know it, 
10,000 people are living there. When is this town ever 
going to stop growing?” 
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New York is constant change, constant growth. Both in 
city and suburb. Exciting. Challenging. Difficult to keep 
up with. But not for advertisers. They keep sales up 
with the newspaper that grows with the market (that 
is growing in the suburbs at a faster rate than the 
suburbs themselves). The New York Times serves New 
Yorkers with the most news... sells them with the 
most advertising. New York is The New York Times. 
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Advertising Age, October 30, 1961 


CHOICE CHICAGO TvB Reports TV Usage, Billings Gains 
TELEVISION USAGE 
Average Minute Audience (Homes) 
@) rFI CE SPACE Ist Six Months Ist Six Months % 
1961 1960 Change 
in the | Total Day 13,882,000 13,244,000 +48 
Morning 6,519,000 5,966,000 +9.3 
e e Afternoon 11,678,000 10,938,000 +68 
Advertising Age Evening 21,058,000 20,430,000 +3. 
Average Hours per Home 
Building per Day 5 hrs. 22 min. 5 hrs. 19 min. 
Average Audience—Network Show (Homes) 
Nighttime 8,261,000 7,863,000 +5.1 
If you are considering new office space in Chicago, we The rent for this distinctive, convenient location is less Weekday Daytime 2,985,000 2,998,000 —0.4 
cordially invite you to inspect availabilities in the new than for any comparable space within miles—and it in- Week-end Daytime 3,382,000 3,532,000 andl 
Advertising Age Building at 740 N. Rush Street. aaa tice aa TELEVISION EXPENDITURES 
This building, which will become our headquarters in Desirable space, in any size units (up to 20,000 square iia ss6a,neneee eieasiaeme aied 
April, 1962, is now being extensively remodeled with the feet on one floor) will become available between now ee eoevig _—— , 
installation of a beautifully modern entrance and lobby, and April, 1962. Spot 311,927,000 315,191,000 —1.0 
new .automatic elevators and central air-conditioning. Total Gross Time, 
The building is ideally located just one block west of The Advertising Age Building is particularly weil suited Network & Spot $675,796,000 $651,485,000 +3.7 
Michigan Avenue and one block south of Chicago Avenue for agencies, publishers, media representatives, research 
—close to bus, subway, Lake Shore Drive, and the Ohio- organizations, art studios, — - men and sand 
Ontario interchange with all expressways. There is also allied interests. We already have a lease from one a y s » os 
ample parking across the street. and strong show of eanenaag from several publishers. — poe tng OO KFWB, Stuart, Little Electric 
If you would like to see space, or talk further about the possibilities, please call or Los Angeles, as director of sales Car, to Use Co-op 
write Jack Barnett, Advertising Age, 200 E. Illinois St., Chicago 11 (DElaware 7-5200) development. 


—_ | KALAMAzOO, Oct. 24—An electri- 
ER ee fied David, starting completely 
from scratch, has high hopes of 
chinking the armor of the Goliath 
automobile industry with a new 
entry of its own. 

The David is Stuart Motors, and 
its weapon is a small electric auto- 
mobile planned for introduction in 
January, 1962. Barry H. Stuart, 
president of the company, said he 
expects to have 25 dealers signed 
when the car goes on sale, and an- 
other 75 by June, 1962. 

The car, called the Stuart, meas- 
ures 115” over-all length and goes 
35 miles on a charge, at a top 
speed of 35 mph. It will deliver at 
$1,725, according to Mr. Stuart. 
(For comparison, American Mo- 
tors’ imported Metropolitan has an 
over-all length of 149.5” and an ad- 
vertised delivered price of $1,672.) 


‘manager eee 
iz ae = Mr. Stuart said there are no im- 
know a : pe np mediate plans for advertising the 


vehicle, but he added that local 
dealers are expected to advertise 
on their own. The company, he 
said, probably will set up a 50-50 
cooperative plan, paying half the 
cost of local advertising up to $50 
a vehicle. 

The company plans to purchase 
all the components, and do only the 
final assembly itself. He said that 


beta lite bt 
¥. + 
rae v4Ae 
Re 
‘+ 
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Se nearly all components except the 
Kite wet fiber glass body are stock items. 
x i > h “-: Mr. Stuart looks forward to sales 
Ae / we of 1,000-2,000 units the first year, 
ee 


and a yearly volume of 5,000 units 
by the end of 1963. + 


Hopkins-Campbell Formed 

Hopkins Agency and T. F. Camp- 
bell & Co., Ann Arbor, will merge 
to form a new agency, Hopkins- 
Campbell Inc., with billings in the 
neighborhood of $300,000. Princi- 
pals are Truman F. Campbell, who 
before forming his agency was 
with D. P. Brother, Campbell- 
Ewald Co. and Cadillac division of 
General Motors; Nat W. Hopkins, 
who formed his agency in 1949; 
John M. and James H. Hopkins; 
and Herbert M. Kennedy, comp- 
troller of Campbell. 


Ask the man from TME to show you complete f 
explaining why, in manufacturing, the vit jin 
“fluence is the engineering function. ae 

*TME’S 41,487 (ABC, June, 1961) ; 


tool..manufactur ring 
| e n q i n e e r @ Four Stations Name Prestige 
Prestige Representation Organi- 
zation, New York, has been named 
national representative by four ra- 
dio stations. They are WF LB, Fay- 
etteville, N. C., formerly handled 
by the Burn-Smith Co.; WTTF, 
Tiffen, O., formerly represented by 
the Donald Cooke Co.; KRIG, 
Odessa, Tex., previously handled 
by Thomas F. Clark Co.; and 
WYGO, Corbin, Ky., a new station 
expected to go on the air in Octo- 
ber. 


S&H Names Arthur Goldman 

Arthur E. Goldman, a former ad 
director of Gunther Brewing Co., 
Baltimore, has been named to the 
new title of manager of creative 
services of Sperry & Hutchinson 
Co., New York. 


system to let you rate the editorial merit of 
you 
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piR MAIL a;, mai ain mat AIR Mai, 4ir mar }'* MAIL 
piR MAIL a), man an we AIR MAN ain pay DVR MAIL 
AiR MAIL ai, Mane are eet AF Malt air ai OF waar. 
neha Mai ain MAY Ae MALL aR ma Be MAN 
aiR MAIL ai, Pra aye HA AR MA aire apie BOR MAIL 
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126 Fairchild subscribers insist 
on paying up to $125.00 a year 
more than the regular subscrip- 
tion rate for delivery by air. Rea- 
son: the news they get from 


FAIRCHILD 


BUSINESS NEWSPAPERS 


directly affects their daily busi- 
ness decisions. 

They—and a million other Fairchild 
readers —need the news of busi- 
ness fast. Fairchild, the world's 
largest business newspaper or- 
ganization, gets it to them first. 
Among the check-points by which 
you judge media, isn't the read- 
ers’ need-to-read high on the list? 


THE BiG DIFFERENCE IS 


NEWSO 


WOMEN’S WEAR DAILY + DAILY NEWS RECORD + HOME FURNISHINGS DAILY + FOOTWEAR NEWS + SUPERMARKET NEWS + ELECTRONIC NEWS + METALWORKING NEWS + DRUG NEWS WEEKLY + MEN'S WEAR MAGAZINE 


FAIRCHILD PUBLICATIONS, INC., 7 EAST 12 ST., NEW YORK CITY 
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FOOD MERCHANDISING AWARDS—T'hese three ads won award of excellence plaques for 
three advertisers and their agencies from Food Merchandising. The ads appeared in 
the May issue of the magazine, and the awards were made on the basis of Starch rat- 
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ay 
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ings. The advertisers and agencies are National Tien Federation (David W. Evans 
Advertising, Salt Lake City); C. V. Hill & Co. (Bauer Advertising, Seaford, L.I.); and 
Diamond National Corp. (Gardner Advertising Co., New York). 


NOTHING SELLS FOOD 


came | HANKSGIVING! 


Once a year the entire nation puts on the feed bag in 
the grand manner — and gives thanks that it's able. 
We Texans make a fetish out of not being outdone. 
nite i Plates are piled high, and anyone who doesn’t at least 
aaa ask for seconds has affronted their host. At no time, 

2 ee anywhere is there such a favorable climate for grocery 

selling as Thanksgiving in Texas! And The Dallas News 


is climate-right for selling foods. 


mec teenet 


NOTHING SELLS BIG D 
LIKE THE NEWS! 


THE CLIMATE’S THE THING! 


As vital as cranberry to turkey... The News’ 
favorable climate adds quality and zest to food 
advertising. This strong selling-climate —more 
than The News’ larger circulation—is why The 
Dallas Morning News carries more food adver- 
tising than many metropolitan evening papers. 
Its friendly persuasion quickens product accep- 
tance—sells more. 

THERE’S STILL TIME to schedule The News’ special Thanks- 


giving tabloid recipe book, ‘‘Julie Benell’s Holiday Recipes’’! 
Over 350 recipes, 36 to 40 pages. 


Publication: Sunday, November 19. Deadline: November 15. 


Ghe Ballas Morning News 


CRESMER & WOODWARD, INC., National Representative 
THE LEONARD CO., Florida Travel Representative 


Dailies’ Linage Off 
5% in Ist 9 Months, 
‘Media Records Says 


New York, Oct. 24—Newspaper 
advertising linage declined 5.4% in 
the first nine months of 1961, com- 
pared with the corresponding pe- 
riod last year. The dip was from 
|2.12 billion to 2.01 billion lines, 
| according to a 52-city summary by 
| Media Records. 

Automotive was the biggest los- 
er, down 11.6% to 111,800,000 lines. 
|Also off were total general and 
; automotive, down 8.2%, to 345,- 
920,000 lines; classified, behind 
7.3%, with 526,272,000 lines; gen- 
eral, off 6.5%, to 234,120,000; total 
| display, with 1.48 billion lines, a 
4.7% skid; department stores, 
which fell 4.5%, to 385,778,000; and 
retail, including department stores, 
| with 1.09 billion lines, 4% under 
last year. The only nine-month 
gainer was financial, via a 7.9% 
jump to 43,649,000 lines. 


s In the month of September, off 
|3.5% with an 8,287,000-line drop, 
| there were two bright notes: auto- 
| motive was ahead 12%, to 13,726,- 
, 000 lines, and financial was up 
9.2%, to 4,151,000. Losers were 
| general, 6.7%; retail, including de- 
partment stores, 4.8%; total dis- 
|play, 3.6%; department stores, 
2. 4%; and total general and auto- 
| motive, 1.1%. # 


|Helbros Plans Campaign 

| Helbros Watch Co., New York, 
will use spot radio and tv and 
magazines in its pre-Christmas 
campaign. The 10-second spots 
will run on 40 radio and tv sta- 
tions in major markets. Two-col- 
‘or magazine ads are slated for 
Esquire, Good Housekeeping, Life, 
The Saturday Evening Post and 
| Seventeen. S. J. Reiner Co., Mineo- 
\la, N. Y., is the broadcast agency; 
E. A. Korchnoy Ltd., New York, 
| handles print advertising. 


Clissold Appoints Two 

Clissold Publishing Co., Chicago, 
has appointed two advertising 
salesmen. William J. Grewe will 
|represent Baking Industry and 
Drive-In Restaurant; Robert P. Ar- 
vin will represent Hospital Man- 
agement and Hotel Monthly. Mr. 
Grewe was formerly a salesman for 
Procter & Gamble Distributing Co. 
Mr. Arvin was an advertising 
counselor at Business Men’s Clear- 
ing House. 


| Haywood Promotes Mattran 

Gerald C. Mattran, formerly cir- 
iculation manager of Haywood 
Publishing Co., Chicago, has been 
promoted to circulatién and sales 
promotion manager of Consumer 
Packaging, Industrial Packaging 
and Boxboard Containers. He will 
continue with his present circula- 
tion responsibilities. 
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MADE IN JAPAN! 


Tape-recorded live from Tokyo or Detroit or any other major metalworking market, leading manufacturing 
executives and PRODUCTION’s globe--ircling editors confer at the famous PRODUCTION Round Table! Highlight 
of the December issue, the Tokyo Round Table takes a close-up look at the events and ideas that have made Japan the 
free world’s seventh largest trading nation.  PRODUCTION’s January Automotive Issue will include the fast-moving text 
of the 130th Round Table conference, held in Detroit. Top automotive manufacturers discuss with PRODUCTION editors 
the need for “manufacturing flexibility” in the pace-setting auto industry. D Wherever DRO {} i CT j ON 
‘mportant manufacturing news is made, at home or abroad, PRODUCTION editors are sie @ikestide” 6? aaa eeaene 
ready to provide a complete, authoritative analysis. That’s one reason why PRODUC- p RO 1D 1 CT ; yj . 
TION and PRODUCTION International (Premiere Issue, December 1) are your best 

buy to sell the metalworking markets of the world! 1) Get your advertising into TERN ATIONAL EDITION 
PRODUCTION now! 0 Bramson Publishing Company, Box 1, Birmingham, Michigan. 
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Tall Towers Re-Shape the Strategy 
Of New Mass Marketing Campaigns 


Impact of ‘“Big Sticks’’ 
Delights Users of TV, 
Irks Competing Stations 


Television’s potential as a sales 
tool has taken on new dimensions 
in a handful of U. S. markets. 

Each of these areas boasts one 
of those unique engineering achieve- 


use the most muscular of all mass 
media, Tall Tower Television. 


e An advertising manager, for ex- 
ample, finds a Tall Tower supplies 
solid TV sales support for trade 
areas that never before enjoyed 


such help. Obviously, retail activity 


can be stepped up without any in- 
crease in overall advertising invest- 
ment. This is a development that is 
not likely to bring gloom to any 


ments usually dubbed “The Tall | hoard of directors. 


Tower.” A lofty tribute to someone’s 
ability to “think big,” this utili- 
tarian giant sends TV’s selling 
signal booming out to consuming 
masses that competing media can 
only dream about reaching. 


# The result: experts in every 
phase of the marketing function 
find they must re-evaluate these 
markets to take full advantage of 
this unusual video impact. What- 
ever yardsticks these marketing 
specialists use, they are certain to 
come up with some startling con- 
clusions! 

No longer valid is the old concept 
of covering only a metropolitan 
market. Outdated, too, is that fav- 
orite of print media, “the retail 
trade zone.” Even the more modern 
idea of regional marketing via TV 
has to be expanded in Tall Tower 
markets. Any lesser approach 
passes up a golden opportunity to 


Now it’s official... 
San Antonio is 


And what about the effect of this 
| Tall Tower on the company’s co-op 
|advertising program? The smaller 
dealer— who traditionally has 
|moaned “When are you going to do 
some advertising in my town?” — 
is finally willing to agree that the 
| company’s schedule on a Tall Tower 
| station really reaches local custom- 
ers. Participation by more distribu- 
tors of this type cuts the amount 
that each must pay, so co-op cam- 
| paigns become more welcome, more 
| frequent and, hence, more effective. 


s While the advertising manager 
has been becoming pleasantly ac- 
| quainted with Tall Towers, the 
;}media analyst at his advertising 
agency also has made interesting 
findings. 

This expert notices that some TV 
stations are pushing back the hori- 


zon, adding a dozen or more counties 
that competing channels do not pen- 


eg 2 


Advertisement 


etrate to an effective degree. In the 
San Antonio Television market, for 
example, the 1960 ARB Coverage 
Study credits WOAI-TV (the Tall 
Tower station with the: greatest 
coverage) with 52 counties — com- 
pared to only 39 for the VHF with 
the shortest tower. 

e Everyone performing the time- 
buying function for an agency is 
made conscious of Tall Towers by 
sales presentations stressing “Total 
Homes” — supplied by stations for- 
tunate enough to be operating from 
a big stick. Conversely, pitches by 
competing channels show a strange 
fondness for metropolitan rating 
points and are apt to speak dispar- 
agingly of extended coverage that 
delivers “windmills and jack- 
rabbits.” 

The real oddity in this difference 
of emphasis is that some of the most 
vocal supporters of the glorious rat- 
ing point have quietly applied for 
permission to build their own Tall 
Towers! Clearly, continuing market 
research by agencies and advertis- 

jers has firmly established the im- 
| portance of delivering people rather 
| than percentage points. 

And an increasing number of 
| 1961's fourth quarter schedules are 
going to Tall Tower stations solely 
on the basis of potential. With many 
of their commercials slotted in or 
adjacent to wholly untested pro- 
gram fare (which describes the 
prime time line-up in any market), 
time buyers and their clients reason 
that they are reducing'the risk by 
choosing a channel which, sign-on 
to sign-off, delivers more than its 
fair share of the audience. 


the Nation’ 


3 7 th La rgest City 


Advertising Age, October 30, 1961 


Network Radio's Top Advertisers* 


Based on Four Weeks Ending Sept. 3, 1961 


Copyright by A. C. Nielsen Co. 


Home Broadcasts 

Total 

No Home B’dests 

of Delivered 

Rank Advertiser B‘dests (000) 
1 Standard Brands, Inc. (CBS, MBS, NBC) .............. 391 160,634 
2 Liggett & Myers (CBS, MBS, NBC) ............00.000000.. 315 117,211 
3 Bristol-Myers Co. (4 nets) 246 108.362 
4 Chevrolet-General Motors (CBS, NBC) .................... 218 102,968 
5 R. J. Reynolds (4 nets) 272 89,962 
6 Minnesota Mining & Mfg. (MBS) 198 77,051 
7 Aluminum Co. of America (MBS) 159 64,839 
8 Mennen Co. (ABC, CBS, MBS) .......... 210 61,520 
9 Seven-Up Co. (ABC, CBS, NBC) 168 59,003 
10 Metropoliten Life fins. (NBC) ..........cccccccccccsssescscsces 135 57,915 
VW P. Lorillard Co. (4 nets) 224 51,428 
12 I a Bein Ty CD Kncrcsseccisseccissececescncasncices 117 46,590 
13 Ex-Lax, Inc. (4 nets) . 147 44,558 
14 Int'l Minerals & Chem. Corp. (CBS) .............c:ccc0ee 90 42,686 
15 Sterling Drug (MBS, NBC) 120 40,856 
16 Automotive-Am. Motors (MBS, NBC) ........................ 98 31,408 
17 Hudson Vitamin Prods. (MBS) ..........:ccccccccccssceeeeeees 79 26,208 
18 Jeffrey Martin Labs. (MBS) ............:ccccccccccesceseeeseeee 88 20,670 
19 re ee ee 67 20,276 
20 Foster-Milburn Co. (ABC, CBS, NBC) «0.0.0.0... 40 19,386 

Commercial Minutes 

No Total 

Comm’! Comm’! 
Mins. Min. Del’d 

Rank Advertiser Aired (000) 
1 Standard Brands, Inc. (CBS, MBS, NBC) ................ 300 113,298 
2 Chevrolet-General Motors (CBS, NBC) .................... 203 90,831 
3 Liggett & Myers (CBS, MBS, NBC) ............::c000 240 83,397 
4 ae ence 141 59,453 
5 Minnesota Mining & Mfg. (MBS) .... psbanoctaesaanatt 161 58,306 
6 Pe Be RIND GID ness ccccccntensersvesiniicorectsiitpeneenced 162 47,429 
7 Mennen Co. (ABC, CBS, MBS) ............cccccccsecccceeeeees 163 46,992 
8 Metropolitan Life Ins. (NBC) . 115 45,267 
9 Seven-Up Co. (ABC, CBS, NBC) .........:cccccccseesesesee 126 40,729 
10 SP I Cia TO NI cic cecctecctcensbeensevtnsenssbassoreded 173 35,950 
iB ee ene ene - 113 35,579 
12 WBe Be, CR GR, COE) ncenicase nec cccessssctcncesncnincees 86 32,486 
13 Aluminum Co. of America (MBS) 0.0.0.0... 80 29,913 
14 Int'l Minerals & Chem. Corp. (CBS) .........cccccccessere 68 28,151 
15 Ex-Lax, Inc. (4 nets) 82 24,463 
16 Automotive-Am. Motors (MBS, NBC) <n 75 22,522 
17 Oldsmobile-Gen. Motors (CBS) ...........:ccc:cccseeeseeenees 43 17,606 
18 BPA. CRIB) gecrstecceenscessssosiversesitinesorcssessstees 60 16,176 
| 19 CREE: BATE CEBE, DUG) nc ccicsccsecsicsressrcrcccsiecocesicecs 55 16,057 
20 Foster-Milburn Co. (ABC, CBS, NBC) .................... 35 15431 
*Ranked by total home broadcasts delivered and by total c cial minutes delivered 
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for individual advertisers by all programs and participation on all radio networks used. 


CBS Radio Appoints Two 'Hanly Joins WGBS 

Gene Jankowski, formerly with John P. Hanly, formerly a sen- 
WBNY, Buffalo, and Robert A.) ior account executive of Sorin Hall 
Frank, formerly with CBS-TV) Advertising, has joined WGBS, 
sales service, have been named) Miami, as advertising and promo- 
account executives of CBS Radio, tion manager, replacing Spencer 
New York. Danes. 


© for Ad Agencie 
Who 


Golden Car Key 
Programs by Allied 


reverse 
100 million drivers use their car key ee. 
daily. Your client’s message on a 

personalized Golden Car Key, cut 

to fit the car, reaches the target 

daily—repeatedly—effectively. FULL AGENCY 


Programs ideally suited for: 


INDUSTRIAL ACCOUNTS—FINANCIAL 
INSTITUTIONS—RETAIL OUTLETS— 
SUPERMARKETS—SALES 
CAMPAIGNS, ETC. 


COMMISSION 


Write or phone for free 
sample key (state make 

& year of car), case his- 
tory brochure & price list. 


AL L IED Associates 


110 Cummington St. Boston 15, Mass. COngress 2-1240 
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October 2, 1945 


January 18, 1949 


September 21, 1954 Look passed 4,000,000 circulation 
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§ Look passed 5,000,000 circulation 


April 2, 1957 


7 September 29, 1959 


WELFARE 
CHISELING 


Qe Nev eM HER 196) 


Success is a journey... 
not a destination. 
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San Francisco, Oct. 24—Adver- | 
tising research should become an 
effective substitute for judgment, 
but it has fallen short of its prom- 
ise because of the ineptitude of | 
some of its practitioners, Paul 
Gerhold, of Foote, Cone & Belding, | 
told the American Marketing Assn. 
here last week. 

Mr. Gerhold, vp of FC&B and 
vice-chairman of its New York 
plans board, said many business 


a ee’ 


people liken marketing research | 
to the nursery rhyme pussy cat, 


that went to London to visit the 


wag 


queen and ended up frightening | 


a mouse. 


: Among the current doll jokes, | 
: he said, is this one about the re- | 


search doll: ““You push the button, 


and if anything happens, it’s brok- | 


en. 


s This unfortunate image, he said, 
can be traced to the “fringe mem- 
bers of the research population— 
some oddballs, some opportunists, 
some disbelievers, some utter ras- 
cals.” He offered this “rogue’s gal- 
lery” of incompetent researchers: 
e The boob: “The boob is forgiv- 
able, and unavoidable; for re- 
search, like all human activities, 
must have its quota of pleasant in- 
competents.” 
nificent impartiality 


tree on which he lights, be it sap- 


ling or giant of the forest, so the | 


insects can get it. He is the little 
mind, clogged with minutiae, di- 
rected not toward the main chance, 
but the extended quibble.” 


researcher who, when he is asked 
the time, asks what time you 
would like it to be. He is all nose 
and no backbone. He sells a little 
of himself with every project. If 
he were female, we would know 
exactly what to call him.” 

e The bookkeeper’s buddy: “He 
is, I think, deeply fearful that 
what he and his research will 
contribute has no particular value, 
and he expiates his guilty feel- 
ings by making sure that it doesn’t 
cost much either.” 

e The ditto machine: “He is the 
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BACON’S. 
PUBLICITY CHECKER 


Now listing both. ... MAGAZINES 
Over 3700 Business, Farm and Con- 
sumer magazines. 99 market groups. 
Coded to show kind of publicity used 
by each magazine. 


Re eo ae and NEWSPAPERS 
Over 600 dailies in U.S. and Canadian 
industrial and market areas. Gives all 
vital data, including business editor's 
name. Also lists syndicated business 
columnists in U.S. and Canada. 


Every magazine and newspaper you 
need. 424 pp. .. . 6%" x 94". . . spiral 
bound to lay flat while using 
» ++ permanent cover. 


Quarterly Revisions 


Revision sheets sent to users 
in Jan., April, July, 1962. Your 
Checker always up-to-the minute. 
Order copies you need today! 


e The woodpecker: “With mag- 
and great | 
skill he drills little holes in each | 


e The boss backer: “He is the 


Gerhold Offers “Rogue's Gallery’ 
of Researchers to S.F. Marketers 


technique-addicted researcher. He 
knows his method well, but it has 


never occurred to him that preci- Stretches little pieces of research | 
sion is not really a substitute for | OUt so long that the original prob- 


pertinence.” 


e The mince maker: “He makes 
a fetish of analysis, and a for- 


gotten art of synthesis. Finally, in|search tradition of laborious fact 
a welter of confusion, he simply | collection. He is able to make these 
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| ames more than a little, since he 
| had, for some years, been selling 


| reports everything he’s found, and | little omissions because he already | his particular wine almost entirely 


| 


leaves to someone else—usually|has the most important of all 
management—the job of gluing it) knowledge, a profound under- 


all back together. A special sub- standing of human personality and 
classification is the progressive Or | p»yman behavior. 


time series mince maker, who “It was a superseer who told a 


| wine maker of my acquaintance 
| that the image of his sacramental 
| wine was irrevocably tied in con- 

e The superseer, or clairvoyant:|sumers’ minds with the blood of 
“He typically disdains the re- | Christ. This surprised the wine 


lem is forgotten.” 


| to the kosher market.”- 

e The prudent purist: “This is 
the professional virgin of research, 
whose purity is not to be defiled 
by the harsh reality of practical 
interpretation. I have seen the pru- 
dent purist brought to the stage of 
hysteria by the simple question, 
‘What should we do about it?’” 

“The product of research is 


Advertis 


knowled 
search i 
said. 
“Some 
sist that 
must be 
substitut 
we will 
research 
ance, 1m 
reality.” 
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Advertising Age, October 30, 1961 


knowledge, but the goal of re- 
search is decision,’ Mr. Gerhold 
said. 

“Some day, perhaps, we will in- 
sist that anything labeled research 
must be an effective judgment 
substitute. When this happens, 
we will have brought marketing 
research, in fact and in appear- 
ance, much closer to marketing 
reality.” + 


Kelleher Heads JWT, Miami 
J.J. Kelleher Jr. has been named 


manager of the Miami office of| hardcover Contact editions book,|new line of dip mixes. Sampling | 


J. Walter Thompson Co., succeed- “The Artists’ & Writers’ Cook- techniques will be the primary 
ing A. I. Cameron, who has been | book,” with insertions in Novem-| tool for promoting the new mixes, 
appointed manager of the Lima, ber and December editions of The | which come in three flavors—on- 
Peru branch. Mr. Kelleher joined| New Yorker, the New York Times ion, bleu cheese and garlic-olive. 
the Miami office in spring, 1960;| book section, Sunset Magazine and | 
he previously was with Thomp-|Woman’s Day. Kennedy-Hanna- ‘Hall, Haerr Adds Two 
son’s New York office and later| ford Inc. is the agency. | L. R. Nelson Mfg. Co., Peoria, 
represented the agency in Colom- 'manufacturer of lawn, turf and 
bia and Venezuela. Frito Introduces New Dips agricultural sprinkling systems, 
Frito Co., Dallas, is using a mod- | and Dennis Chicken Products Co., 
Angel Sets New Book Push ern foil and acetate package flexo- | Augusta, Ill., have named Hall, 
Angel Island Publications, San | graphically printed in six colors Haerr, Peterson & Harney, Peoria, 
Francisco, will launch its first|by Milprint Inc. to introduce its | to handle their advertising. 


WHAT DO VICE PRESIDENTS DO? 


You know how it is— 


approve, reject, think, worry, ponder, 

manage, people problems. That’s how it is 
with vice presidents in industry. So they have = 
plant engineers to study the details, - % 
investigate, specify, make decisions, R) " 
keep up-to-date on things, and read .... 


MINK & CIGAR—A cigar smoking 
model adds zip to this ad for Saga 
Blue Fox mink in the Nov. 12 New 
York Times Magazine. The agency 
is Leber/Katz/Paccione, formerly 
Leber & Katz (AA, Oct. 16). 


Sales Giants, that is... 


This describes, in a phrase, 
the Independent Standard 
Metropolitan Area of 
San Bernardino and 
Riverside Counties, 
California’s 4th largest 
market, and the 29th largest 
market in the United States! 
A booming community of 
proven buyers! ... whose 
Effective Buying Income last 
year exceeded $1.4 BILLION! 
An exploding community 
whose population increase in 
the last decade has been 12th 
largest, numerically, in the 
Nation! In gasoline sales, 
18th in the U. S.! The land 
of America’s most glamorous 
resorts, center of industry, 
mining and military 
establishments. If you’re 
not getting your share of this 
fabulous market, there’s only 
one way to reach it! Through 
the two newspapers which 
saturate it with unduplicated 
coverage and which have 
helped make Metropolitan 
San Bernardino- Riverside the 
LAND OF SALES GIANTS! 
Source: 
1960 Survey of Buying Power 
RIVERSIDE 


PRESS-ENTERPRISE 


Represented Nationally by 
Newspaper Marketing Associates. 


SAN BERNARDINO 


SUN-TELEGRAM 


Represented Nationally by 
Cresmer and Woodward Inc. 
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We believe in it, we mean. 

We believe in the kind of good humor 
you find in “Ozzie & Harriet,” for instance. 

And we believe in its effectiveness as a 
medium for advertisers. 


The audience that has followed this 


We take our comm 


series into its eleventh year gives weight 
to our belief by once again putting it in 
first place in its time period.* 

The audience has also chosen to keep 
their dial on ABC-TV. Three comedies 
that follow“Ozzie & Harriet” on Thursday 
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nights are also first in their time periods. * 
They are ““My Three Sons,”’ in its second 
season, “Donna Reed,” in its third, and 
“The Real McCoys,” in its fourth. 

You can’t laugh off success like this. So 
if you’re serious about selling, get your 


laughs from the comedies on ABC-TV. 
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ABC Television 


*Source: Nielsen 24 Ma 
Ending Oct. 8, 1961 


tket TV Report, Average Audience, Week 
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PUBLISHER'S REPRESENTATIVES | ‘Popular Mechanics’ Boost 


ST 2-8996 


WALTER E. BARBER CO., INC. on a circulation of 1,300,000. 


SSUSTH AVE Ny.17| _POPular Mechanics, Chicago, will 
my 2.5253 | Taise its rates effective with the 
CHICAGO March, 1962, issue. A one-time 


6 NO. MICHIGAN AVE.| b&w page will go from $3,600 to | 


Gs. 
Es bach 


CLASSICS FOR COLOR TV! 


ce Fred Coe joins the trend to Color TV with ‘‘Theater '62"’, a 
reas live series of full-hour dramatizations of David O. Selznick 
screen classics. Get the full story about the trend to Color 
today. W. E. Boss, Director, Color Television Coordination, 
RADIO CORPORATION OF AMERICA, 30 Rockefeller Center, 
New York 20, New York, Tel: CO 5-5900 


FRED COE PRODUCING SELZNICK 


Adman in the News. 


Circulations, is an unusual adman. 


| 
| 


$3,960. The new rates are based !™ a 35-year career in advertising, 


he has worked 
for only one 
company — Un- 
ion Carbide 
Corp. 

Mr. Boggs ac- 
tually entered 
the advertising 
field by a quirk 
of fate. He 
trained to be an 
engineer and 
architect while 
attending Cor- 
nell University, "et Sess 
from which he graduated in 1926 
with a master’s degree in mechani- 
cal engineering and naval architec- 
ture. 


. - Robert Boggs 


Robert W. Boggs, the new board |on “Oxy Acetylene Tips,” an ex- | 
chairman of the Audit Bureau of) ternal house organ. Before he could 


start his editorial duties, he was 
| shifted into general technical pub- 
\licity and public relations. Among 
his early duties was writing tech- 
nical advertising copy for Union 
Carbide ads. “In those days, agen- 
cies had very few or no technical 
writers,” he recalled. 


= After a series of promotions in 
various divisions of Union Carbide, 
Mr. Boggs was promoted to manag- 
er of advertising for Union Car- 
bide Plastics Co. three years ago— 
|his present position. 

Mr. Boggs’ department currently 
numbers 36, plus a secretary. Ad- 
| vertising is “only one facet” of its 
| work; the preparation of technical 
|literature, with stress on how-to- 
/use-the-product, forms the back- 


He joined the old Union Carbide | bone of the program. 


e & Carbon Corp. shortly after grad- | 


“You might say,” Mr. Boggs told 


uation as a technical writer to work ADVERTISING AGE, “that it’s making 


BUYERS OF THE YEAR 


These two companies have just made the most productive buy 
in Southern California television. The buy’s productivity is 
rooted in twelve years of KTTV service to Southern California. 


Beginning Jan. 2, 1962, they will sponsor the KTTV Special 
Events package: 


More than 100 hours of scheduled events (Rose Parade, 
Santa Barbara Fiesta, Easter Sunrise Services, etc.), provoc- 
ative local and national documentaries—and KTTV's 


nonpareil coverage of fast-break news stories like floods, rob- 


beries, fires, accidents. Real, living television that eclipses 


anything from make-believe land because (a) you know it’s 


happening as you watch, (b) you don’t know what'll happen 


ra oe As next. 
E apeee © 


Liggett & Meyers and Great Western Savings 
and Loan Association have made the buy of the year, 
the year of television's Renaissance of Local Vitality. 


KTTV + TIMES-MIRROR BROADCASTING COMPANY + 5746 Sunset Boulevard + Los Angeles 28, California 


REPRESENTED NATIONALLY BY BLAIR-TV 


ATTV 


Advertising Age, October 30, 1961 


DELICIOUS — 


NOW IN CANS—Meadow Gold Dairy, 
division of Beatrice Foods Ca., 
Chicago, is running this 560-line 
b&w ad in newspapers to launch 
national distribution of Formula 
900 liquid diet in cans. It was for- 
merly available only in quart car- 
tons. Hill, Rogers, Mason & Scott, 
Chicago, is the agency. 


| snowballs for the salesmen to 
| throw.” 

Carbide Plastics literature has 
undergone some surgery since Mr. 
Boggs took over. Formats have 
been changed; individual “person- 
alities” and color characteristics 
have been adopted for each major 
product category. 

The department also has been 
producing its work at less cost by 
tapping more of the corporation’s 
own facilities, such as central pur- 
chasing and central art and design. 
As for media, Carbide Plastics has 
geared itself to business papers, 
Mr. Boggs said. 


s Boating is Mr. Boggs’ favorite 
hobby. He owns a cabin cruiser and 
has been a boating enthusiast for 
many years. He and Mrs. Boggs are 
experienced sailors and are mem- 
bers of the U. S. Power Squadron 
(an organization to educate people 
in boating), the New York Yacht 
Club and the Freeport Yacht Club. 

In addition to boating, Mr. Boggs 
spends much of his leisure time 
tinkering in a well-equipped work- 
shop in his Rockville Centre, Long 
Island home, and is a member and 
former captain of Rockville Cen- 
tre’s volunteer fire department. A 
former basketball, track and tennis 
player during his college days, Mr. 
Boggs confesses that he gave up 
active participation in tennis sev- 
eral years ago. 


® Mr. Boggs has been a director of 
ABC for the past four years. In ad- 
dition to his ABC membership, Mr. 
Boggs also is a member of Assn. 
of National Advertisers, Assn. of 
Industrial Advertisers, American 
Marketing Assn. and _ Industrial 
Advertising Research Institute. He 
also is chairman of the public re- 
lations committee of the Society of 
the Plastics Industry. 

If he has any specific goals as 
the head man of ABC, Mr. Boggs is 
reticent about discussing them. “I 
plan to continue the work which 
‘has been going on at ABC under 
the leadership of William R. Far- 
|rell,” he said. # 


| 

| Fund Drive Names Sullivan 

| Daniel F. Sullivan Co., Boston, 
has been named to handle a na- 
tional fund-raising campaign for 
American Charities Foundation, 
| Newton, Mass., a non-profit organ- 
| ization devoted to aiding the blind. 
Small space ads will be used in 
Sunday editions of newspapers. 


Coast-to-Coast Stores Sale 

Household Finance Corp., Chi- 
cago, has a tentative agreement to 
acquire Coast-to-Coast Stores, 
Minneapolis, a merchandising com- 
pany serving 938 retail stores in 
the upper Midwest and Far West. 
In 1960, Coast-to-Coast had sales 
of $39,000,000. 
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While ordinary people are counting the shopping days 
until Christmas, many sales managers are nervously look- 
ing at the calendar, too. ‘How many remaining months . . . 
weeks ... days to meet or beat last year’s sales record? If we 
only had more time! If we only had a 13th month!”’ 

Enter The Wall Street Journal. It’s a daily—the only 
national business daily. You can conceive, create and 
print a full campaign between today and the day when you 
have to close your books on ’61! 

Here is your 13th month! Through The Journal’s daily- 


HOW A SMART AD MAN CAN ADD A 13TH MONTH TO 1961 


els 
- ~~ 


me CHRISTMAS 
me CROWDING 
’ You otf? 


ness, you can be making more market impressions within 
a few weeks than you could in slower national media in 
months or even years! You can be chalking up sales to add 
to this year’s tally . . . long before the office party! 

And as any ad man knows, the best start for next year 
is a powerful surge of selling in what remains of this year. 
Smart business—for ad man and client alike. 


THE WALL STREET JOURNAL 


Published at: New York, Washington, D. C., Chicopee 
Falls, Mass. « Chicago, Cleveland « Dallas» San Francisco 
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Insurance Institute Breaks | relations campaign aimed at virtu- | 
$800.000 PR Drive jally all media. 
The Insurance Information In-| A 12-page insert in the Oct. 14) 
stitute, representing eight associa- Editor & Publisher, plus spreads in | 
tions, including 325 property and | American Press and National Pub-| 
casualty insurance companies, has) lisher, told editors the kind of in- | 
budgeted about $800,000 for public | formation the institute offers. 


KRAFT COLOR TV COMMERCIALS 
ARE 75% MORE PERSUASIVE — 


Commercial persuasiveness study of Kraft commercials 
on ‘‘Perry Como’s Kraft Music Hall’’ indicate that color | 
TV is 75% more persuasive in creating desire to buy than 
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. . | REPORT—First of a new monthly series of “Armour Reports to the 
black-and-white (Burke Marketing Research Survey). Kraft 


oe about color TV now. W. E. Boss, Director, Color Television 
Coordination, RADIO CORPORATION OF AMERICA, 30 


Consumer” ads about ham, bacon and frankfurters will appear with 
has already learned the value of color TV. Learn more | this spread in the November Good Housekeeping. Young & Rubi- 


cam is the agency. 


Rockefeller Center, New York 20, N. Y., Tel: CO 5-5900 F&SER to Move in Chicago 


will move to new quarters in the 


| 


Advertising Age, October 30, 1961 


Research Is Needed 
in Point of Sale 
Field, Says ‘A&SP’ 


Cuicaco, Oct. 25—The point of 
purchase field, growing through 
the expansion of self service retail- 
ing, is suffering from a lack of re- 
search into its own effectiveness, 
according to a report in the No- 
vember issue of Advertising & 
Sales Promotion. 

Robert B. Konikow, managing 
editor, said that point of purchase 
will carry “an increasing share of 
the burden” of promoting impulse 
buying. As a result, it “will have to 
justify its share of the promotion 
dollar, not intuitively, as has been 
done in the past, but objectively 
and factually.” 

Returns on an A&SP question- 
naire indicate that about 75% of 
the top advertisers do some re- 


search on point of purchase pro- 


Fuller & Smith & Ross, Chicago,’ Wrigley Bldg., in February, 1962.|™otion, but about two-thirds of 


“Well, we decided one thing, anyhow: 


we include Charleston-Huntington and WSAZ-TELEVISI/ON.” 


Easiest decision of the year! For the only television station seen everywhere in the entire 72-county, 4-state 
Charleston-Huntington market is WSAZ-TELEVISION. No other single television station is even close to this 
exclusive coverage. It’s a market that WSAZ-TELEVISION actually created through its power and programming. 


So to reach the two million people earning $4 billion a year in the 
heart of this “American Ruhr” region of the great Ohio Valley . . . 
pick Charleston-Huntington and WSAZ-TELEVISION. For more 
about this newest Goodwill Station and why it belongs on your 
must-buy list see your Katz Agency man. 


WSAZ TELEVISION 


CHANNEL 3 CHARLESTON - HUNTINGTON 


DIVISION: THE GOODWILL STATIONS, INC. 


| this research is based on salesmen’s 


| reports. 


The Point-of-Purchase Advertis- 
ing Institute, which has recently 
increased its activities in research, 
currently has five research reports 
on various aspects of the field, with 
several other projects in progress 
or planning. 


s A third source of research—uni- 
versities—has provided very little 
help, the magazine says. “It is a 
little hard to explain the paucity of 
theses in point of purchase,” Mr. 
Konikow writes. “More direct con- 
tact between advertisers and fac- 
ulty members, who must approve 
and sponsor graduate projects, 
might bring faculties to an aware- 
ness of this area as a source for 
research subjects. 

“In addition, more practical sup- 
port might be offered. This could 
take the form of cash grants for 
specific projects, or access to rec- 
ords and facilities, or cooperation 
in the field, in setting up a study.” 

Calling for more and better re- 
search, A&SP says: “Point of pur- 
chase is too valuable a medium, 
and at the same time too expensive 
a medium, to be taken for granted. 
If it is to play its role in the sales 
promotion program, advertisers 
must have more accurate, more 
factual information about how it 
works, how it can be made to work 
better, how to predict the success 
of a piece or a program, how much 
can be justifiably spent in the me- 
dium.” = 


Naegele Buys Quality Outdoor 
Following Heywood Acquisition 


Naegele Advertising Cos., Min- 
neapolis, has purchased Quality 
Advertising Co., Lansing, Mich., 
the third acquisition within the 
past three weeks. Last week, 
Naegele announced purchase of 
Heywood Outdoor Advertising Co., 
Reno (AA, Oct. 23). Nate Fry, 
president of Quality for the past 
two years, has been named vp and 
director of commercial displays for 
all the Michigan markets and a 
member of the executive operating 
committee in Detroit. Jack Heus- 
ton, former Quality vp, will become 
manager of the Naegele office in 
| Lansing. 
| Heywood has become Naegele 
Outdoor Advertising Co. of Nevada. 
| Richard Spomer, exec vp, will co- 
|ordinate management of the two 
main company offices in Las Vegas 
jand Reno. John Settergren has 
been named vp in charge of all 
| sales in the Nevada operation, and 
Richard Rowley is vp and general 
|manager of the Reno company. 


‘Four Join TvB of Canada 

Television Bureau of Advertis- 
ing of Canada, Toronto, has added 
four stations. They are Northern 
Broadcasting stations CHEX-TV, 
| Peterborough; CKGN-TV, North 
|Bay, and CKWS-TV, Kingston, 
jas well as CKNX-TV, Wingham, 
| Ontario. 
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Introducing a new product, or a new campaign? Do it in Detroit with its concentrated buying power of 
$9-billions. Do it in The News with its metropolitan area home coverage of 64% weekdays and 71% 
Sunday* Through The News alone, reach 4 out of 5 metropolitan area homes that get a Detroit newspaper. 
Penetrate every income level (including 74% of those families earning $15,000 or more). Reach husband 
and homemaker at home, where advertising has extra impact. Whatever your product, to open the 
Detroit market effectively and economically, just use The News. 


The Detroit News 


723,578 Weekdays—914,523 Sundays 
6 Months ending 9/30/61, as filed with ABC, subject to audit. 


*Sixth Quinquennial Survey of the Detroit Market, 1961 


New York Office: Suite 1237, 60 E. 42nd St. + Chicago Office: 435 N. Michigan Ave., Tribune Tower - Pacific Office: 785 Market St., San Francisco - Miami Beach: The Leonard Co., 311 Lincoln Road 
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Stower Cavanaugh Hirt White 


Middle-Aged Are 
Top Big Appliance 
Prospects: Klein 


Cuicaco, Oct. 24—Major appli- 
ance manufacturers and dealers 
don’t pay enough attention to the 
replacement market or to middle- 
aged prospects, Don Klein, Chicago 
Tribune research manager, told 
the Electrical Women’s Round Ta- | 
ble last night. 

Tribune research shows that 
only 32% of appliance sales are 
firsttime purchases, he said, the 
remainder being bought to replace 
or supplement similar units. 

And the middle-aged, middle- 
income segment comprises the 
most frequent prospects for major 
appliances. “While major adver- 
tising and merchandising efforts | 
are being aimed at young adults,” | Lund 


Cuthbertson 
he said, “the cold economic facts 


sudiiiiin eek Ginette Gaadiingd PROMOTION MEN—Present at the NNPA central region meeting were 
Sab sae pen eat generally con-| Harry Lund, Saginaw News; Fran Cuthbertson, Jack Tar Hotels: 
sists of those families who ore old | Marian W. Fletcher, Citizen, Lima, O.; Harold Fildey, Lansing State 


enough to be rich enough to buy.” 


MacDonald Hudson Croker 
NNPA MEETING—Socializing at the central region meeting of the National Newspaper 
Promotion Assn. meeting in Lansing, Mich., were James W. Stower, Detroit News; 
L. L. Cavanaugh, Minneapolis Star-Tribune; Paul Hirt, Chicago Sun-Times and Daily 
News; Jack P. White, Oldsmobile division, General Motors; Stewart MacDonald, Wau- 


Fletcher Fildey Kelly 


Stafford Laskowski Burns Tschudy 
kegan News-Sun; J. R. Hudson, Des Moines Register & Tribune; William J. Croker, 
Dubuque Telegraph Herald; John C. Stafford, Rockford Morning Star-Register Re- 
public; Dale Laskowski, Daily Pantagraph, Bloomington, Ill.; Wilfred Burns, Beacon- 
News, Aurora, Ill.; and Herbert Tschudy, Iowa Daily Press Assn., Des Moines. 


Journal; Donald Kelly, Illinois State Journal, Springfield; John 
Yuenger, Green Bay Press-Gazette; Howard Wilcox, Indianapolis 
Star & News; and Wayne Jerdon, Dayton News & Journal-Herald. 


Advertising Age, October 30, 1961 


Yuenger Wilcox Jerdon is 


|—that she is being creative. She 

® He defined this group as “home- often doesn’t like housework too) 
owning families with annual | well; she likes to get out of the 
incomes over $5,000, college-edu- | house, but feels guilty about ad- 
cated, under 55 years of age. Hus-| Mitting it. She’s the best prospect 
bands tend to come from the ranks | for a brand new type of appliance. 
of professionals, executives and|She wishes appliances offered | 
other white collar occupations.” | ™ore colors, designs and styles so 

Women shoppers divide into|she could express herself better) 
three quite distinct groups, whose | through selecting them. 
attitudes require different adver- | Advertisers should try better to) 
tising and sales approaches, Mr.|understand the multiple role—| 
Klein said. He classified them as| mother, wife, housekeeper, com-| 
follows: |munity worker—of today’s wife, 
e The practical, independent shop- Mr. Klein said. “With frozen foods, | 
per. Representing about 25% of electrical can openers, baby sit- 
the population, she knows what ters and the local PTA, her role is 
features she wants, detects the different from her mother’s, and a 
marginal ones, and is bothered by | world apart from her grandmoth- 
irrelevant details. She readily ac-|€"’s.” he said. 
cepts the notion of work-saving 
appliances and is not worried about FCC Renews WINS License 
being displaced by them. She pre-| J. Elroy-McCaw, owner of WINS, 
fers white appliances, because col-| New York, told ADVERTISING AGE 
or and color harmony present he has received a “number of other 
problems. She enjoys shopping,| offers since Storer dropped its 
but finds her husband’s presence | $10,000,000 option” to buy the sta- 
complicates it. She fears he may tion, but “no decision has been 
be talked into something she|made at present.” The Federal 
doesn’t want...[she] resents| Communications Commission last 
technically oriented salesmen .. .' week ended its “payola” investiga- 
[she] wants to be the central fig-| tion of WINS and voted to grant 
ure in the purchasing situation but|the station a three-year license | 
will yield to her husband’s superior renewal, following on the heels of 
knowledge. | Storer Broadcasting Co.’s decision | 
e The dependent shopper. This to buy WMGM, New York radio 
type of woman (approximately station instead (AA, Oct. 16). As 
70% of the population ) is ex- the FCC voted to drop the WINS 
tremely dependent on opinions of “Payola” probe, FCC Chairman 
others . . . is likely to respond to Newton Minow wrote a dissent 
advertising appeals which suggest contending that a hearing should 
buying for the convenience of oth- have been held in the case. 
ers (better meals fcr her family) 
rather than to indulge herself. She Moore Co. Boosts 3 Managers 
fears she may be trapped between’ § R Moore Co., Chicago, manu- 
her husband and the salesman, facturer of commencement caps, 
because they make her feel she is piri, gymwear and choir, choral 
shirking her duty as a homemaker. 54 commencement robes, has pro- 
e The individualistic shopper. moted three managers to assistant 
Constituting 5% of the market, vp. They are R. C. Karsted, as- 
this shopper type is concerned sistant vp, advertising; P. J. O’Bri- 
with being different; she likes to en, marketing; and Starr Owen, 
feel she is doing her own thinking sales and training. 


It Is Time for Advertisers 


to Get Out of Show Business 


For several years we have urged that advertising 
and advertising people should be dissociated from 
radio and television programming, and that net- 
works and stations should be made solely respon- 
sible for the editorial content of broadcasting. 

The events of the past several weeks lend sharp 
and insistent point to this position. 

The tarred stick of the television quiz scandal has 
reached out to place its fateful mark on sponsors and 
advertising agencies, as well as program producers, 
network personnel and assorted eggheads. In the 
process advertising—not just television advertising, 
but all advertising, in whatever form or whatever 
medium it may appear—has been dealt a grievous 
blow. It cannot withstand many such blows; it must 
not continue in a position in which further blows 
of this kind are possible. 

Television programming was already under seri- 
ous and growing attack before the quiz scandal 
broke. There has been growing concern over unbal- 
anced programming, over preoccupation with vio- 
lence and the lowest common denominator of pro- 
gram concept. And there has been growing criticism 
of advertiser control and of slavish worshiping of 
ratings. 

Much of the criticism has been unfair and unduly 
harsh. But some of it has a basis in fact. As long as 
the end-aim of all programming is to achieve a high 
rating, and as long as advertisers can associate their 
commercial messages with high-rated programs and 
refuse to associate them with lower-rated programs, 
stations and networks can attain truly balanced pro- 
gramming in the public interest only at great eco- 
nomic risk. 

The airlanes belong to the people of the United 
States. They do not belong to advertisers. They are 
required, by law,, to be operated “in the public 
interest, convenience and necessity.” They must ful- 


WE SAID SO, TOO—Two weeks ago Fairfax Cone spoke 
out strongly in favor of the magazine concept in tv. 
Last week Fred Gamble advanced similar views 
while at the Four A’s meeting in Coronado, Cal. Re- 


fill this primary requirement of society before they 
meet the demands of advertisers or of any one else. 

They can do it easiest and best, ultimately, when 
broadcast advertising is as completely divorced 
from broadcast programming as printed advertising 
is normally divorced from magazine or newspaper 
editorial content. 

Newspaper and magazine editors are responsible 
—solely—for the content of their editorial columns. 
Television stations and networks—and radio stations 
and networks—should be equally and totally respon- 
sible for their program content. Advertisers should 
buy time for commercial messages as they now buy 
space—adjacent to, or near to, editorial features, but 
with no control whatever over those editorial fea- 
tures. The direct influence and control of advertisers 
and advertising agencies should be limited strictly 
and completely to the commercial. 

We recognize that the existing broadcasting sys- 
tem cannot be changed at a moment’s notice. The 
“magazine concept” of broadcast advertising cannot 
be put into effect over night. But the industry has 
moved sharply in this direction in recent years with 
the development of the spectacular and the growth 
of “participating” shows and spot announcements. 
This movement toward separation of sponsor and 
program should be, and can be, hastened. 

We recognize, too, that the change will be a blow 
to many outstanding sponsors whose special pro- 
grams have enriched the airways and contributed 
mightily to the growth of broadcasting and particu- 
larly of television. 

Yet in the long run we believe that even those 
who are dispossessed by a revision in the existing 
setup will benefit from the change. Advertisers have 
enough problems selling their products and services 
efficiently; they should be delighted to let someone 


else carry all the headaches of show business. + 


produced above is an editorial that AA ran in No- 
vember, 1959, which strongly advocates adoption of 
the magazine concept. We repeat it now because we 
believe it is pertinent. 
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all neediles...10 hay 


...in a brand new medium — 


The Inner Circle. 
It’s selectivity plus. 


The quality readers of special 
interest magazines available ina - 
new way —in quantity — 

at a cost that makes sense. 


It’s unique, this Inner Circle. 
And exciting. And new. And it 
works. And how! 


After all, you reach 1,100,000 
quality consumers efficiently 

(at low cost) and effectively (with 
maximum impact). And nota 
wisp of hay among them. 


Why not learn more about the men 
you’ll meet in the Inner Circle. 
Just dial OR 9-7200 and ask for 
Phil Shannon, Ad Manager. 

He handles the introductions. 
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POPULAR BOATING, CAR & DRIVER, FLYING, Hi Fl/STEREO REVIEW, POPULAR PHOTOGRAPHY 


Ziff-Davis Publishing Company, One Park Avenue, New York 16, N. ¥. 


Chicago: 434 S. Wabash Ave.; Beverly Hills: 9025 Wilshire Bivd. 
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THE 


SOUTH 


LEADS THE 
COUNTRY 
IN GAIN 
IN 
CASH 
FARM 
INCOME 


U.S. cash farm income is UP for the first seven months of this year over the 
same period in 1960, according to U.S. Department of Agriculture estimates . .. and up most 
in the South. The 16 Southern states show a gain of 4.9% as compared to a U.S. gain of 2.9%. 


Thus, the rural South continues to pile gains on top of gains. Its cash farm income 
soared to an all-time high of $10,431,404,000 in 1960. This represents a gain of more than 
$2 BILLION in 10 years. During the same period, the South’s country bank deposits and 
farm-owned government bonds rose from $6.3 BILLION to $8.9 BILLION. This enormous 
growth in rural buying power is an important reason why the South leads the country in 
10-year per capita increase in retail sales with a 34% gain as compared to a 24% gain for the U.S. 
as a whole. During the last decade, the average size of the Southern farm increased from 148 
acres to 217 acres, and the average value of land and buildings increased from $8,654 to $22,426. 


All of these gains add up to the fact that Southern farm families are prosperous 
customers for whatever you have to sell. Your direct route to this rich, up-and-coming market 
is youradvertising in The Progressive Farmer—the magazine with concentrated local influence, 
special interest appeal and dynamic selling power in the 16 Southern states. You reach 
1,411,000 subscriber-families (more than 5,785,000 readers )—most of them virtually exclusive 
to The Progressive Farmer. 


The South Subscribes to 


THE PROGRESSIVE FARMER 


Advertising Offices: BIRMINGHAM e RALEIGH e« MEMPHIS ¢ DALLAS 


NEW YORK « CHICAGO ¢« LOS ANGELES ¢« SAN FRANCISCO 
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Advertising Age, October 30, 1961 


October Pages 


Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 


KEY: (mon)-monthly; (sm)-semi-monthly; (bm)-bi-monthly; (bw)-bi-weekly; (w)-weekly; (d)-daily; (q)-quarterly. 


-— Total Advertising, in Pages —_.———— Total Advertising, in Lines ———, 
Oct. Jan.-Oct. Jan.-Oct. Oct. 


Oct. 
1961 


1960 


General Farm Publications 


Alabama Farmer: (mon) 


#North Edition ...... 5.7 
South Edition ...... 6.0 
Average 2 Editions .... 5.9 


tAmerican Agriculturist (mon) 30. 
$Arizona Farmer- 


Ranchman (bw) ..... 50.7 
Arkansas Farmer: (mon) 

Delta Edition ...... 12.3 

Western Edition 10.7 

Average 2° Editions” ... 11.5 
Better Farming Methods: (mon) 

Eastern Edition ..... 24.5 

Central Edition ..... 21.5 

Southern Edition 20.5 

Western Edition 21.0 

Average 4 Editions .... 21.9 
Business Farming (mon) 16.0 
$California Farmer: (sm) 

Central Valley Edition . 41.1 

Northern & Comb. Edition 50.2 

Southern Edition ..... 44.8 

Average 3 Editions .... 45.3 
Colorado Rancher & 

Farmer (sm) 31.2 
Dakota Farmer (sm) 32.9 
Electricity on the Farm (mon) 11.0 
Farm Journal: (mon) 

Central Edition ..... 72.3 

Eastern Edition 66.4 

Southeastern Edition . 48.8 

Southwestern Edition . 50.8 

Western Edition 69.0 

Average 5 Editions .... 61.5 


ttFarm Quarterly (q) 


Farm & Ranch—Southern Agriculturist: 


Southeastern Edition . 23.9 

Southwestern Edition . 26.3 

Average 2 Editions .... 24.8 
The Farmer (sm) ...... 68.1 
Farmer-Stockman: (mon) 

tiKansas Edition 24.9 

Oklahoma Edition 30.2 

aTexas Edition ...... 23.5 

*Average 3 Editions ... 26.2 
Georgia Farmer: (mon) 

North Edition ...... 4.3 

South Edition ...... 49 

Average 2 Editions .... 4.6 
Indiana Farmer (mon) 11.0 
tt&Kansas Farmer (sm) 57.4 
**Kentucky Farmer (mon) 13.1 
Mississippi Farmer: (mon) 

Delta Edition ...... 6.1 

Eastern Edition ..... 4.0 

Average 2 Editions .... 5.0 
tt$Missouri Ruralist (sm) 66.1 
Montana Farmer- 

Stockman (sm) ....... 55.0 
Nebraska Farmer (sm) ... 74.8 
***§ New England 

Homestead (mon) ...... 33.3 
New Mexico Farm 

& Ranch (mon) ..... 14.3 
$Ohio Farmer (sm) 72.5 


$Pacific Northwest Farm Quad: (sm) 


The Idaho Farmer 36.4 

The Oregon Farmer .... 28.8 

The Utah Farmer ...... 39.3 

The Washington Farmer 30.2 
§Pennsylvania Farmer (sm) 51.7 
Prairie Farmer: (sm) 

ZIllinois Edition 68.7 

ZIndiana Edition 67.7 

Average 2 Editions .... 68.2 
Progressive Farmer: (mon) 

2Carolina-Va. Edition . 63.0 

2Ga.-Ala.-Fla. Edition . 64.3 

2Ky.-Tenn.-W. Va. Ed. 59.9 

2Miss.-La.-Ark. Edition 60.5 

Texas Edition ‘ 65.0 

Average 5 Editions .... 62.5 
Rural New-Yorker: (mon) 

New York-New 

England Edition 13.3 

Penn.-Jersey Farming Ed. 12.7 

Average 2 Editions .... 13.0 
Southern Planter: (mon) 

2Va., W. Va., Md., Del. Ed. 15.9 

ZN. Car., S. Car., Ga. Ed. 9.6 

Average 2 Editions 12.8 
Successful Farming (mon) 59.8 
**Tennessee Farmer 

& Homemaker (mon) 13.7 
Wallaces’ Farmer (sm) 80.3 
Western Crops & Farm 

Management (mon) 12.5 
Western Farm Life: (sm) 

Regular Edition ..... 16.3 

Eastern Edition 19.7 

Average 2 Editions .... 18.0 
Wisconsin Agriculturist (sm) 55.4 
Wyoming Stockman- 

Farmer (mon) ....... 51.1 


Total Group 
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46.4 


1961 


480.8 


1960 


203.1 
192.5 
197.8 


229.8 
192.3 
211.1 
754.6 


131.3 
924.0 


225.2 
186.9 
238.0 
212.5 
619.8 


444.2 


Oct. Jan. -Oct. 

1961 1960 1961 
4,255 —— 49,649 
4,560 53,054 
4,377 51,351 
22,533 24,940 197,324 
38,358 39,949 390,345 
9,300 7,646 113,426 
8,086 8,178 83,899 
8,693 7,912 98,662 
10,492 5,709 79,314 
9,205 6,970 91,036 
8,790 6,345 82,392 
9,009 5,709 72,388 
9,374 6,183 81,283 
7,222 8,505 113,561 
28,795 22,767 267,371 
31,933 27,009 312,059 
28,499 23,229 252,027 
29,742 24,335 277,152 
23,620 23,470 278,391 
25,828 32,465 322,382 
3,819 4,462 26,046 
31,008 40,741 336,747 
28,506 34,093 290,604 
20,930 30,518 233,048 
21,789 30,017 242,491 
29,580 40,742 294,277 
26,363 35,220 279,433 
143,744 
10,256 12,727 125,176 
11,293 13,068 130,882 
10,660 12,860 127,399 
53,404 61,416 640,070 
18,936 42,594 
22,948 20,419 259,515 
17,828 18,068 220,125 
19,904 19,244 174,075 
3,288 4,160 61,084 
3,680 3,708 77,202 
3,484 3,934 69,143 
8.475 9,972 134,283 
44,143 35.393 311,644 
10,083 11,382 102,416 
4,543 4,380 67,720 
3,007 4,644 46,542 
3.775 4,512 57,131 
50,727 34,117 311,738 
41,587 41,090 399,600 
56,568 65,239 626,373 
23,311 30,248 124,480 
10,840 12,898 150,127 
55,666 46,716 437,124 
27,485 22,248 262,141 
21,801 22,079 224,606 
29.690 22,818 257,003 
22,847 22,924 236,110 
39,724 30,621 320,791 
50.019 62,850 705,155 
49.273 58,844 669,729 
49,646 60,847 677,439 
42,831 43,506 430,578 
43,765 43,118 445,100 
40,710 42,660 408,214 
41,138 41,616 415,583 
44,217 43,345 418,507 
42,532 42,849 423,598 
10,142 11,581 146,427 
9,722 11,966 129,629 
9,932 11,773 138,028 
11,127 13,783 145,875 
6.752 10,187 111,333 
8,940 11,985 128,604 
26,919 34,873 294,322 
10,548 5,627 74,341 
62,980 66,166 697,314 
5.347 7,751 98,251 
12,804 16,781 138,808 
15,484 20,358 177,718 
14,144 18,569 158,263 
43,433 47,189 484,571 
39,298 36,414 376,194 
769,747 7,623,719 


967.0 1,070.7 11,192.7 12,055.8 664,328 


Jan. -Oct. 
1960 


275,414 
303,910 
260,645 
279,989 


287,796 
408,679 
31,930 


361,543 
299,273 
250,642 
254,003 
311,633 
295,419 
138,323 


138,287 
143,166 
140,187 
665,504 


234,722 
220,430 
227,576 


112,139 
103,617 
119,929 
266,691 
139,364 


98,478 
82,581 
90,530 
263,533 


443,317 
651,024 


169,005 


154,444 
445,592 


253,135 
237,339 
242,595 
253,365 
315,009 


712,352 
680,542 
696,447 


481,913 
483,508 
454,536 
448,631 
465,457 
466,809 


155,038 
146,679 
150,858 


160,880 
134,499 
147,690 
339,592 


100.840 
724,398 


96,645 
146,571 
186,664 
166,617 
488,971 


341,422 


Commercial Dis- 
play Excluding 
Poultry, Classified 


4,307 
20,337 


37,184 


26,586 


8,196,807 604,917 


11,226 


666,955 


Not included in totals. §Not included in totals; as October figures were unavailable as this issue went to press September 
figures are shown. tChanged from semi-monthly to monthly publication July 1961. {First published September 1961. *1960 
figures are for two editions only. t¢Published quarterly in February, May, August and November; cumulative figures shown 
are for August issue. ttChanged from 760-line page to 768-line page January 1961. **Changed from 784-line page to 768- 
line page January 1961. ***Changed from semi-monthly to monthly publication April 1961. 


Newspaper-Distributed Farm Sections 


lowa Farm & Home 


Register (mon) ‘ 14.0 
Texas Ranch & Farm (mon) 5.1 
Total Group ......... 19.1 


Farm Organizations and Education 


Agricultural Leaders’ 


Digest (mon) 5.6 


13.1 
5.7 


4.7 


137.0 
108.6 


63.3 


168.9 
125.5 


66.5 


14,031 
5,124 


2,381 


1,999 


137,008 
108,626 


27,160 


28,512 


18,672 


2,381 


1,999 


and Livestock, 
7— Total Advertising, in Pages —__——— Total Advertising, in Lines ———, m Liaes 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. dan.-Oct. Jan. -Oct. Oct. Oct. 
1961 1961 1960 1961 1960 1961 1960 1961 1960 
Buckeye Farm News (mon) 16.2 12.6 169.2 137.8 7,269 5,665 76,327 62,153 
County Agent & Vo-Ag 
Teacher (mon) ...... 186 209 206.9 258.8 7,992 8,961 88,745 101,021 7,992 8,961 
$lowa Farm Bureau 
Spokesman (w) ...... 459 43.8 434.1 475.2 46,588 44,460 440,392 483,752 44,406 42,513 
Michigan Farm News (mon) 2.6 2.2 25.5 22.8 6,006 5,238 59,070 53,064 5,670 4,850 
Missouri Farmer (mon) . 22.8 14.0 141.9 130.7 9,649 5,856 59,314 54,891 4,438 5,036 
National 4-H News (mon) 17.5 19.3 136.5 189.6 7,334 8,097 57,334 79,631 7,334 8,097 
National Future Farmer (bm) 28.7 35.6 133.9 174.7 12,400 15,421 57,827 75,801 12,400 15,421 
*Nation’s Agriculture (mon) 4.0 4.3 42.8 51.0 1,698 1,831 18,373 21,884 1,491 1,635 
§$Washington Grange News: (sm) 
East Edition ......... 14.7 13.2 120.2 123.9 15,974 14,322 130,690 134,089 15,638 14,014 
West Edition ....... 14.1 13.0 117.4 122.8 15,246 14,112 127,414 132,579 14,910 13,804 
Average 2 Editions .... 14.4 13.1 118.8 123.4 15,610 14,217 129,097 133,734 15.274 13,909 
eee 116.0 113.6 920.0 1,031.9 54,729 53,068 444,150 476,957 41,706 45,999 


§Not included in totals; as October figures were unavailable as this issue went to press September figures are shown. *Changed 


from 450-line page to 429-line page April 1961. 


Farm Linage Trend 


Figures in Thousands 


and Linage in Farm Publications 


Commercial Dis- 
play Excluding 
Poultry, Classified 


75 


NEWSPAPER-DISTRIBUTED 
FARM SECTIONS 


1961 


Dairy & Livestock 


The Cattleman (mon) ... 94.8 
$Corn Beit Farm Dailies: (d) 
The Drovers 
Journal, Chicago .... 41.4 
The Drovers Telegram, 
Kansas City ....... 31.0 
The Stockman’s 
Journal, Omaha 41.1 
The Livestock Reporter, 
| eae 24.9 
Dairymen’s League 
kere 16.1 
Feediot (mon) ......... 36.3 
Florida Cattleman (mon) 88.5 
Hoard’s Dairyman (sm) .. 65.7 
Livestock Breeder 
Journal (mon) ....... 80.0 
National Hog Farmer (mon) 25.8 
National Livestock 
Producer (mon) ...... 17.4 


Western Dairy Journal (mon) 
Western Livestock Journal: (mon) 


Mts. & Plains Edition 61.0 

Pacific Slope Edition . 79.4 

Average 2 Editions .... 70.2 
§ Western Livestock 

Reporter (w) 30.0 

— - eee 512.9 


Not included in totals. §Not included in totals; as October figures were unavailable as this issue went to press September 


figures are shown. 


Poultry 


American Poultry Journal: (mon) 
Egg Producer 


Eastern Edition 10.3 
ZtEgg Producer 
Midwest Edition 10.8 
Egg Producer 
Pacific Edition 11.5 
ZtEgo Producer 
Southern Edition 9.8 
Broiler Producer Edition 6.4 
Turkey Producer Edition 6.6 
Average 6 Editions .... 9.2 
Broiler Business (mon) 29.9 
Broiler Industry (mon) 34.0 
Everybodys Poultry 
Magazine (mon) ...... 19.6 
Georgia Poultry Times (w) 25.3 
$The Poultryman: (w) 
Dixie Edition ........ 17.0 
National Edition ‘ 16.1 
New England Edition .. 20.2 
New Jersey Edition 19.9 
Poultry Tribune: (mon) 
Eastern Edition 38.7 
Midwest Edition 33.8 
Pacific Edition 49.1 
Southeast Edition 41.2 
Southwest Edition 32.5 
Average 5 Editions 39.1 
Turkey World: (mon) 
Central Edition .. 52.7 
Eastern Edition 49.5 
Western Edition 52.4 
Average 3 Editions 51.5 
Total Group 208.6 


figures are shown. 


108.5 938.5 961.6 39,799 45,553 394,127 403,966 12,873 14,161 
40.0 262.1 268.3 89,157 86,171 565,069 578,541 42,352 41,726 
30.6 240.4 238.9 66,842 65,923 518,211 515,010 41,565 39,241 
51.3 294.0 304.3 88,653 110,497 633,799 656,016 64,286 79,795 
26.5 191.7 207.1 53,759 57,139 413,315 446,496 32,410 36,551 
13.3 994 1147 11,680 9,651 72,365 83,458 10,873 8,874 
28.6 268.5 188.1 15,232 12,012 112,770 79,002 15,218 11,970 
819 685.5 731.8 37,163 34,407 287,903 307,355 23,339 21,427 
60.8 579.2 623.5 47,839 44,243 421,648 453,909 40,728 37,760 
89.9 708.1 716.1 33,642 37,772 301,770 304,206 2,842 3,276 
216 254.0 234.2 26,187 21,925 257,801 237,715 25,477 21,763 
16.5 169.9 190.4 12,641 12,016 123,705 138,617 12,126 11,581 
31.8 295.7 385.3 14,684 13,650 129,934 165,187 10,778 10,393 
77.4 604.4 716.2 26,172 33,222 259,352 307,225 9,575 12,632 
90.5 911.8 979.3 34,043 38,850 391,227 420,120 11,573 17,652 
84.0 758.1 847.8 30,108 36,036 325,290 363,673 10,574 15,142 
42.9 278.6 274.1 40,320 57,658 373,093 368,361 12,852 13,692 
523.6 4,657.5 4,878.8 257,295 257,614 2,354,948 2,453,630 153,955 147,473 
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16,610 
14,505 
21.075 
17,693 
13,943 
16,765 


167,057 
149,663 
190,939 
181,031 


150,771 
147,272 
183,591 
169,768 
138,852 
158,051 


60,175 3,123 
67,490 
67,781 


69,281 
33,957 
45,249 
57,322 
117,485 
137,200 


84,712 
289,618 


139,167 
125,826 
169,600 
185,489 


150,916 
151,207 
189,817 
171,092 
148,554 
162,316 


169,344 
166,359 
168,102 
167,936 


227.3 1,957.7 1,950.8 106,509 117,566 1,030,421 1,016,589 
Not included in totals. §Not included in totals; as October figures were unavailable as this issue went to 


(Continued on Page 76) 
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Commercial Dis- Commercial Dis- 
play Exciuding play Excluding 
Poultry, Classified Poultry, Classified 
es and Livestock, and Livestock, 
-— Total Advertising, in Pages —.——— Total Advertising, in Lines —_—, in Lines -— Total Advertising, in Pages —__——— Total Advertising, in Lines ———, in Lines 
3 Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. dan.-Oct. Jan.-Oct. Oct. Oct. Sept. a dan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. 
1961 1960 1961 1960 1961 1960 1961 1960 1961 1960 1961 1961 1960 1961 1960 1961 1960 1961 1960 
Fruit & Vegetable Canadian (September) 
American Fruit Grower (mon) 13.3 80 2649 3061 5,764 3,467 114,448 135,218 5,218 3,109 Le Bulletin des 
American Vegetable oa a a i ee ani me Agriculteurs (mon) 45.3 59.2 387.3 450.1 31,716 41,466 271,094 315,052 31,716 41,466 
Grower (mon) ....... J \ I 108, 113,014 4,420 4,917 Country Guide (mon) .... 246 26.7 3044 319.5 17,683 19,195 219,143 230,030 17,683 19,195 
California Citrograph (mon) 29.0 25.1 2326 226.0 19,516 16,842 156,536 151,784 19,166 16,534 tFamily Herald (w) .... 71.0 75.6 6146 614.8 69,288 73,718 599,297 599,525 49,390 52,725 
“aaaner gules 28.4 27.1 1745 197.8 19,302 18,398 142,694 170,931 18,503 17,668 iy neers on a 
§Vegetable Growers 4 - ¥ . ” P Countryman (sm) ..... 33.6 36.7 317.5 347.4 23,522 25,689 222,273 243,181 16,435 18,198 
Messenger eS... 71 8.7 59.7 55.7 2.982 3,654 25,074 23,304 | Free Press Prairie Farmer (w) 69.7 80.1 745.4 800.7 77,901 86,343 $29,696 886,847 36,355 43,758 
Western Fruit Grower (mon) 125 164 257.0 275.7 5,250 6902 107,900 115,794 5,250 6902 | ftWestern Producer (w) .. 40.7 53.7 494.1 548.9 43,585 57,493 528,712 587,358 26,598 32,044 
Total Group .......... 380 S86 T1808 12672 58498 50777 630335 GB67H 52557 Biz | Total Group .......... 284.9 332.0 2,863.3 3,081.4 263,695 303,904 2,670,215 2,861,993 178,177 207,386 


54 > 
§Not included in totals; as October figures were unavailable as this issue went to press September figures are shown. 


tFour issues September 1961; five issues September 1960. 


Munro, Erstwhile 
Ad Gadfly. Active 
in A-Bomb Protest 


New York, Oct. 24—After an 
absence of 16 years, David A. 


Munro is back addressing Madison | 


Ave. 

In March 1945, Mr. Munro was 
writing his swan song as the 
stormy, embattled publisher and 
editor of “Space & Time,” an ad- 
vertising newsletter he founded in 
May, 1937. Now he is reintroducing 
himself, via mimeographed letters, 


to 150 admen, inviting them to join 
| him in “working for peace”’ via the 
“Emergency Committee for the 
|New Nevada Protest Project.” 

In mid-October he left New 
| York for the Southwest, where he 
j}hopes to organize a non-violent 
protest to the test-bombing in 
Nevada, and later to all such test- | 
ing in the Southwest. 


® This peaceful demeanor is in 


remarkable contrast to his contro- | 


versial—and still well-remembered 
—exit from the advertising scene 
during the war. A self-styled 
“highly vocal” critic of many an 


That’s the market where Moopy MONTHLY’s influence is 
concentrated. This “invited salesman” hasan entree into 
the homes of these active church leaders and gets you inside 
the important decision-making church board meetings. 


More than 75% of M/M’s 


subscribers hold positions of 


influence in these 60,000 conservative Protestant churches. 
And M/M’s 100,000 homes (with more than 280,000 read- 
ers) offers you another important market. 


For complete folder 
of Media Fact Sheets 
on reader survey, 
call or write today— 


LAWRENCE ZELTNER, advertising manager 


MOODY MONTHLY 


820 N. LaSalle Street ° 


Chicago 10, Illinois 


advertising personality, he covered 
their activities with gusto. In his 
jlast few years as editor of “Space 
& Time,” he had been sued for 
libel several times—actually writ- 
ing some issues in jail before 
being acquitted. 

One suit had been brought by 
Henry P. and Lee H. Bristol of 
| Bristol- Myers Co. after Munro 
|characterized them as “fascists.” 
| Their attorney was I. W. Digges, 
the well-known counsel to the 
Assn. of National Advertisers. Mr. 
Munro was also sued by Macfad- 
den Publications for saying that it 
was controlled by Cuneo Press. 


@ In 1945 he turned the newslet- 
ter over to his former wife, Mary 
Munro, and joined the information 
section of the Office of Price Ad- 
ministration—working with his 
old friends, Chester Bowles (then 
OPA administrator and an owner 
of Benton & Bowles) and Al Stan- 
ford, a Compton account executive 


who headed OPA’s information) 


| section. 
After the war, he free lanced a 
bit, and then started off on a new 


tangent. In 1949 he went back to) 
graduate school, earning a mas- | 


ter’s degree in sociology from 
Wayne University, and doing con- 
siderable work towards a Ph. D. 
in linguistics from the University 
of Michigan. 


® He taught briefly in Los Ange- 
les, then was sent by the State 
Department to teach English and 
linguistics at the University d’Ori- 
ente Santiago, Cuba, where he 


| University of Michigan’s English 
| language institute and at the Uni- 
| versity of Illinois. 

For the past two years, he has 


| stayed until the students’ strike in | 
| 1957. Next followed stints at the | 
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AURCHER HELTON 4 (ue. 
SOVERY Ores atney ing 
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THEN WE wrROTE—Kircher, Helton & Collett, Dayton, uses a display 
case in the concourse at Dayton Municipal Airport to show travel- 
ers the type of work it has done for clients. Kircher, Helton, the 
| only agency among more than a dozen companies which advertise 
| along the concourse, estimates that about 275,000 people pass 
| 
| 
| 


through the terminal building each month. Displays are changed 
each month. 


been at Los Angeles State College,| Smith, Henderson Adds One 
|teaching English and linguistics.| Business Equipment Manufac- 
| Several months ago, he decided to) turers’ Exhibits, a subsidiary of 
‘interrupt his teaching career to| Business Equipment Manufactur- 
devote a year to “working in the ers’ Assn., has switched from Lar- 
peace movement.” rabee Associates, Washington, to 
As for “Space & Time,” it was| Smith, Henderson & Berey, New 
published by Mrs. Munro until; York. BEME recently moved its 
1949, when she sold it to Robert headquarters from Washington to 
Landry, then a CBS executive and | New York. 
now managing editor of Variety. 
He later sold it to Sam Shain, the ‘Liberty’ Promotes Prince 
current publisher. + | Ted Prince, formerly vp in 
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er of Libe post, 

i gece Publishine ne Scie. 

to. K.A. Phillips, formerly circula- 

eh Woke b re sewed — rl 

s been vp 

me gam a will poser hn in 
| charge of circulation activities. 
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Burnett Joins Adams Institute 
E. Burnett has joined Adams 
 eestinate of Marketing, Shreveport, 
as vp, public relations division. 
| Mr. Burnett formerly was pr direc- 
tor and account executive with 
Glenn Mason, Cunningham & As- 


nn 


| sociates, Shreveport agency. 


ONE-WORD REASON WHY AGENCIES CALL ON US! 
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LAKE SHORE 
ELECTROTYPE 
DIVISION 


i 


ELECTROGRAPHIC CORPORATION 


812 WEST VAN BUREN STREET + CHICAGO 7 + HAvmar«kertT 1-1000 


REILLYTYPES + SUPER BISTA PREMADEREADY MATS - 3 M PREMADEREADY ELECTROTYPES + PLASTIC 
PLATES + PHENOLIC PLASTIC PLATES - COMPLETE DEALER MAT SERVICE - 24 HOUR REPRINT SERVICE 


Advertisement 


| Don’t Overtoox the Sweet Vermont 
Market! Cover it effectively, easily, 


economically, 
| with just one 
| order, one bill, 


|}one buy — using 
the Vermont Al- 
lied Dailies, a 6- 
newspaper group 
which covers the 
part of Vermont 
where 93.9% of 
the state’s $652 
million buying 
power originates. 
Write: VER- 
MONT ALLIED 
DAILIES, Rm. 
515, Statler Office Bldg., 


Boston, 
ass. (Sales Management figures.) 
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They’re 
playing 
our 
song! 


“Good commercial, but it doesn’t sing!” Ever heard that one before? 
In our book, the only commercial that really sings is the one that 
sells the product and returns a profit to the sponsor. Fact is, this 


magic combination of sing and sell is the N. W. Ayer theme song. 


The commercial is the payoff N. W. Ayer & Son, Inc. 
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Jennings Gibbons Falkenburg Cullen 
LAUGHING GAS—Enjoying the seventh annual dinner given by Ladies’ 
Home Journal during the American Gas Assn. convention in Dallas 
to honor incoming and outgoing officers, ad committee representa- 
tives and executive staff are Norvel Jennings, AGA advertising and 
promotion director; Maxfield Gibbons, senior vp, Ketchum, Mac- 
Leod & Grove; Jinx Falkenburg, commercial spokeswoman for 

AGA; and Richard Cullen, general sales manager of the Journal. 


Jones Kawakami Clements Gribler 


PHOTO 
REVIEW 


OF THE 
WEEK 
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Bain Crane 
WHICH ONE?—Dene C. Ratermann, 
National 4-H Service Committee, 
and president, Chicago chapter, 
American Women in Radio & Tele- 
vision, offers a tray of sweets to 
Montez Tjaden, KWTV, Oklahoma 
City, national AWRT president; 
Elizabeth Bain, CBS-TV, New 
York, secretary-treasurer; and 
Martha Crane, WLS, Chicago, na- 
tional president-elect. The four 
were meeting with other members 
of the national board and Chicago 
chapter to discuss the 1962 AWRT 
convention to be held in Chicago 
May 3-6. 


Richer Dickey 


visitor—Noboru Kawakami, management service director of Mc- 
Cann-Erickson’s Japanese affiliate, Hakuhodo Inc., is flanked by 
Russ Jones, account exec, and Marplan Inc.’s Los Angeles manager, 
Betty Clements, during a recent visit to Interpublic’s Los Angeles 


PURPLE GARTER—E. R. Richer, vp, secretary and director of the execu- 
tive committee, Grey Advertising, New York, receives membership 
in the Royal Order of the Purple Garter of the Women’s Adver- 
tising Club of St. Louis from the program chairman, A. E. Gribler, 


operation. All three service the agency’s Coca-Cola account, natur- advertising director, Prince Gardner Co., and the club president, 
ally. Mrs. Marion Dickey, St. Louis Hostess Co. 


Farrell Weber Schroeter Narber Hunter Shinners Miller Georgi Selby Brew 
AT ABC ANNUAL MEETING—Discussing the advertising business between sessions at the Maclean-Hunter Publishing Co.; John Shinners, Times-Press, Hartford, Wis.; Wayne 
annual meeting of the Audit Bureau of Circulations are William R. Farrell, Monsanto Miller, Meredith Publishing Co.; Carl Georgi, Campbell-Ewald Co.; H. G. Selby, Mel- 
Chemical Co., who retired as board chairman of ABC; Ray Weber, Swift & Co.; Harry drum & Fewsmith; and Austin Brew, Batten, Barton, Durstine & Osborn. The two- 
Schroeter, National Biscuit Co.; James Narber, Better Homes & Gardens; Don Hunter, day meeting was held in Chicago’s Drake Hotel. (Story on Page 52.) 
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Fitzsimons Scott Allen LaVene Jennings 
BETWEEN-SESSIONS RELAXATION—Evxecutives at the western Four A’s meeting included Constantine & Gardner; Walter G. Fitzsimons, BBDO; Louis E. Scott, FC&B; Duncan 
William C. Matthews, Foote, Cone & Belding; Robert C. Temple, Fletcher Richards, Jennings, Jennings & Thompson; and Robert Allen and Norval LaVene, both of Fuller 
Calkins & Holden; Frederic W. Wile, the Advertising Council; Robert Root, Botsford, & Smith & Ross. 
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Since 1945... 


Transportation Supply News 


NO Re roe ewer ee te EB eres mr we me ne ee em oe me 


After 


16 Years... 
a NEW 


Name — 


Transportation Supply News, 


with the November 1961 issue, is 


Now...Nov. 1961... 


Fleet Management News 


SS CO ar es oe i eevee cs we me ne es ee ne ee 


Fleet Manag 


With its November, 1961 issue, Transportation Supply 
News, the truck and bus fleet product newspaper, founded 
in 1945, becomes “Fleet Management News.” 

This change in name is highly significant for its growing 
monthly reader audience, as well as to fleet advertisers 
and the advertising agencies. 


New Name More Appropriate 


The new name “Fleet Management News” is more de- 
scriptive of the editorial contents, the market served, and 
the readers; as well as more definitive of the reader re- 
sponse. 

“Fleet Management News” is edited for not only top 
executive fleet management, but in addition, operations 
management, maintenance management, and purchasing 
management in the truck and bus fleet field. 


Fleet Market Is Expanding 


Today there are over 70,000 truck and bus fleets in the 
ten units and above fleet market. 

With the December 1961 issue, the circulation of “Fleet 
Management News” will be stepped up from 62,000 to 
75,000, guaranteeing coverage of some 60,000 truck and 
bus fleets, which will be double and more the number of 
fleets reached by any contemporary publication. If you 
don’t reach them, you can’t sell them. 

During the past sixteen years, FMN’s predecessor, TSN, 
has been the leader in “functional” editorial content; the 
leader with its high visibility newspaper format; the leader 
in providing high quality ‘“‘Sales-Queries;” the leader in 
providing advertisers with more results and more reader 
response; the leader in ratio of conversion of inquiries to 
Sales; the leader in fleet advertising tied in with sales 


department activity; the leader in providing mass coverage 
and penetration of the growing fleet truck and bus market. 

“Fleet Management News,” as TSN’s successor, will con- 
tinue this leadership on an accelerated basis. 


The new IBM installation of the Stanley Publishing Com- 
pany has been completed and the conversion to electronic 
data processing for circulation, reader and market research, 
sales analysis in the handling of ‘‘sales-queries,” and reader 
inquiries, is in full operation. 


“Fleet Management News” Services 


While the basic editorial need filled by “Fleet Manage- 
ment News” is the same as over the past 16 years, the new 
expansions of services and editorial programs of industry 
dedication are being launched as outlined in the boxes 
below. 


Future publishing plans for “Fleet Management News” 
call for an expansion of its basic and supplementary serv- 
ices to a greater segment of the growing truck and bus 
fleet market. 


Because the editorial content of ‘Fleet Management 
News” is the common denominator of interest of all types 
of fleets, regardless of size...and the management men 
within those fleets, regardless of titles, “Fleet Manage- 
ment News” is truly the selling medium in the truck and 
bus fleet fleld. 

“Fleet Management News” is the “fleet shopping center” 
that conserves the reader-buyers’ time. 

Plan now to run a dominant schedule in “Fleet Manage- 
ment News” in 1962...to most effectively tie-in your 
advertising effort with your company’s selling effort. 

Complete advertising details will be rushed to you by 
return mail. Write, wire or call us “collect.” 


ement 


Reg. U.S. Patent Office Applied For 


CWS 


Sales -Queries 


Trademark Reg. U.S. Pat. Off. Applied For 


“Fleet Management News" Sales-Queries are 
the inquiries which represent reader-action that 
make your advertising in ‘Fleet Management 
News” pay off. 


Fleet Management News 


“Fleet Management News” is the leader in the field of 
tying advertising to sales. “Fleet Management News” 
reader reaction means sales results for advertisers. 


More Coverage, Penetration 


The editorial content of “Fleet Manage- 
ment News” is the common denominator 
of interest of fleet buyers. It is non-restric- 
tive. Only “Fleet Management News” pro- 
vides mass coverage and penetration of 


More Management Field Data 


The new IBM electronic data processing 
installation just completed will enable 
“Fleet Management News” to step out in 
the procurement of more fleet data to 
guide its editors and assist advertisers 


Fleet Management Services 


“Fleet Management News” editorial 
columns fulfill the basic need of fleet 
management for efficiency and economy. 
Supplementary services, soon to be an- 
nounced, are now being instituted to com- 


New “Grass Roots” Fleet Help 


The fleet market comprises many strong 
vertical markets. Doing a strong market- 
ing job in local areas adds up to national 
marketing and sales strength. “Fleet 


the growing fleet market. and agencies. 


plement existing services. 


Management News” will embark on sup- 
plementary activity on a local “grass 
roots” basis. 


The Fleet Market is Big and Growing 


The fleet market is growing rapidly. There are 12,000,000 
units on the highways today... there will be over 20,000,000 
by the early 1970’s. Today there are over 70,000 fleets of 
10 units and more (sell them through “Fleet Management 
News”) . . . and over 200,000 fleets of 5 to 9 units (only 
“Fleet Product News” concentrates on this market). 


(eB STANLEY 


“Fleet Management News” and FPN 
cover 120,000 Fleets 
Selling the fleet markets through “Fleet Man- 
agement News” and Fleet Product News indi- 
vidually gives advertisers the most for their 
investment in selling to 120,000 different fleets. 


PUBLISHING COMPANY = | 


431 South Dearborn St., Chicago 5, Ill. « Phone: 922-0636 


“Fleet Management News” is affiliated with Fleet Product News, Jobber Product News & Jobber News, Jobber Product News Show Daily, 
Fleeet Management Directory & Buyer's Guide, and JPN Directory and Buyer's Guide. 


Offices in other cities: NEW YORK - 


PHILADELPHIA . 


DETROIT ° CLEVELAND ° 


Fleet Product News Serves 
5 to 9 Unit Market 
Now in its fourth year, FPN is the only 
publication concentrating in the growing as 
5 to 9 unit market. Currently, some 60,000 of |=~.~ # s 
the 200,000 fleets are covered. Circulation im 
will be increased as rapidly as possible. 


TULSA 


- LOS ANGELES . 


SAN FRANCISCO 
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Arch Names Shaw-Hagues 

Arch Laboratories, a division of 
Lewis Howe Drug Co., St. Louis, 
has named Shaw-Hagues, Chicago, 
to handle advertising. Arch will 
enter the ethical drug market with 
Dicarbosil, a new non-prescription 
antacid preparation. 


Mullen Adds Clark 

J. R. Clark Co., Spring Park, 
| Minn., has appointed Mullen & As- 
sociates, Minneapolis, to handle ad- 
vertising for its line of Rid-Jid 
brand household products. John W. 
|Forney Inc., Minneapolis, is the 
former agency of record. 


Coin-Op Cleaning Industry Sees 
Volume Hitting $60,000,000 in 1962 


(Continued from Page 3) 


a huge educational job is needed 


"BOSTON STATION SCHEDULES 


16 COLOR PROGRAMS A DAY! 


Station WHDH-TV has lined up a full schedule of tive shows, 


and dryers) a lucrative shot in the |to let consumers know about the 
|arm. Many laundries have already new coin-op dry cleaners. Al- 
jadded dry cleaning units and | though some consumer advertising 
|others are expected to follow suit. has been done to date, most of the 
|The one-stop cleaning concept is | promotional efforts have been di- 
an excellent attraction for con-|rected toward potential investors 
_sumers, and some of the larger | who will plunk down their money 
|companies like Norge, Westing- | for a building filled with coin op- 
house, Philco and Whirlpool are erated washing and dry cleaning 
promoting this concept by financ- appliances. Following are the pro- 
ing and franchising coin-op laun- | motional tactics taken by the ma- 
dry operators. jor companies in the field: 
| 


feature films, and cartoons for the Fall Color TV season. 
Coast-to-coast, Color is the trend. Are you with it? Get the full 


Color story from: W. E. Boss, 


Director, Color Television Co- 


ordination, RADIO CORPORATION OF AMERICA, 30 Rocke- 
feller Plaza, New York 20, New York, Tel.: CO 5-5900 


s In addition to coin-op laundries | Norge Sets Up Villages 
and exclusive coin-op dry clean-| Norge division of Borg-Warner NORGE VILLAGE—Norge is running 
ing stores, manufacturers of the|Corp. is generally credited with | this full color page ad promoting 
dry cleaners are looking toward | being the first major appliance|its laundry and dry cleaning vil- 
such potential markets as filling | manufacturer to develop and mar-|lages in the October issue of Mc- 


stations, department store parking| ket a coin-operated dry cleaner. 
lots, hotels, apartment houses, mo- | Norge got the jump on the industry 
tels and institutions. when it brought out its first ma- 

Men in the industry admit that chines just a year ago, and the 


Warm Bodies 


or 


Active Readers? 
Paragraph 7a can tell you 


PUBLISHER'S STATEMENT 


For 6 Month Period Ending 


JUNE 1961 


BUSINESS PUBLICATIONS AUDIT OF CIRCULATION, INC. 
420 Lexington Avense, Hew York 17, 4. Y. 
Established 1931 


1. ELECTRONIC DESIGN 
92. Hayden Publishing Company, Inc. 


850 Third Avenue New York Yor 


3. None 


OFFICIAL PUBLICATION OF 


a 1952 5. 26 


FSTASLISHED NUMBER OF ISSUES FER YEAR 


Quoiitied Circulation 1s thot Jation for which the mailing address, conformance to the Field Served ond Recipient Qualification, 
end correct 1catron ' 9 ore veritied by auditable documentary evidence dated as shown in Paragraph 7a below. 


FIELD SERVED 
ELECTRONIC DESIGN serves the electronic 
United States companies manufacturing e 


component parts, or basic materials incorporated into electronic devices. 


included in the electronic original equ 


ants, independent laboratories and research organizations, military and government 


installations and laboratories, AEC and 
tronic design and develo nt. 
In order to qualify, the following two 


1. Recipients must function in the des 
of manufactured products. 


2. Recipients must be employed by the 
above. 


original equipment market defined as those 
lectronically actuated or controlled devices, 
Also 
ipment market are electronic design consult- 


independent contractors engaged in elec- 


conditions must be met: 


ign and the development engineering 


companies or organizations described 


7a. SOURCES OF QUALIFIED CIRCULATION 


FOR ISSUE OF June 21, 196! 


1. Direct communications to publisher from qualified recipient 


2. Direct communications to publisher from qualified recipient 


on form approved by BPA requesting the publication... . 38,527 - 


3. Field reports obtained by independent field service organiza 
under contract to the publisher 


Total Qualified Circulation of issue analyzed... .. . 38,527 - - 


38,527 |100.0% 


100.0% e 100.0% |100.0% 


7b. AVERAGE TOTAL QUALIFIED CIRCULATION FOR 


THIS STATEMENT PERIOD 37,944 


N91S30 JINOWLI313 


1961 3Nnnr 


Your Electronics Advertising W 


ELECTRONIC DESIGN is the first and only BPA audited publication that is 100% 
individual request within current year, 


Setting new standards for which its member publications can strive, BPA is for the first time auditing 
circulation for “request.” This revolution in auditing helps assure the advertiser that his message is being read! 


Obviously, qualified individual request subscribers make the best prospects. They ask for the magazine. 
They read it! 


Out of 508 BPA audited publications, only ELecTRONIC DESIGN is 100% individual request within 
one year! And what’s more, we have been since 1954! 


ill Be Read in ELECTRONIC Desicn 


Visit a Norge Laundry and Cleaning Village! 


Call’s and the November issue of 
; Parents’ Magazine. 


company has been taking full ad- 
vantage of this development by 
|extensive promotion of its dry 
|cleaning machines and its Norge 
| villages, which are stores con- 
jtaining banks of coin-operated 
washers, dryers and dry cleaners. 

Jack Pettersen, Norge director of 
marketing, told ADVERTISING AGE 
that his company will invest more 
than $900,000 in advertising this 
year promoting its dry cleaners 
and villages. A dollar breakdown 
included $265,000 for national con- 
sumer ads; $215,000 for investor 
ads; $160,000 for merchandising 
materials and promotional kits for 
village owners; $80,000 for trade 
ads; and $200,000 for co-op ads 
with Norge distributors. 


® Norge launched its consumer 
effort for the coin-op machines and 
“villages” last April with a page 
ad in Life. Page ads also are sched- 
uled in the October McCall’s, the 
November Parents’ Magazine and 
December Good Housekeeping. 

The company climaxed several 
participations on “The Price Is 
Right” on NBC-TV Oct. 9 when 
it gave away a fully-equipped 
village. 

In addition to the consumer 
|push, Norge has been actively ad- 
vertising for investors in Norge 
“villages.” The company has been 
|running monthly ads of various 
\sizes in Wall Street Journal, and 
has used half-page ads in Fortune, 
Kiwanis Magazine, Nation’s Busi- 
ness, Rotarian, Time and U.S. 
News & World Report. 

Investors also were sought this 
year with two-color page ads in 
American Dry Cleaner, American 
Laundry Digest, Automatic Laun- 
derer & Cleaner, Cleaning & Laun- 
dry Age, Coin-Op, Drycleaning 
World, Launder-Matic Age & Coin- 
Op Journal, Laundry Journal and 
National Cleaner. Keyes, Madden 
& Jones, Chicago, is the Norge 
agency. 


s Norge estimates currently that 
it has a 50% to 75% share of mar- 
ket in the coin-operated dry clean- 
er field. The company markets its 
coin-op appliances through some 
30 independent distributors, and it 
estimates that between 700 and 
1,000 Norge villages are currently 
in operation. 

Unlike some other manufactur- 
ers, Norge sells its dry cleaner 
| machines in banks of eight, with 
|the machines sharing a central 
filtration system. The bank of eight 
}units costs about $15,000. An in- 
| vestor can open an average Norge 
| village for about $40,000, and can 
jobtain financing from Borg-War- 
| ner’s B-W Acceptance Corp. 


} 

| Whirlpool Aims at Investors 

| Whirlpool Corp., which report- 

edly is the world’s largest manu- 

facturer of home laundry appli- 

ances, started producing and mar- 
(Continued on Page 82) 
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USe this 
BHE&G 
specialized 
sales tool 
to hit pay dirt! 


i 


Landscape for color, sun and shade & ? 
How to build a patio - pg.35 


When you plant a new lawn, you pick precisely the right seed for soil, 

. shade and sun conditions. And, to get sales growth from your adver- 
ae tising, you want to plant your messages where the best prospects are. 
je Better Homes and Gardens authoritative Garden Ideas Annual gives 
advertisers a selective medium for reaching and selling the best pros- 

pects for products ranging from garden tools to suntan oil. The families 


who pay $1.25 for this book expect—and get—page after page of prac- 
tical, how-to-do-it, do-it-now gardening ideas. 

The next BH&G Garden Ideas Annual closes Dec. 15. Be sure your 
advertising is in this book, where remarkably responsive readers 
will see and act upon your product story! 


5 MORE BH&G IDEA ANNUALS THAT PINPOINT PARTICULAR AREAS OF HOME INTEREST 


Publ. est., 1962 issue: 185,000 
Closes: November 15, 1961 

On Sale: January 18, 1962 
Nearly half of the families who pur- 
chased the 1961 edition plan to build or 
buy a new home within the next two 
years. Prime prospects! 


Publ. est., 1963 issue: 180,000 
Closes: June 15, 1962 
On Sale: August 21, 1962 


An ideal book to advertise any product 
of interest to people who are actively 
interested in improving their homes. 


Publ. est., 1963 issue: 475,000 
Closes: July 16, 1962 

On Sale: September 20, 1962 

A comprehensive collection of practical 
decorating ideas. Reaches people who 
are seriously planning more livable sur- 
roundings. 
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Publ. est., 1962 issue: 600,000 
Closes: August 15, 1962 
On Sale: October 18, 1962 


Reaches consumers who are eager for 
suggestions and ready to spend. Ideas 
galore on gifts, decorations and recipe 
ideas for Christmas. 


Publ. est., 1963 issue: 225,000 
Closes: October 15, 1962 
On Sale: December 20, 1962 


A proven way to reach people with an 
immediate interest in the many prod- 
ucts needed to build, remodel or re- 
furnish a kitchen. 
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Coin-Op Cleaning... | 


keting its coin-op dry cleaners last 
January after a year of testing an 
experimental model. 
Whirlpool, which spent no mon- | 
ey to advertise coin-op appliances | 
in 1960, estimated that it will | 
spend $350,000 this year to pro- 
mote its coin-op machines. At the 
start, the company aimed its ads 
at professional dry cleaners, run- 


ning half-page and page color and | 


b&w ads in such trade publications 
as American Dry Cleaner, Ameri- 
can Laundry Digest, Cleaning & 
Laundry Age, Coin-Op, Dryclean- 


ing World, Laundry Journal and | 


National Dry Cleaner. 


Later, Whirlpool turned its at- | 


tention to private investors, em- 
ploying ads in Barron’s and the 
Wall Street Journal plus 62 news- 
papers in selected markets. The 


an aititude or opinion 


concerning your product 


becomes stronger when it is formed, or confirmed 


through personal associations. Ideas can win 


greater acceptance when they are presented to 


all members of a group, simultaneously. 


There is a definite way your advertising in 


Together reinforces your entire schedule—to 


740 RUSH STREET 
CHICAGO 11, ILL. 
for Method: 


learn how you can project your product story, 
write or call Together today. 


+ Fomili 


coin-op ads were placed by Nete- 
du Advertising, St. Joseph, Mich. 


s The company originally sold its 
coin-op dry cleaners only to pro- 
fessional laundry men, but later 
opened the doors to all investors. 
The” machines are marketed by 
Whirlpool’s commercial laundry & 
dry cleaning equipment division, 
headed by John Crouse, general 
manager. Whirlpool has a direct 
selling program for its coin-op 
machines, unlike some other man- 
ufacturers, which use distributors. 
Whirlpool currently is develop- 
ing a new program, which will 
offer financing of a variety of 
buildings to investors as weli as 
a full range of coin-op laundry 
and dry cleaning equipment. Un- 
| der its current program, Whirlpool 
|will finance the equipment but 
{not the buildings housing the 
|equipment. The company plans to 
develop a one-stop laundry con- 
| 


OP PROFIT 


can be yours with 


RCA WHIRLPOOL 
x Seiuedh exes 


WHIRLPOOL COIN-OPS—Whirlpool Corp. has been running spreads like 
this one this fall in laundry and dry cleaning publications. 


cept, similar to the Norge villages. 


® As opposed to Norge’s plan of 
selling dry cleaners in banks of 
eight, Whirlpool sells a_ single, 
self-contained dry cleaner for 
about $2,500. Whirlpool predicted 
a huge growth for the coin-op ap- 
pliance field, and forecast that 
laundry and dry cleaning villages 
will increase in size and number 
of services. 


Westinghouse Will Use TV 

Westinghouse Electric Corp., 
Mansfield, O., for years a giant in 
the coin operated laundry appli- 
ance field, went into full produc- 
tion on its coin-op dry cleaners 
just this summer. 

Westinghouse introduced its new 
dry cleaner with an extensive 
four-month ad push in September. 
One-third, half-page and page ads 
are scheduled in such publications 
as Barron’s, Forbes, Fortune, 


i 


— 


‘Serves the $ 


No pint-sized market, this! El Paso, big Sth 

city of Texas, serves 750,950 people in the 
southern New Mexico-West Texas-Old Mexico 
sunland...scores well within the nation’s 
TOP FIFTY MARKETS. Thirsty for sales? 
El Paso Broadcasters provide 100-proof 

coverage of the market that serves South- 
western consumers... El] Paso, Texas. 


Advertising Age, October 30, 1961 


|Newsweek, Time, U.S. News & 
|World Report and Wall Street 
Journal, extolling the advantages 
_of investing in coin-op Laundro- 
mat stores and announcing the new 
| dry cleaners. 

The company also has promoted 
its dry cleaners several times on 
its “Westinghouse Playhouse” tv 
show and plans to run commer- 
cials periodically. The company 
|plans to spend about $1,000,000 on 
coin-op advertising this year, a 
50% gain over 1960. McCann- 
Erickson, New York, is the agency. 


@ The new dry cleaner is a twin 
|unit with a single filter and sells 
for about $4,500 to $4,800. The dry 
cleaner and all other Westinghouse 
commercial Laundromat equip- 
|ment is distributed by ALD Inc., 
| Chicago. 

Westinghouse has been selling 
|the one-stop laundry and cleaning 
concept since its entrance some 
years ago in the coin-op appliance 
field. The company and ALD Inc. 
have franchised and helped estab- 
lish more than 13,800 Laundromat 
coin-op laundries throughout the 
U.S. and Canada. 

In addition to the Westinghouse 
ad effort, ALD Inc. will spend an 
estimated $600,000 this year on 
advertising aimed at attracting 
investors in Laundromat stores. 

About $300,000 of ALD’s money 
goes into small space business op- 


BE YOUR OWN BOSS 


Heres the ground floor oppertynrty you ve been eacting ia: Own your owe com operated 
Westinghouse Laundromat laundry & drycieaning store 
poate ==|y sgh 


ee 


You cam oe SURE... w wsWestinghouse * = 


LAUNDROMAT AD—ALD Inc., distrib- 

utor of Westinghouse’s coin-oper- 

ated laundry equipment, is pro- 

moting Westinghouse Laundromats 

with investor ads like this one in 

financial and laundry trade pub- 
lications. 


portunity ads in such publications 
as Barron’s, Forbes, U.S. News 
& World Report and Wall Street 
Journal. ALD this year also has 
been running page ads in Vend 
and six or seven of the leading 
publications in the laundry and 
dry cleaning field. Herbert Baker 
Advertising, Chicago, is the ALD 
agency. The remainder of ALD’s 
promotional dollars will go into 
collateral materials and promo- 
(Continued on Page 84) 


Advertisement 


NEVER UNDERESTIMATE the knowledge 
of a woman. This one knows you can 
boost sales in the 
Sweet Vermont 
Market with just 
one order, one 
bill, one buy. The 
Vermont Allied 
Dailies, a 6- 
newspaper 
group, blankets 
the part of Ver- 
mont where 
93.9% of the 
state’s $652 mil- 
lion buying 
power originates. 
Get the whole 
story from: VERMONT ALLIED 
DAILIES, Rm. 515, Statler Office 
Bidg., Boston, Mass. (Sales Manage- 
ment figures.) 
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You can’t plunk down fifty cents on a news- 
stand and pick up a copy of Business Week. 


Nor can you send your subscription check 
and receive it through the mail—unless 
your job, title, and responsibility qualify 
you. If you’re not a management man, your 
chances are pretty slim. 

The 380,000 subscribers to Business Week 
constitute the largest selected management 
audience in publishing. They have been 
screened, identified, and accepted for their 
ability to use Business Week’s contents. 
They don’t “‘pick it up with the evening 
paper.”” They don’t read it for amusement 
or business gossip. They need the news of 


lets, 


un 


sells a product | 


| B SIN ESS "How packaging 


7 


to take Britain into,the Common Market without _ 
wrecking the Commonwealth [Business Abroad] — 


Business Week. They use it for business or 
personal profit. They rely on it to help 
guide daily decisions. 

Where are these subscribers? 


For instance, there are 63,629 of them in 
this country’s 500 largest industrial cor- 
porations. 


There are 15,919 more in America’s 50 
largest banks, 50 largest utilities, 50 largest 
life insurance companies, 50 largest mer- 
chandising firms, 50 largest transportation 
companies. 


Over 23% of Business Week’s subscribers 
are presidents, owners, or partners of their 


business. And almost all the others are di- 
rectly concerned with management of their 
companies. 


These are the people who are reading and 
using Business Week’s pages. These are the 
people who will respond to your advertis- 
ing in Business Week. 


Not one of them plunked down fifty cents 
on a newsstand to get his copy. But these 
are the men who are plunking down millions 
in business and industrial purchases. 


The fact is: there are thousands of products 
and services which cannot be sold unless you 
know these men. And unless they know you. 
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Coin-Op Cleaning. . . 


tional kits for Laundromat stores. 
ALD, a consistent advertiser for 
some years, invested about the 
same amount of money in adver- 
tising last year as it will in 1961. 


Speed Queen Launches Unit 


Speed Queen, Ripon, Wis., a di- 
vision of McGraw-Edison Co., un- 
veiled its first coin-op dry cleaner 
at the laundry and cleaners’ re- 
gional show in Cleveland earlier 
this month. The new appliance, 
|which can handle two separate 
loads at the same time, has a 20- 
|minute cleaning cycle, which Speed 
| Queen claims is much faster than 
any coin-op dry cleaner now on the | 
|market. (It was estimated that the | 
average coin-op dry cleaner now 
takes from 45 minutes to one hour 
|to finish a load.) 


1960 b \ 
HAMMOND E. enone 


Lake County. Ind 
ABC. City Zone FOOD SALES: 


$89,574,000. 


reach this West Half of the Nation's 
50th LARGEST Standard Metro- 
politan Area through the 


CiL SALES MPicT 


THE HAMMOND TIMES 
represented by 


es) 


“TALES OF WELLS FARGO” JOINS 
THE RANKS OF COLOR TV 


Last year’s black-and-white hit moves up to color TV. 
The trend is to color. Are you with it? Learn more about 
color TV now. W. E. Boss, Director, Color Television 
Coordination, RADIO CORPORATION OF AMERICA, 30 
Rockefeller Center, New York 20, N. Y., Tel: CO’5-5900 


Advertising Age, October 30, 1961 


The price of the new Speed| 
Queen unit is about $6,825. The 
company predicted that the ma- 
chine, because of its compact size 
(36 sq. ft.), would be much more 
acceptable to existing laundry 
stores which might want to add 
dry cleaner units than the larger 
dry cleaners made by other man- 
ufacturers. 


|Center franchise program with 38 
|\twe-color pages in the October 
issue of Coin-Op. The company 
plans to eStablish a _ nationally- 
identified chain of Sunshine Cen- 
ters throughout the U.S. in the 
next five years. The centers will 
| offer the consumer full laundry 
| and dry cleaning services. 

Ad plans are now being discussed 
for an extensive program in pub- 
lications such as Life, Newsweek, 
The Saturday Evening Post and 
Time, aimed at obtaining consumer 
acceptance of the Sunshine Cen- 
ters and attracting investors for 
the stores. Backing up the national 
push will be local newspapers, ra- 


@ Speed Queen is promoting the 
new dry cleaner with spreads in 
the September and November is- 
sues of American Dry Cleaner, 
American Laundry Digest, Auto- 
matic Launderer & Cleaner, Clean- 
ing & Laundry Age, Coin-Op, Dry 
Cleaning World, Launder-Matic 


dio and tv, and there “is the pos- 
sibility of regional or full network 
radio and tv sponsorship for Sun- 
>» shine Centers, but no final deci- 
sion has been made in this area,” 
Philco said. Batten, Barton, Dur- 
stine & Osborn, New York, is the 
| agency. 


_ NeW WESTINGHOUSE DO-AT-YOURSELF” ORYCLEANER CUTS COSTS. 
Age, and Laundry & Dry Cleaning UP INVESTMENT OPPORTUNITIES 
| Journal. The ads are aimed at pro- = ee 
| fessional launderers and dry clean- 
ers and play up the profit benefits || 
of the new unit. Geer-Murray Inc., 
Oshkosh, Wis., is Speed Queen’s 
| agency. 
Earlier in the year, the company 
| promoted its coin-op equipment to | # Sunshine Center franchises will 
| Prospective investors with small | | WESTINGHOUSE DRYCLEANER—West- \be sold as a complete package, 
|space ads in Business Week, True | inghouse Electric Corp. has been including the building, the prod- 
and Wall Street Journal, and such! yuna aie The tits ene th Gee ucts and the promotion. All cen- 
| fraternal books as Columbia, Elks, ng | ters will be uniform in architecture 
| Lion and Rotarian, but has dis- | and financial publications this fall. | | and color; even the equipment will 
continued this program in favor of | F be in color. 
pushing the new dry cleaners. eer gett ype peametg Socaxped Franchises will be sold through 
|the stores Gots ts name of Speed | | the company’s distributor organi- 
zation. Philco’s coin-op equipment 
lis distributed through a network 
|of some 40 independent commer- 
| cial laundry distributors. The com- 
pany currently manufactures two 
Philco Ponders Print and TV | dry cleaners—one regular and one 
Philco Corp., Philadelphia, | deluxe; a 50 lb. dryer, and two 
launched a new ad campaign for | coin-op automatic washers. 
that |its new Philco-Bendix Sunshine Bendix, which was acquired by 


on » 
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|# Speed Queen markets its coin- |Wash laundries, but Speed Queen | 
Seuteak duiieesee tes com. |" done little in the way of pro- 
pany is one of the largest suppliers | moting the Speed Wash name. 
of equipment to coin-op laundries, | 
and claims that it sells more coin-| 
op washing machines than any oth- 
er company. 

The company estimates 
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agency. 


or any of it before. 


Be Ae kk’ se 


which Philco Corp. is running in the October issue of Coin-Op, pro- 


moting its new Sunshine Center franchise program. Burke to Join Farley Manning 
James E. Burke, director of the 

products division in the public re- W -TV $ 

lations department of Procter & AVE gives you 

Clesco Bows in Consumer Ads) Gamble Co., Cincinnati, will join 

ness at the end of World War II. 


Bendix is believed to. have opened Clesco division of Tenax Corp., Farley Manning Associates, New 28.8% more SMOKERS 


the first attended coin-op laun- Cincinnati, which claims to be the York, Nov. 15, as an account exec- 


dries, and later the first unat- first company to manufacture and | peng 3 on SS none —and they puff literally 28.8% — 


invest $750,000 in advertising over joined P&G's advertising depart- cigarettes, cigars and pip e tobaccos! 


Philco in 1956, was one of the|sion sales both in 1961 and 1962.” 
pioneers in the coin-op laundry 
appliance field, entering the busi- 


tended coin-op laundries. market coin-op cleaners, plans to | Seling department. Mr. 


s Philco said, “Conservatively, the the next 12 months. | ment in 1948. 
industry will open more than 5,000 Its consumer ad schedule in- 


| 
stores a year, and these installa- | cludes a color page in a November | St. Paul Dailies Boost Three 


| Wilbert H. Roth, retail ad man- 
and $120,000 each for equipment | four insertions a year in Good| ager of the St. Paul Dispatch and 


alone. We fully expect to get our | Housekeeping, Life, McCall’s and| Pioneer-Press, has been promoted 
also| to assistant advertising director. 


tions will average between $50,000 | issue of Life, and a minimum of 


fair share of this booming market.| Parents’ Magazine. Clesco 


NBC 
And we know that our sales of|plans monthly ads in some seven| The newspapers also promoted LOUISVILLE 
coin-op washers, dryers and dry |business publications, among which | John F. Lewis to retail ad manager THE KATZ AGENCY, National Representatives 
cleaners will represent a good per- | are American Dry Cleaner Digest,| and Robert C. Momsen to man- 


centage of consumer product divi- Cleaning & Laundry Age, Coin-Op | ager of general advertising. 


a “These families can get as much 
dry cleaning for $1.50 in the future 
as they could get now for $7,” 
Mr. Hirsch said. “The women who 
are already patronizing the clean- 
ers will feel they can throw a 
sweater or a small rug into their 
regular bundle and get this extra 
piece done free.” He added that 
Clesco has a $2,000,000 backlog in 
orders for the Clesco dry cleaners, 
SUNSHINE CENTERS—These are pages two and three of a 38-page ad which sell for $10,000 each. # 


Journal and Launder-Matic Age.| Smith Buys Crow Publications |lishes “Plywood” and “Lumber” 
Metlis & Lebow Corp. is Clesco’s 


C. C. Crow Publications, Port-|ewsletters and other industry re- 


land, : ports. Mr. Smith succeeds Mr. 
aie 2 Wivech, precttemt of |e ee ee pee 


Tenax Corp., said the new ma-|er of Crow’s Lumber Digest, from | comes editor in chief. Hal Mayhew, 
chines are opening a vast new 


Albert T f i -\f ly editor, becomes publisher 
market’ for dry cleaning among watehury Sor 0 ysiee Se | Seay 7 P 
people who couldn’t afford much 


Robert E. Smith, formerly publish-| Tewksbury as president and be- 


ported “in excess of $50,000.” In ad-| and vp. J. S. Mills will continue as 
dition to Lumber Digest, Crow pub-| advertising manager. 


That’s because WAVE-TV has 28.8% more 
viewers, from sign-on to sign-off, in any 
average week. Source: N.S.I., July, 1961. 


CHANNEL 3 @® MAXIMUM POWER 
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pe 


Rs pein ee a ke te eee 


You 


provocative worlds that stimulate to- — 
day's alert man. 


Like this: 


india: The Naw Bonibey “4 
...The stark and vivid contrast of the _ 
-pleasure-bent “High Society” on the | 
hille and the struggling, steaming mil- — 
tions in the population-giutted streets. — 


_ Spurts; The Maximum Quarterbeck _ 
... 4ie"s got to be an incredible com- — 
bination of superhuman man ahd ex- 
trahuman machine just to survive. — 
More than that to be a star. 


. Fashion: America Eyes the British 
. heok 
... Unrnistakeble in accent, subtie of 
touch: the newest direction in men’s 
fashion brings the virile elegance of 
London's Savile Row to Main Street, 
U. &. A. 


Atitomotive: The American Sports 
Car Comes of Age 

.., Snariing with power, Chevrolet's . 
Corvette is ready to challenge the 
champions. 


(eeepe 


Humor: A Dozen of the Best 
-«. the twist that starts a chuckie;: the 
nudge @rupting into leughter; the ¥ 
rollicking madness of the world's 


£ 


funniest cartoons. 


ind diversity...the 

monthiy reading ferment thet. maxes 
F ality 

@ eourrtry 


ra) é — NY ae eT Re ce #3 
‘ : eS a Paka co a 
Pa a 3 
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' 


= Excitement in ESQUIRE is diversity! A 
-ketetdoscogic exploration of ali the | 
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HOTTEST ) GROWING CIRCLE IN PUBLISHING 


PIA 3s coc. Sekects Healthy? You judge. Family Circle offers” 


no circulation promotions. No subscription drives. In fact, no 
subscriptions. Copies soldsone »by one. Ap supermarkets. Hot? 
On fire. Circulation -wilt: average Theale for Est quarter |QO6l. 
On rate base of Glam y Sonal kc us -- | million. More 
proof? Advert Thai 


too. Last quartéfaamm 


.. 


Trage enc revenue up, 
s me 20% ahead 
year papnly Circle history. 


of last year. l[OGE bi SS 


How come? donee ‘wate itu E am Catering to 
homemakers only. Nothingh but Serieoneontent Crammed with 


lively ideas on food, fashions, furnishings. Thats the reason 


Family Circle has more single-copy circulation than any other 


womans magazine. In fact, more than any other magazine...period.:’ 


Healthy news: Family Circles cost per thousand still lowest 
of all womens magazines. Make news: Theres room for your 


product in the glowing, growing circle. Call your Family Circle 


representative for action. 


"Publishers Estimate FOR HOMEMAKERS ONLY 


THE HEALTHIEST ( AND 
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Advertising Age 


eature Section 


THE NATIONAL NEWSPAPER OF MARKETING 


Outwitting Mediocrity in Four Colors... 


CM Applauds Alyssa Approach 


Smith Discusses Shoe Polish Design 


Fritos vs. Prontos—Diamond Explains 


Newcombs Treat Employe Report Contest 
Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


‘How to Use Ingenuity Instead of Money 
in Creating Advertising’ Is Set Forth by Wesley Aves 


Small agency life is a strenuous one in which you must be 


By Wesley Aves 


President, Wesley Aves Advertising, 
Grand Rapids, Mich. 


This assignment grew out of a discus- 
sion with Sid Bernstein [AA editorial 
director] in which I made two statements 
about the agency business. The first was: 
That the much-publicized multi-million 
dollar agencies do not typify the business 
as a whole—even though they do get the 
most and the biggest headlines. 

I claimed, too, that, in the smaller 
agencies, the creative “throughput,” per 
dollar of income, of necessity must be 
greater than it is in the big shops and 
that, in these smaller shops, ingenuity 
must, naturally, make up for budget limi- 
tations. 

Now, it seems, I have to be my own 
witness in defense of these allegations. 


s I’m sure you'll agree that we who labor 
in small agencies must habitually use 
brains instead of dollars to produce crea- 
tive advertising. And, because we out- 
number the multi-million dollar agencies 
by a majority of more than ten to one 
(only 11% of the 3,944 agencies in the 


You get a lot to like 
with a Marlboro 


-the filter cigarette with 


Why don't you settle back and have a fudl flavored smoke! 


not only ingeniously creative, but fast and versatile—as “an ° 
absolute necessity,” Wesley Aves believes. And he has an ar- 
senal of ingenious ads by small agencies to support the point 
—along with equally ingenious ads turned out by large agen- 
cies with the accent on creativity rather than lavish use of 
money. Mr. Aves displayed the collection on slide film at Ad- 
vertising Age's fourth annual Summer Workshop on Creativity 
in Advertising. A large share of the ads, and what Mr. Aves 
had to say about them, are presented here. 


country bill over $2 million), we are, 
truly, more representative of the agency 
business as a whole—despite the head- 
lines. 

In small agency life, two facts are dom- 
inant: Ideas must be developed, created 
and produced at a fast pace; and a high 
degree of versatility is an absolute neces- 
sity. 

Per dollar of income, smaller agencies 
must produce more of everything—and 
for a kaleidoscopic variety of accounts. 

My definition of ingenuity, as I’ll use it 
here, is: “When the creative effort obvi- 
ously outweighs either the limitations or 
the permissiveness of the budget avail- 
able.” Or—when you use more brains 
than money! 

Unfortunately, at all budget levels and 
from all sizes of agencies, much of the 
advertising to which the public is exposed 
falls into one of three categories: The 
dull, the ordinary, or the ostentatious— 
which seems to say, “See what a lot of 
money we had to spend.” Unhappily, only 
a small percentage reflects a fresh or 
genuinely creative approach. Let me show 
you what I mean, with these ads .. . 


the unfiltered taste 


3—But there was wonderful con- 4—Here’s an example from the world’s largest small agency—Leo 


trast—and relief—in this straight- 
shooting Gulf ad. It’s a brilliant 
and workmanlike combination of 
illustration and headline—which 
says, “Even this much extra carbon 
can cause engine trouble.” Could 
anything be simpler? Or stronger? 
Or more ingenious? 


Burnett. It’s an obvious reflection of Mr. Burnett’s motivation, as 
he expressed it in a speech not long ago. He said, “We like to make 
advertising . . . we think the people we’re trying to reach can like 
advertising and advertisers.” Unless you’re a competitor, I think 
you'll have to agree you’ve had a lot to like in Marlboro advertising. 
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1—In my initial browsing, I also 
checked an issue of The Saturday 
Evening Post. As usual, it was 
loaded with ads that reflect what 
seems to be the most urgent prob- 
lem of some creative teams: 
“Where shall we photograph it 
next?” 
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5—Also there was an ad from the 
classic series by Foote, Cone & 
Belding for Dial soap. To me, these 
ads exemplify practical ingenuity 
—a creative approach that out- 
weighs financial considerations 
(even though photography costs 
were probably high). 


2—Although liquor advertisers 
have a particular and peculiar set 
of problems, it’s hard to believe 
the solution requires quite so much 
ostentation as this. Talk about em- 
pathy! I hadn’t realized that so 
many Post readers live in art gal- 
leries and have their nightcaps 
served by butlers! 


6—So much for the preliminaries. 
I hope I’ve made my point on the 
paucity of ingenuity among adver- 
tising of all types. Believe me, in 
my brief research, the dull and the 
ordinary were overwhelming .. . 
and, with unfortunate frequency, 
they seemed to reflect the substi- 
tution of money for creativity. 

Obviously, however, many of our 
leading agencies do—consistently 
—exhibit extremely high standards 
of creativity and ingenuity. Their 
work provides a magnificent res- 
ervoir of inspiration—that creative 
people in the small agencies can 
and should draw from habitually. 
Notice, I said “draw from’’—not 
copy! 

Let’s take a look at a couple of 
examples ... [on the next page] 
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This “Growth Stock” 
Splits Two-for-One Every Year! 
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7—If there is any truth in my im- 
plication that the smaller the budg- 
et the greater the application of 
ingenuity, perhaps the point is 
strengthened by big agency house 
advertising or their other low 
budget activities—like this ad for 
Marion Harper’s Black Angus beef 
cattle. 
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12-—Here’s a sample from an agen- 
cy whose work gives me a special | 
thrill. Its from Doyle Dane Bern- 
bach .. . Perhaps I like this ad 
particularly well because I haven’t | 
yet found a client who was willing 
to use such a strong negative head- | 
line. And the copy pays off quick-| 
ly: “This Volkswagen missed the 
boat. The chrome strip on the glove | 
compartment is blemished and 
must be replaced. Chances are you 
wouldn’t have noticed it. Inspector 
Kurt Kroner did.” And, of course, 
it goes on to talk about Volks- 
wagen’s quality control. 


8s—Young & Rubicam have done a 
superb job of presenting their phi- 
losophy with telling imagination 
and ingenuity. Many of their ads, 
like this, are compelling one-liners 
—worthy of Joey Bishop. Here, the | 
little man is falling from the trap- | 
eze and the copy says, “Never| 


promise more than you can per-| 
form.” Simple, direct and in-| 


genious! 


13—In my opinion this familiar El 
Al Airlines ad is another all-time 
masterpiece. It delivers its message 
in a flash ... And what a brilliant 
example it is of production inge- 
nuity—using brains instead of 


| money. Undoubtedly that’s a stock 


photo! More importantly, though, 
the illustration demonstrates how 
clearly a thought can be conveyed 
when that thought is freed from 
any considerations of such status 
factors as fine art, four colors or 
outspending competition. 


17—And for utter simplicity how 
can you beat this companion ad— 
which you undoubtedly saw on 
billboards and in newspapers. In- 
genious? You bet it is! Visually it 
has a tremendous wallop and it 
makes its point briskly and in very 
human terms. But just think what 
would have happened had they 
taken the ordinary approach and 
tried to illustrate the bedroom 
scene! 


18—Here is another unusual series 
.\by the same agency. Diane Shu- 
grue of the agency said: “Dilly 
Beans was instituted by two young 
school teachers with hardly any 
money in their bank books. The 
problem was how to get the sophis- 
ticated New Yorkers to buy some- 
thing brand new on the food mar- 
ket. Solution—three ads in The 
New Yorker. The first one is head- 


9—And, in my opinion, this pencil 


ad hit an all-time high. Here, the 
ingenuity is, literally, pointed. Ob- 
viously the cost of art and produc- 
tion were minimal. But the ad pays 
off beautifully. The copy says: 
“Does your advertising look the 
same as others? Does it sound the 
same? Many campaigns are com- 
peting for attention. But only the 
outstanding ones get it. People buy 
ideas. The sharp ones.” And that’s 
where the pointed pencil is. It’s an 
outstanding demonstration of low 
budget ingenuity in advertising. 
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10—Despite my implications, I hon- 
estly believe far more ingenuity is 
displayed in today’s advertising 
than was common 10 or 15 years 
ago. Undoubtedly the growth -of 
competition has stimulated the in- 
crease—but with a big assist from 
David Ogilvy. The era of ingenuity, 
in contrast to blatant contrivance, 
seems to have been initiated by the 
introduction of Mr. Ogilvy’s fa- 
| mous Hathaway campaign . . . with 
copy that is unfailingly urbane, 
persuasive and believable—and 
which can serve as a model. 


15—Now, I have a few specific case 
histories. However, there’s one 
thing I'd like to make clear. I cer- 
|tainly don’t intend to imply that 
| this is a comprehensive representa- 
|tion of ingenious advertising. 
| There’s a lot more around. 
| It’s just a personal and quite 
random choice of advertising in| 
which various forms of ingenuity | 
are displayed. 
Most of the following case his- | 


tories were born in modest-to-| 


small agencies and some go to the | 
very bottom of the barrel in budget | 
size. But they are all examples of | 
ingenuity -in advertising that has | 
worked exceptionally well. 

I think, too, they substantiate al- | 


today's Super Shell—and the remarkable things 
they do to give your car top performance 


(ee me ee ee ee 


Seka 
ae 


11—This controversial Shell cam- 
paign shows how powerful good 
narrative copy can be. All research 
indicated that nobody wanted to 
read about gasoline. The sheer 
weight of the campaign couldn’t 
help but pay off, perhaps, but as 
Starch reports have already indi- 
cated, these ads are well read. It 
looks as though Mr. Ogilvy’s crit- 
ics may have to eat some crow. (1 
hope someone will save me a 
gr? ... 


= 


|so the principle that “a good ad is | 


14—And as another example of| 
DDB’s work, here is a poster that 
typifies their campaign for Levy’s| 
bread. As most of you may know, 
| this campaign is based on small 
| b&w newspaper ads, using this 
technique of illustration. For those | 
of you who may not know it and) 
can’t see it, this lunch-kebab shows | 
a slice of each type of bread that | 
Levy makes. It’s dramatic, striking, 
interesting—not in the least self- 
conscious or stuffy, nor is it like 
| other bakers’ advertising. And the 
| creative effort far outweighs budg- 

et considerations! 


19—Miss Shugrue says that Dilly | 
Beans are now going national—| 
barely keeping up with demand. 
Certainly, in the Coldene and Dilly | 
Bean campaigns, it would have! 
been easy to fall into the trap of 
mediocrity. Not only did Papert, 
Koenig, Lois avoid this trap, but, 
with equal success, they also avoid- 
ed the snare of being different just | 
for difference’s sake. Both series| 
tell their stories competently and | 
clearly—with a great deal of in- 


lined, “Is the Dilly Bean a threat genuity in theme and illustration | 


to the peanut and the pretzel?” 


which certainly substitutes brains 
for production costs. | 


an ad which fits its subject.” | 


16—This Coldene campaign is from 
| Papert, Koenig, Lois, another agen- 
|cy where creativity isn’t henpecked 
| by money. It demonstrates that hu- 
| man interest and good taste are not 
|jnecessarily synonymous with 
/weakness. To me, this ad illus- 
|trates ingenuity in low cost illus- 
|stration, which like the Young & 
|Rubicam one-liner, pays off ina 
hurry. The line under the tablet 
|says “Coldene—the modest cold 


tablet.” And the sub-head pays off 

immediately—with the wonderful 

line: “All it does is make you feel 
good.” 


» 


20—Earle Ludgin & Co. is the agency for this Yellow Pages cam- 
paign. The account came to Ludgin in 1959. Hugh Wells and Law- 


rence Arnold of the agency deve 


loped a radio jingle theme “Who, 


what, where, you’ll find it there—in the Yellow Pages.” In spring, 


1960, more coverage and visual 


presentation Pages emblem were 


needed. The ideal supplementary medium, Ludgin felt, would be 
a saturation use of outdoor spectaculars. But space and production 
costs were too high for the budget. They couldn’t afford the essen- 


tial coverage and frequency. So 


they dreamed up this idea—twin 


24-sheet panels used as a unit spectacular. Another creative idea 


solved the problem of bringing t 


he message areas close—and pro- 


viding visual unity. Through the use of snipes, the white strips 
down the inside ends, the joining device extends into the margins 


of each board. Cost of snipes: 25¢ 


application of low-cost ingenuity, 


per pair of boards. Because of this 
the client got a saturation show- 


ing of better-than-usual spectaculars at budget prices. 
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LOST — Sensible advertising rates in 
magazines. Mislaid in the vicinity of 
Numbers Game or Circulation Race. 

Worried Advertiser 


WILL THE LADY who drove up in the 
Bentley and left only 35¢ for her Octo- 
ber Good Housekeeping please come 
back with the other 15¢? Everybody 
knows the price went to 50¢ and the 
magazine was still a sellout. 
Newsdealer 
FOUND — Sensible rates for the adver- | be 
tiser when the reader who gets more, | fo 
pays more. No adv. rate increases from 
Feb. '61 through June ’62. 
Good Housekeeping 
ICE 
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21—David Bascom of Guild, Bas- 


com & Bonfigli said: “Skippy need- 
ed some extra advertising support 
in certain markets. A contest was 
suggested but contests offering ev- 
erything, from Fort Knox to the 
entire New York Stock Exchange, 
have become so commonplace that 
we despaired of having our adver- 
tising stand out. So we offered a 
prize of a single peanut. Returns to 
date have happily flabbergasted 
agency and client.” It takes cour- 


it takes skill to avoid seeming silly. 
The agency lives up to the inge- 
nuity it promised in its ads, keeps 
production costs down—and gives 
the client more for his money. 


25—“Many advertisers would be in- 


clined to get more frequency with 
smaller space units. In such a 
highly competitive field as salad 
dressings, we felt it would take 
heroic measures to really dent the 
big chains and supers.” I would not 
presume to imply that all of us can 
write copy like Hal Stebbins. But 
to me this series demonstrates that 
a story well told, and polished with 
the touch of ingenuity, will win 
many more friends—and make 


more sales—than does mediocrity 
in four colors. 


tatty nnn ee ee 
ee att em 


30—Davis, Parsons & Strohmeier, a 
New York agency, had a new client 
with a limited budget. They went 
to the graduating classes of New! 
York’s leading art schools and pre- 
sented to each the copy for each 
ad. From those submitted, they 
chose the best design and paid the 
artist his professional fee. 
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22—This Bohn series was prepared 23—Hal Stebbins has long been one 
by Sudler & Hennessey, New York.| of my favorite creative people. In 
Copy was by Richard Eskilson and | this copy for Bernstein’s salad 
layouts by Herb Lubalin. The dressings Mr. Stebbins uses a first- 
agency calls “Brain Child” a clas-| person narrative style to carry the 
sic. It has been re-run and re-run| reader along as only a good story- 
by the client for well over a year. | teller can. The copy opens up with 
Its strong, simple visual device |““My mother said she’d never for- 
(the glasses on the machine); its| get the day Father mixed his first 
classically simple layout; and,| cocktail sauce. It happened way 
probably, most of all, its memora- back in 1906 when Mama and Papa 
ble headline “Brain Child,” which| ran a delicatessen in Mount Ver- 


}is so much a part of the product! non, New York.” You know it’s go- 
age and ingenuity to defy a trend} 
and to offer a ridiculous prize. And} 


story, have all added up to a high-| ing to be a good story and it doesn’t 
ly productive advertisement. Per-|let you down as it goes on to tell 
haps [this] indicates that ingenuity | how the first cocktail sauce was 
needn’t be wildly dramatic—it pays | developed and other sauces were 
off best when it is sighted accu- | added. Visually the ad combines a 
rately on target and handled with | slightly nostalgic touch in the cali- 
discipline. graphic ornaments. 
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26—Hockaday Associates is a New | 27—The first ad (26) appeared last 
York agency which has been de-| | fallin The New Yorker, home fash- 
scribed as “hot.” Here is some | ions section of the New York Times 
typically creative work that Miss|and a couple of shelter books. The 
Hockaday sent me. In this instance,| response was unheard of in com.« 
color is a necessity because color | pany history. Some 10,000 stores 
is an integral part of the product. | | took on the line. Such overwhelm- 
Blenko has specialized in Amer-|ing response may have been the 
ican hand-blown glass for 65 years. inspiration for the confident head- 
The company handled glassware line of the above follow-up ad: 
reproduction for Williamsburg and, | “Love for Blenko is here to stay.” 
for years, everything was rosy.| Note that the sense of action is 
About two years ago imports | created here without resorting toa 
knocked the bottom out of Blen-| stereotyped situation or to the usu- 
ko’s business. They came to Hock-| al “in use” setting. Any distractions | 
aday for help—with not much | are eliminated and the product gets | 
money to fight back. Miss Hocka-| full play. And this ingenuity paid | 
day says: “We looked for a visual| tremendous dividends at the cash 
way to say ‘Blenko is different.’ | register... 

This is the ad that resulted. The | 

pitcher woos the vase—Blenko| 

loves Blenko . . . that good name. 

- not once but twice.” 


ONCE IN A LONG WHILE a new product comes along with a real 
story to tell. First it's just a name you see, Then, 
almost without your knowing why or how, that name is a 
by-word, Such a name is RIVER VALLEY. Its story is simple: 
Grade "A" frozen vegetables at budget prices. lots of 
people are going to try RIVER VALLEY to see if this story 
is true. It is, And when the name becomes an automatic 
part of your buying vocabulary, you can remember this 
as the first timo you saw it in print: RIVER VALLEY, 

TUE LARGIIELD COMPANY mene cm omnes 
31—River Valley frozen vegetables are regionally distributed in 
Northern California. With a comparatively miniscule budget, it out- 
sells several long-established national brands. Johnson & Lewis, 
San Francisco, is the agency. They started from scratch four years 
ago... with car cards. No money for art, type or any of the usual 
production necessities. So Johnson & Lewis did the whole job on an 
office typewriter. That’s what you see here. Sales began to increase 
—so then they could add a little art, like the pea and fork in the 

next ad (32)... 
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? = If you can’t stand 
: Roquefort— 
- skip this page! — 


fi is dedicated wholly and solely 
to people whose taste-buds are crazy 


about genuine Roquefort cheese 
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24—Here’s one that really separates the sheep from the goats. In my 
opinion this is headline ingenuity which cheoses its audience sharp- 
ly and firmly. The head and sub-head say “If you can’t stand Ro- 
quefort, skip this page! It is dedicated wholly and solely to people 
whose taste-buds are crazy about genuine Roquefort cheese.” [A 
later ad—same headline and art—] tells a story. It begins 2,000 
years ago with a French shepherd boy who left his lunch cheese in 
a cave and came back several weeks later to find that it had become 
Roquefort! Mr. Stebbins also developed a series of one column ads 
for this campaign. Here’s what he has to say about it... 


By Old Kent Bank 
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28—Those of you in small cities—;29—Very few people can create 
away from the best sources—know | cartoon situations or write the one- 
that getting outstanding photo-|line quip as well as ‘can the pro- 
graphs at modest cost can present | fessionals who contribute to lead- 
a real problem. In this campaign,|ing magazines. We’ve found that 
for a local bank, we decided to| many of these professionals charge 
seek out unusual pictures first, and| less than journeymen cartoonists in 
then write the copy around the |art studios. And their work is apt 
thoughts they inspired—instead of | to be considerably more spontan- 
trying to find a photograph to il- | eous and chuckle-provoking! To get 
lustrate a pre-conceived idea. But | best results, give the cartoonist 
our budget did not permit hiring | plenty of rein. For this series, we 
top photographers in New York or|merely asked Interlandi to draw 
hepenae so we decided to try to| some funny situations about bank- 
get good shots that had been used| ing—and we’d choose those we 
| before in limited ways. We re-| liked. We used three out of four. 
| searched dozens of publications. This one says: “If you really want 
|We found this photo in Western to be friendly and convenient, why 
| Advertising Annual. It was used| not forget everything I owe you?” 
|by a Los Angeles furniture store There’s another point here, too. 
(so there would be no possible con- | Don’t hesitate to kid yourself if it 
flict). We asked if we might pur-\can be done expertly and adroitly. 
| chase a print—and this resulted. People love it! 


This is a @green pea from RIVER VALLEY 


(slightly enlarged) 


“Hye want to be iriendl; and convenient 
why wet everything | ewe you . 


This is the portrait of a self-satisfied vegetable, 
It's a little bit greener, a little bit sweeter, and 
(like all RIVER VALLEY frozen vegetables) it costs 


from 5% to 25% less than other brands, Our picture is 


slightly enlarged. But if our green pea could swell 

with pride, it would be the size of this bus. 

32—Haiden Ritchie, who’s responsible says: “If there’s a moral, it’s 
probably this: Good copy can work all by itself.” He also says: 
“Naturally, the campaign is extremely unpopular in typographic and 
art circles hereabouts!” Maybe so. The typewriter was first used 
for economy’s sake. Now it’s used to retain continuity and person- 
| ality. And it proves that ingenuity, used appropriately, can outsell 
| costly production. When the creative effort obviously outweighs 
either the limitations or the permissiveness of the budget—then 
three things happen: (1) The client gets more for his money, (2) 
the public gets better advertising and (3) the small advertiser can 
cope with big competition. # 
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November 35 cents - The Magazine for Young Aduits 


REDBOO 


harles Van Doren: Aftermath of a Scandal 
Uproar Over the Modern Minister’ Beliefs 
Judy Garland & Noel Coward: A Lively Talk 
Fiction Bonus: Irwin Shaw’s Newest Story 
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On the Merchandising Front... 


Consumer Goods Renting— 


A Fast-Growing Retail Service 


By E. B. Weiss 


When the giant Hertz Corp., leaders in 
auto-truck renting, announced early this 
fall the opening of three “rent-all” stores 
in Chicago, and declared that this was to 
be the forerunner of a nationwide chain, 
there was no longer 
room to doubt that 
consumer goods 
leasing or renting 
had jumped into a 
stage of explosive 
growth. 

The Hertz pro- 
gram contemplates 
both its own nation- 
al chain of stores 
renting a wide va- 
riety of consumer 
goods, and the op- 
eration of franchised stores in smaller 
communities. This corporate giant obvi- 
ously has the financial muscle to develop 
consumer goods renting to the stature of a 
truly big retail function. Indeed, it is en- 
tirely probable that, in time, the Hertz 
chain of car-renting stations will become 
part and parcel of the consumer goods 
renting operation—which means that this 
could become one of the great retail 
chains of the nation. 

In addition, there are scores of other 
consumer goods renting services. One of 
the larger ones is United Rent-Alls Inc. 
of Lincoln, Neb., which has some 315 
franchised rental stores in 46 states. 


E. B. Weiss 


® As a matter of fact, if autos are includ- 
ed, it is reckoned that perhaps three out 
of ten American families right now rent 
one or more items of consumer goods. 
The organizations that are operating in 
this field believe that this figure will 
soon become five families out of ten—and 
ultimately nine families out of ten. 

Moreover, it is anticipated that the 
variety of items rented will increase éven 
faster than the number of families rent- 
ing consumer goods. Thus, this market is 
growing from both ends, so to speak. 

As I have reported in this column during 
the past year or more, our major retailers 
are planning a vast acceleration of depart- 
ments offering services. Sears has an- 
nounced this as a specific new policy and 
program—Sears has stated that service 
departments offer mass retailers unique 
opportunity for dynamic expansicn. Rent- 
ing consumer goods is a service depart- 
ment. It therefore fits right into this retail 
trend. 


s It is entirely probable that all types of 
mass retailers, including the discount 
outlets, will take a new and open-minded 
look at the renting of consumer goods as 
a potential source of additional volume 
and additional profit. It may very well 
develop—and rather quickly—into the 
fastest-growing of the newer service de- 
partments and the one with the largest 
potentials for substantial dollar totals. 

It is estimated that, in 1961, consumer 
renting hit a $100,000,000 annual pace. 
Projected figures indicate a billion-dollar 
potential within five years. There aren’t 
many of the newer service departments 
with such a potential. 

Naturally, a rapidly-growing rental 
market for a growing variety of consumer 
goods will compel new marketing strat- 
egy and tactics by many manufacturers. 
Consequently, it merits further explora- 
tion. Let’s take a longer look at it: 

The renting of consumer goods has, of 
course, been a retail service for many 
years. Fifty years ago, in the larger cities, 
there were a few retailers who rented for- 
mal evening clothes for men. For many 


years, bridal gowns have been rented. It 
is probable that the renting of autos was 
preceded a century ago by the renting of 
a surrey with a fringe on top—plus a team 
of spanking horses! Indeed, the renting of 
horses goes back centuries. 

Slowly the scope of consumer goods 
renting services expanded. Then came 
Hertz and the idea of renting autos. Then 
came truck rentals. Most recently, it has 
become possible to rent airplanes. 


® Then small retailers opened up here and 
there offering a variety of consumer 
goods on a rental basis. One of the early 
services of this kind was the floor waxer. 
Then came little shops offering larger 
garden tools for rent. Women’s fur coats 
became pretty popular as a rental item. 
So did color tv sets, pianos. 

But it has been only for the last two 
or three years that some large retailers 
have begun to indicate an interest in the 
rental of consumer goods. And this in- 
terest by large retailers has stemmed, in 
turn, from a clearer understanding of the 
social and economic trends that have 
made it logical for more and more fam- 
ilies to rent more and more of the total 
home inventory. 

The rental market is clearly heading 
toward the objective of making available 
to the American family, on a rental basis, 
a substantial percentage of the total home 
inventory! 

At the moment, the principal new rent- 
al items are being found in those prod- 
ucts that involve a fairly substantial in- 
vestment by the public, but which may be 
used rather infrequently during the year. 
Certain garden tools would be an exam- 
ple. In most areas of the nation, or in 
those areas in which our population is 
largest, garden tools are used for only 
part of the year. They thus become logi- 
cal products for rental. 

Much the same would be true of many 
items involved in vacation trips. For ex- 
ample, luggage of certain types is doing 
quite well as a rental category. Then there 
are those special events staged in the 
home. Home bridal events will call for 
the rental of an amazing variety of items 
ranging from candelabras to chinaware to 
carpets and rugs (a full dinner service for 
eight, including china, silverware, table- 
ware and napkins, can be rented for 
about $9). 

An interesting example of consumer 
goods rental potentials is found in the 
rapidly growing “second” home. More 
often than otherwise, the second home 
is a temporary abode—usually a summer 
home. It may be in use for only three to 
five months. As a consequence, it is en- 
tirely probable that a substantial per- 
centage of the owners of second homes 
could be persuaded that it will be less 
costly, less troublesome, to rent more of 
the total inventory of the second home 
than might be the case with respeci to 
the inventory of the primary home. 


s Why is the public increasingly willing 
to rent a wide variety of consumer goods? 
The reasons can be summed up as fol- 
lows: 


1. Some segments of the public are 
concluding that “possessions” are for the 
birds. They’d rather rent than possess. 

2. Many people have concluded that 
it is “foolish” to tie up money in items 
that may be used for only a small part of 
the year. 

3. Lack of funds, or lack of credit, or 
both, may be a common reason for rent- 
ing. In other words, this may really be 
a new form of credit! 


4. The growing multiplicity of products 


The Creative Man's Corner... 


pletely off-subject. 


How many words does a pencil hold 


a yellow pencil is a great big bottle of words. 

Can she ever get them all out? While little girls 

grow bigger, pencils grow smaller — with every word 
What happens if the pencil gets used up before 

it gets all those important words out? Just ask 

any little girl where the leftover words go. 

In her bead, of course. 
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This is a wonderful piece of writing about a pencil and a little girl. It may 
be it is intended as a drama or a musical number or a song on television is 
intended—to attract an audience. There is no reason, for example, why in a 
print ad the illustration alone should have that responsibility placed on it. In 
fact, it hasn’t. Headlines share it and certainly they are part of the copy, oc- 
casionally partaking of the commercial message of the text, sometimes com- 


In any event, if it is intended to help attract and hold an audience for the 
single line of copy below the signature, then it merits commendation since, as 
writing, it is well done. If, on the other hand, it is intended to “sell” the 
product, even through so tenuous an influence as the cultivation of a vague 
“good feeling,” then we feel it is wide of the mark. 

We hope the former is the reason for its use, for it is every bit as colorful 
and evocative as the illustration and complements it perfectly. + 


ro a little girl, 


and services required in our modern so- 
ciety may compel many. families to rent. 


5. In many instances, the solid econom- 
ics of rentals will encourage some families 
to rent rather than to buy. (A good fac- 
tual story can be developed proving that 
rental charges will total less than the total 
cost of possessing certain items—clearly 
this has been one of the reasons for the 
phenomenal growth of car rentals.) 


6. The increasing variety of activities 
of so many families practically compels 
rentals. When the members of one family 
have ambitions that encompass two autos, 
a boat, golfing, fishing, hunting—rentals 
become logical. (Boat rentals are be- 
coming extremely popular.) 

7. Storage or space problems in the 
home frequently necessitate rentals. 

8. The trend toward two vacations a 
year (plus longer week-ends which are 
very often vacations) combine to make 
rental of certain consumer goods sensible. 

9. Even the trend toward larger families 


plays an important role. 


10. More leisure hours have brought 
about more leisure-time activities—many 
of these activities involve consumer goods 
which perhaps one would do better to 
rent. This might be particularly true of 
“new things” that families plan to test— 
when the man of the house, for example, 
decides he may take up wood-working as 
a hobby, then rental of power equipment 
might be in order while the new hobby is 
being tested. 


11. Very often the purchase of a new 
home makes such a dent in the family 
budget that the home cannot be adequa- 
tely furnished or equipped for a consider- 
able time. Rentals may alleviate this prob- 
lem—the home doesn’t have to be “bare” 
or under-equipped. 

These are by no means all of the factors 
that are combining to lead the public to 
give increasingly favorable consideration 
to the rental of a spreading variety of 
consumer goods and services. But they 
make clear that powerful socio-economic 
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it’s in electronics: 


When you sell the electronics engineer, you make contact with a fast-moving, highly curious and 
constantly probing mind. A mind which never gets its fill of information. In a single day, the 
electronics man may face problems in research, design, production or management; he may work 
in any or all four areas. Only electronics has an editorial staff that constantly scours the nation 
and the globe to provide authoritative information in all four areas. That's why electronics 
readers are uniquely /oya/. That’s why these engineers form the major advertising and sales tar- 
get for the nation’s leading electronics manufacturers. Take a look at a recent issue and see! 


@® @ a McGRAW-HILL PUBLICATION, 330 West 42nd Street, New York 36, N.Y. 
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forces are propelling big segments of the 
public in this direction—and these socio- 
economic forces are still gathering mo- 
mentum. (Even resignation to despair 
over nuciear warfare may lead some fam- 
ilies to conclude, “Why should we buy— 
let’s rent.”) 

Mass retailers will move into the rent- 
ing of consumer goods by: 

A. Tying up with one or more of the 
franchise services now available. This 
could involve a leased-department oper- 
ation. 


B. Bringing together whatever rental 


On the Packaging Front... 


If the Need Exists, 


By Douglas L. Smith 


“Why don’t you folks come out with a 
shoe polish?” is a question nearly all of 
us in my company had been asked many 
times over the years, and with good rea- 
son. It has always been a “natural” for 
our line. 

About all we 
could say was, “We 
review the (shoe 
polish) possibilities 
from time to time 
and we may be ‘in 
it’ some day.” 

Well, now as 1961 
nears a close we can 
look back quite ret- 
rospectively, having 
been in the market 
with a shoe polish 
line for nearly two years, and literally up 
to our shoulders “‘in it.” 

Now the question is asked, “How did 
you go about the business of designing 
your new shoe polish packages?” And 
again, the question is asked with good 
reason, because these packages represent 
a truly creative achievement, culminating 
more than three years of research, de- 
velopment and planning, and brought to 
the product category the first major im- 
provement in many, many years. 


Douglas L. Smith 


s (At this juncture I should explain, first, 
that this “creative achievement” was an 
internal one and a team one, in which our 
own people explored many ideas, and the 
writer observed a host of attempts to find 
a “new way to shine shoes.” 

(Second, I should explain that ordinar- 
ily I would not want to use this column to 
extol one of my own company’s products, 
but do so today only because I have so 
often been asked how we developed these 
shoe polish packages, and I believe the 
story is pertinent to the purpose of this 
column in reporting on developments in 
packaging.) 

It was in 1956 that, I remember, in a 
meeting of New Products, Marketing and 
Research people that we all agreed (in an 
appraisal of the shoe polish market) that 
existing products did a good job of shin- 
ing and polishing shoes, and that new op- 
portunities must surely lie in the “ap- 
plicator” area—a new, easier, cleaner, 
faster way to shine shoes. (Harking back 
to one of my favorite points in this col- 
umn, thus we determined first, “what we 
wanted the package to do.”’) 

In the three basic areas—that is, the 
liquid scuff-type for children’s shoes, the 
liquid self-shining for ladies, and the 
paste-type most often used by men—our 
people went to work. And at once it be- 
came apparent that two research and de- 
velopment programs must be conducted 
simultaneously—one for the liquids and 
another for the paste. 

In looking back now, we see how we 
ran the gamut of ideas from simple, mar- 
ginal improvements to complex, drastic 


services May now be operated by the 
retailers into one department—and then 
planning for the expansion of the depart- 
ment by the retailer himself. 

C. Combinations of these two plans 
may be developed—in a giant store unit, 
the retailer may run the rental depart- 
ment himself; in a smaller store unit, the 
rental department might be a concession. 

But whatever procedure is adopted— 
every sign of the time points to a vast ex- 
pansion of consumer goods rental. Many 
manufacturers would do well to give the 
subject high-level thinking—promptly. + 


the Solution Exists 


SOLUTION—S. C. Johnson’s shoe polish 
package designs: (top) new liquid, single 
unit container-applier for women’s-chil- 
dren’s shoes; (center) for men, complete 
shoe shine kit in a can; (bottom) at left, 
kit as it looked as a lithographed flat tin, 
before it was formed into the can, at right. 


innovations. Until finally, after three 
years, we had the packages ready to test. 

Our basic objective was achieved—with 
(1) a new and better applier advantage 
for the user, and (2) all in a complete 
self-contained unit. 

In the illustration, the ladies’ self-shin- 
ing product, and the man’s paste, are evi- 
dence of the two separate projects we had 
to pursue—and each represented a unique 
and specific break-through. The liquid, as 
you will note, made it possible to give the 
ladies and kids a foolproof, even-flowing, 
single-effort application; and the paste 
made it possible for the man to literally 
have a complete shoe shine kit in the palm 
of his handt 


® Each of these involved a creative piece 
of packaging engineering that appears 
simple to the lay observer now. But, in 
dissecting the closure and applier end of 
the liquid type for the ladies, you will see 
the minute tolerances that are involved. 
And in the paste type for men, besides the 
convenience angle, another “first” was 


scored (note the picture) by finding a 
supplier who worked out with us a way 
to lithograph the can first on a flat piece 
of tin and then forming the can into shape 
and yet have the label come out “right” 
in perspective and still be intact. 

Not long ago, on a trade call with one 
of our sales managers, a buyer sat across 
the desk from me and in complimenting 
us on our contributions to the shoe polish 
business, said as he handled the packages, 
“You know, these container-applier de- 
velopments in your shoe polish prove 
something. And that is, if the need exists, 
the solution exists. It just takes some en- 
ergy, some talent and a lot of dedication 


Agencies Ask Us... 


Advertising Age, October 30, 1961 


to find it!” How truly he spoke. 

Significantly, one of the most interest- 
ing results from a packaging irnovation 
such as this is its effect in building the 
entire shoe polish market—by making the 
product easier to use and even in a mar- 
keting sense, easier to buy with the mer- 
chandising approach that was developed. 

Today after thorough trying and testing, 
in home and store, and a proven record 
of acceptance across the land, supported 
by sound promotion, these packages are 
proving that the way to better packaging 
—and better products—stems from con- 
sumer “needs.” It all starts with the con- 
sumer. + 


Agencies Must Stop Trying 
To Make Bricks Without Straw 


By Kenneth Groesbeck 
Advertising Agency Consultant 


More and more questions fired at me, 
these days, concern agency finance. “We 
are working hard, we do a good job, our 
business is increasing, but still we come 
to the end of the year barely breaking 
even, or showing an 
actual loss. My part- 
ners and I take far 
less than we could 
make working for 
some big shop, and 
still our sacrifices 
get us nowhere. 
What in the world 
is the matter?” 

Almost invariably 
the answer is, “You 
are not charging 
enough for your 
serviees. You are trying to make bricks 
without straw.” 

What agencies seem to forget is that 
labor eonstitutes from 60% to 70% of 
agency operation costs. Said labor costs 
from 30% to 50% more than it used to in 
the old days when the 15% agency com- 
mission system was inaugurated. It has 
to. With food, rent, clothing, necessities 
costing so much more (or, if you want to 
put it this way, the dollar being now 
worth half as much), higher salaries are 
a “must.” 

Largely as a result of this the cost of 
running an advertising agency today is at 
léast 20% in relation to billings. To han- 
dle a million dollars billing, whether you 
figure it as total space and time and pro- 
duction or as capitalized fees, costs no less 
than $200,000 a year. If your income is 
still on the antiquated 15% basis, your 
loss is $50,000 a year. No agency can 
stand that long. The discrepancy, per- 
centage-wise, may be even greater in the 
case of lower billings. 

So when I tell a suffering agency to put 
aside its theoretical 3% profit first, and 
spend only the remaining 12% on oper- 
ations, I am advising a financial impossi- 
bility. Only if the agency is grossing at 
least 20% is this advice worth giving, at 
which time the profit (now 4% to pre- 
serve the same proportions) can be realis- 
tically discussed. Otherwise you are dis- 
cussing something which simply doesn’t 
exist. 

Two questions immediately arise. First, 
does this mean the abolition or modifica- 
tion of the 15% system? Second, how do 
you go about getting 20%? 

Let us look at the commission system 
as if it were non-existent, and about to be 
inaugurated. How much discount (which 
is what it is) ean media afford to allow 
advertising agencies for “representing” 
them? What will the agency do? What do 
you mean by “representation?” 


Kenneth Groesbeck 


In the light of present conditions, agen- 
cies add to easily obtained rate and cir- 
culation information their own interpre- 
tations, their own judgment as to one 
method against another, and, within the 
chosen method, one availability against 
another. 


s Agencies add little to what media make 
easily available to the advertiser. This is 
a very different situation from that which 
prevailed in the infancy of the agency 
business. For what we do for media, these 
days, a 15% discount from. prices avail- 
able to the advertiser direct, would seem 
to be ample. Certainly we cannot ask 
media to solve our problems for us by 
increasing their commissions given us. 
They have their own problems of rising 
costs, just as we have. So far as the 15% 
is concerned, let it continue, and let both 
the advertiser and the agency be thankful 
for it. 

No, our solution lies only in getting 
more for our services. We must increase 
our gross incomes. We must raise our 
prices, as any business must do in the 
face of rising costs, so that income takes 
care of proper costs; and allows a reason- 
able profit. We must either operate on a 
straight retainer basis, charging fees for 
our services, crediting our allowances 
from media against such fees to the client, 
or we must supplement our revenue from 
commissions by additional charges. 

You understand here I am talking about 
an agency operation which aims to give 
the client all the advertiser should expect 
to receive in the way of advice, expert 
advertising creation, basic research, and 
all the rest. I am well aware of the many 
operations within our business which do 
placement only, calling themselves ad- 
vertising agencies when they really do 
not deserve such appelations. This is no 
criticism of such operations—if the ad- 
vertiser elects to write his own copy and 
run on his own judgment, this is his 
privilege. It’s a free country. 


® Agencies which plan to do a complete 
and proper job for advertisers who trust 
them, however, must adopt a completely 
new attitude. They must start in to sell 
themselves for what they are, experts 
capable of decreasing the advertiser’s 
costs and increasing his results. For this 
immensely valuable service, they must 
ask sufficient remuneration to meet their 
costs and show them a decent profit. If 
they do not start in doing this, they will 
either short-change the advertiser or 
themselves lose money. It’s just that sim- 
ple. * 

The background procedure which is es- 
sential to set up this new way of economic 
life is a cost system made up of four es- 
sentials. One, correct figuring of probable 
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overhead. Two, proper estimation of sal- 
aries for the necessary people, of the right 
ability, in the correct numbers. Three, 
take-home pay for the busses which bears 
some reasonable resemblance to what 
they could earn in the open market. Four, 
enough year-end profit to increase work- 
ing capital and give all personnel a share 
of the gravy. 

Such calculations will tell you what you 
must charge as a base, although you must 
remain sufficiently flexible to modify 
even this base as jobs vary in difficulty, 
time consumption, and complexity. 

When you go out into the open market 


and try to sell such a proposition, you en- 
counter two difficulties. One is the client 
who thinks agencies get more than they 
are worth anyhow. The other is the com- 
peting shop which underbids you. 

To combat these two difficulties, you 
need facts as to your expenses, which 
should convince the advertiser if he is 
worth convincing. You also need guts, and 
the strength to refuse any work on which 
you cannot make money. Worth while ad- 
vertisers will respect you the more for 
demanding what you are worth. And 
brother, unless you do, you are in for 
trouble. + 


What's Doing on the Legal Front... 


A Family of Trademarks 


By Sidney A. Diamond 
Member of the New York Bar 


An important element in the value of 
any trademark is how close a competitor 
can come to it without over-stepping le- 
gal bounds. One well-recognized way of 
expanding this exclusive coverage is to 
create a family of 
trademarks. A cur- 
rent example of how 
the principle oper- 
ates is the success 
of the Frito Co. in 
its legal proceeding 
to stop the regis- 
tration of “Pron- 
tos” as a trademark 
for corn chips. 

The Frito Co. has 
been marketing corn 
chips under the 
trademark “Fritos” since the early 1930s. 
In later years, cheese puffs and potato 
chips were added to the line, and the 
trademarks chosen for them were “Chee- 
Tos” and “Ta-Tos.” These brands obvi- 
ously resemble one another in the “tos” 
ending. In addition, however, the Frito 
Co. constantly makes clear on the pack- 
ages and in advertising that this is a 
family resemblance. The bags for “Chee- 
Tos” cheese puffs carry references to 
“Fritos”; and the “Ta-Tos” bag refers to 
both “Fritos” and “Chee-Tos.” Some $6,- 
000,000 in advertising during the period 
from 1955 through 1959 featured “Chee- 
Tos” and “Ta-Tos” together with “Fritos” 
in radio, television, consumer magazines, 
trade journals, outdoor signs, point-of- 
sale material and exhibits. Incidentally, 
the Frito Co. operates 21 factories of its 
own and also has several licensees, al- 
though they account for a minor propor- 
tion of the business. Total sales amounted 
to approximately 355,000,000 bags in 1958 
and 386,000,000 bags in 1959 (the most 
recent years covered by the evidence pre- 
sented in the legal proceeding). 


Sidney A. Diamond 


s Buckeye Foods Inc. is another producer 
of snack items. In 1958, it introduced corn 
chips under the trademark “Prontos” and 
applied for a registration in the U.S. Pat- 
ent Office. The Frito Co. filed a notice of 
opposition and the proceeding came up 
for decision by the Trademark Trial and 
Appeal Board, a three-member tribunal 
that handles cases of this sort in the 
Patent Office. The opinion of the board 
states the issue clearly: 


“It is opposer’s (the Frito Co.’s) 
contention that it has established a 
family of marks characterized by the 
designation ‘TOS’ and that the pur- 
chasing public would therefore as- 
sume that ‘PRONTOS’ is another 
trademark of the opposer for one of 
its snack items.” 

The manner in which the Frito Co. pre- 
sented its case is of some interest in it- 


self. Naturally, it introduced evidence of 
sales and advertising as indicated above. 
In an effort to show the attitude of the 
purchasing public, the Frito Co. also had 
a consumer reaction test conducted in 
Columbus, O. and took the depositions of 
five retail grocers and 17 housewives in 
Dallas, Tex. 

The consumer reaction test ran into 
some technical legal difficulties with the 
Trademark Trial and Appeal Board. In- 
stead of using a questionnaire designed 
to “elicit from the interviewee an un- 
triggered reaction, a state of mind” 
(which the board indicated might have 
been acceptable), the interviewers were 
instructed to ask “Why” questions and to 
probe for answers. There is nothing nec- 
essarily wrong with this method as a 
matter of market survey technique, but it 
produces results that are hearsay from 
the viewpoint of legal evidence and there- 
fore are not entitled to consideration in a 
judicial proceeding. Furthermore, the 
board felt from examining the answers 
that many of the respondents had com- 
pletely misunderstood the questions. 


s There is a small lesson here for anyone 
interested in using surveys in similar sit- 
uations in the future; the misunderstand- 
ings obviously resulted from the use of 
the word “trademark” in the questions. 
Many of the respondents took this word 
to mean the entire package, including the 
price imprint. While some of the design 
features might qualify as trademarks in 
themselves, the word “trademark” still 
was an unfortunate choice in constructing 
this particular questionnaire, because the 
respondents were supposed to be concen- 
trating on a comparison only between the 
brand names “Fritos” and “Prontos” 
without any reference to other aspects of 
the package. Some of the respondents 
later were called as witnesses, but about 
all they were able to contribute was that 
the trademarks “Fritos’” and “Prontos” 
both end in “tos”—‘“a fact that,” as the 
Trademark Trial and Appeal Board’s 
opinion drily put it, “is apparent to this 
tribunal.” 

The evidence of the grocers and house- 
wives in Dallas proved more useful, how- 
ever. These individuals apparently were 
selected at random (using that term in 
its non-technical sense). None of them 
had been questioned in advance of testi- 
fying and the board evidently was im- 
pressed with the fact that it was thus 
getting some unbiased reactions from ac- 
tual dealers and consumers, although 
only a few individuals were called and no 
attempt was made to qualify them as a 
representative sample. 


s The five retail grocers testified that 
they would think any snack item bearing 
a trademark ending in “tos” originated 
with the Frito Co. because the “tos” end- 
ing always has been associated with that 


company. The board pointed out that this 
did not necessarily extend to the ultimate 
purchaser, and that it was not exception- 
ally persuasive even with respect to the 
trade because there was no evidence of 
what fraction of retail grocers makes the 
association between the “tos” ending and 
the Frito Co. However, the board found 
the evidence was “to some degree per- 
suasive.” 


® As for the 17 housewives, they testified 
with substantial unanimity that they 
were familiar wih all three of the Frito 
Co.’s trademarks. They were asked que:- 
tions of this type: “If you were going into 
the grocery where you trade and buy the 
‘PRONTOS’ bag, who would you believe 
made that product?” Almost unanimously 
they responded that they would think 
“Prontos” were made by the same com- 
pany that made “Fritos,” “Chee-Tos” and 
“Ta-Tos,” because of the “tos” ending 
that also appears in “Prontos.” Some act- 
tual answers to “Why” questions were: 
“Well, ‘FRITOS’ and ‘CHEE-TOS,’ and 
the ‘PRONTOS’ would go right in with 
it”; “Well, because all of their other chips 
and things end in ‘TOS’ ”; “If it ended in 
‘TOS,’ I would assume the Frito Co. made 
x.” 

One final point in the presentation was 
evidence to the effect that no other manu- 
facturer of snack items uses a trademark 
ending in “tos.” 

The opinion indicates the main argu- 
ment of Buckeye Products was that its 
trademark resulted from adding an “s”’ to 
the Spanish word “pronto” and that con- 
sumers would tend to recognize this fact 


Employe Communications .. . 
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rather than to make an association with 
the “tos” marks of the Frito Co. Although 
it is possible that some purchasers would 
have this reaction, all that the opposing 
party in a case of this sort has to prove is 
a likelihood of confusion, not that every 
consumer would be misled. The board 
pointed out that there had been no show- 
ing that the Spanish word “pronto” can 
be pluralized or that it is general practice 
in the trade to use pluralized forms of 
trademarks. All this tends to increase the 
possibility that a purchaser confronted 
with a bag marked “‘Prontos” would think 
it contained a product of the same com- 
pany that uses the trademarks “Fritos,” 
“Chee-Tos” and “Ta-Tos.” 


s One paragraph of the board’s opinion 
is worth quoting in full because it sum- 
marizes the key points which led to a 
decision in favor of the Frito Co. (referred 
to by the board as “opposer’’): 

“There can be no doubt that op- 
poser has, after its success with 
‘FRITOS’ corn chips, made a deliber- 
‘ate and consistent effort to create a 
family of marks characterized by 

.tos...That opposer has not suc- 
ceeded in getting consumer recogni- 
tion thereof in Columbus, O., is ap- 
parent from the record but the pre- 
ponderance of the evidence discloses 
that at least in Dallas, Tex., opposer’s 
efforts have been successful and that 
consumers of snack items do associate 
a family of marks ending in... tos 
... With opposer.” 

Accordingly, the application for the reg- 
istration of “Prontos” was denied. + 


Results of Employe Reports Contest 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


In a recent column, “Trends in Report- 
ing to Employes” (AA, Aug. 21), we re- 
ported on our current competition to 
determine the best annual reports for 
employes issued by industry and business, 
the eighth such annual contest sponsored 
by “The Score,” this department’s man- 
agement report on employer-employe re- 
lations problems. 

Winner of this year’s competition was 
Mountain States Telephone & Telegraph 
Co., Denver. In close step behind the win- 
ner were Du Pont, Bank of America, Pit- 
ney-Bowes and Northern Indiana Public 
Service Co. 

Five judges made the year’s evalua- 
tions: Carl C. Harrington, editor, Mill & 
Factory; M. Joseph Dooher, editor of in- 
dustrial and business books, McGraw-Hill 
Book Co.; Earl English, dean, University 
of Missouri school of journalism; Eugene 
M. Ettenberg, manager, the Gallery Press, 
New York; and Nicholas A. George, em- 
ploye and public relations vice president, 
Brunswick Corp. 


® Trends noted by the judges this year 
included: More original reports for em- 
ployes, fewer condensations of stockholder 
reports; wider use of the specially pro- 
duced report rather than the use of a sec- 
tion of an employe publication; greater 
use of slidefilms for employe reporting; 
more forthright editorial messages for em- 
ployes from upper management, and a 
tendency to make the stockholder report 
more available to interested employes. 
In general, the larger companies issue 


employe reports, but the judges observed 
that several small concerns are now pub- 
lishing these yearly statements of stew- 
ardship—Hexcel Products Inc., of Berke- 
ley, Cal., for example, placed sixth; the 
company employs 350 persons. Several 
concerns now issue interim reports to em- 
ployes. Plant bulletin boards and in-plant 
newsletters are being used to report the 
financial facts. 

Other high scorers in the 1961 contest 
included Lever Bros., S. D. Warren Co., 
State Farm Insurance Companies, Abbott 
Laboratories, General Telephone Co. of 
California, Michigan Bell Telephone Co., 
Nekoosa-Edwards Paper Co., and Utah 
Power & Light Co. Reports from foreign 
countries included General Electric Co. of 
Canada, Hawaiian Electric Co., and Asso- 
ciated Cement Companies of Bombay, 
India. 


s Mountain States reports to its employes 
in a variety of communications styles—a 
special report to the employe group; 
through the stockholder report broadly 
edited to appeal to employes as well as 
shareholders, and through small “wallet 
cards” which give the essential facts of 
the financial year. For several years 
Mountain States produced each year a 
moving picture in color to convey to em- 
ployes the year’s progress. The report pro- 
gram is under the supervision of the 
Mountain States public relations director, 
Andrew Horan. 

Since the contest was launched, there 
have been two two-time winners—Pit- 
ney-Bowes and Aluminum Co. of Amer- 
ica. Other winners have included General 
Motors. Corp., Shell Oil Co., Bank of 
America, Esso Standard Oil Co. and Erie 
Railroad. # 
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More highways, more speed, more and more automobiles needing maintenance and repair— 
a huge and growing market for the automotive service industry. To sell it, you must know 
which service outlets actually do automotive repair work in volume. MOTOR AGE, one of 20 
Chilton business magazines, seeks out and helps you sell the men who do over 90% of the 


industry’s volume. CHILTON COMPANY, Chestnut & 56th Sts., Philadelphia 39, Pa. 
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Altman-Stoller Changes Name|ing. The new name in the title 

Altman-Stoller Advertising, New | belongs to Howard W. Chalk, exec 
York, has changed its name to/|vp, who has been with the agency 
Altman, Stoller, Chalk Advertis- | seven years. 


DAYTIME COLOR TELECASTS 
ALMOST TRIPLED 


Daytime Color programming has mushroomed from 
306 hours in 1959 to 815 in 1961. No wonder the big 
switch is to Color TV. Are you with it? Get the full 
Color picture today from: W. E. Boss, Director, Color 
Television Coordination, RCA, 30. Rockefeller Plaza, 
New York 20, N. Y., Tel: CO 5-5900 


VW's Lee Hits 
Hard Sell as Key 
to Ad Field's Ills. 


NEw York, Oct. 24—What does 
an advertising manager do? 

Paul R. Lee, who holds that title | 
at Volkswagen, said last week: “I | 
spend most of my time convincing | 
people they should keep their cot- 
ton-picking hands off the adver- 
tising.” 

Speaking to the Marketing Ex- 
ecutives Club of New York, Mr. 
Lee discussed the success of the 
German “beetle” in the American 
compact car market and took oc- 
casion to criticize so-called hard- 
sell and black-is-white advertising, 


saying, “Most of advertising’s ills 
are created in the name of hard- 
sell advertising. 

“There is an automobile man- 
ufacturer who is currently adver- 
tising that his car is so well made 
that when it comes time for your 
2,000-mile inspection, all you'll 
have to do is wash the car. 

“As a man who spent nine years 
selling and advertising all kinds of 
cars [Mr. Lee was formerly with 
Campbell-Ewald, the Chevrolet 
agency], I say to that advertised 
statement, ‘You should live so 
long.’ 


s “Another advertiser during the 
past year has had a campaign for 
his hair dye. The basic theme for 
this campaign is the insinuation 
that life will be more fun for the 
ladies if they dye their hair blonde. 
The veiled promises and insinua- 
tions are utterly fantastic. If it 


POLITZOMANIA STRIKES AGAIN! — 


... and again and again and again! Each time another 
fact is uncovered in the 1961 WJR-Politz Study, politzo- 
mania * strikes deeper and deeper into advertising people 
and places. Even media vice presidents and advertis- 
ing directors now fall helpless before politzomania. 


The latest politzomania-causing fact reported from the 
field by WJR sales reps is the impact WJR news has 
on its listeners. The 1961 WJR-Politz Study reveals 
WJR as the number one choice for news by more than 
a million adults in the Detroit-Great Lakes Area. To be 
more specific, more than 1,132,000 people age 15 and 
older named WJR best for news. And 175 stations were 


760 KC 


Atlanta + Boston + Chicago 
New York « Sen Francisco 


The measured area of the Alfred Politz media study 
released September, 1961. This area includes 6,801,000 
people—age 15 and older. 


WwW) na DETROIT 


50,000 WATTS 


Represented by Henry |. Christal Co., U. S. & Canada 
* Detrott « Los Angeles 


mentioned in the 100-county four-state area of the study. 


Please understand, then, our reps’ 


enthusiasm as they 


apply this new kind of radio research to your specific 
advertising objectives. Well-armed with all the facts 
from the 1961 WJR-Politz Study, our sales reps will 
help you, pinpoint logical prospects for your products. 
These prospects are profiled according to age, sex, 
socio-economic status, home ownership, radio listening 
habits, and many other helpful characteristics. 


As this data passes into your hands, anticipate politzo- 
mania. Don’t fight it. So far, no one has been immune. 


* poslitezo+masnica 


—newly discovered advertising 
affliction. Highly contagious. Identified by uninhibited displays of 
enthusiasm. Always found in WJR sales reps who have 1961 WJR- 
Politz Study in hand. Time-buyers and ad managers particularly 
susceptible. Wipes out sales resistance. Appears in flashes of marketing 
insight. Only known remedy: Sign the order! 


Advertising Age, October 30, 1961 


ever catches on, the market on sex 
will jump 15 points. And sex is in 
a bull market right now. 

“And yet this type of advertis- 
ing is produced by people who 
make speeches about honesty in 
advertising,” he said. [While not 
naming the advertisers, he was 
apparently. .referring. to current 
advertising by Ford, placed 
through J. Walter Thompson Co., 
and Lady Clairol, placed through 
Foote, Cone & Belding.] 

Mr. Lee said clients and agen- 
cies don’t start out to do anything 
but honest, effective advertising, 
but “bad advertising begins when 
someone gets diverted from his 
original plan. 

“It is very difficult for a sales 
manager to say, ‘Keep. doing the 
same advertising’ when his inven- 
tories are high and his competitors 
are kicking his brains out. It is 
very difficult for an advertising 
agency to argue with .the client 
who makes unreasonable demands 
of his advertising. 

“It is very difficult for creative 
people to make advertising for 
clients, and for account men, who 
want them to somehow persuade 
people that black is white.” 


® Happily, this is not the situation 
with Volkswagen, which expects to 
sell 200,000 cars this year, Mr: Lee 
continued. In 1949, two Volks- 
wagens were sold here. 

Volkswagen’s U.S. success, he 
said, came at a lucky time, when 
the world was ready for “sensible, 
economic” transportation. Volks- 
wagen recognized that good deal- 
erships were as important as the 
car itself. There are 630 dealers in 
this country; and 16 distributors 
who operate, for practical pur- 
poses, like branch offices. 

The German car was an out- 
standing U:S. success long before 
it started national advertising. The 
decision to advertise was prompted 
by the burgeoning compact car 
market which gave buyers “de- 
sirable alternatives” to the VW. 

Mr. Lee agreed with the belief 
that Volkswagen ads are good be- 
cause of enlightened management, 
a good agency and a good product. 
“Incidentally,” he told his audience, 
“it may do your agency hearts good- 
to know that I have never heard 
it said that we have good advertis- 
ing because we have’a good adver- 
tising manager.” 


a Mr. Lee said “simple, honest and 
functional” ads in keeping with 
the product, motivated VW pro- 
motion. Referring to .Doyle Dane 
Bernbach, Mr. Lee said that “from 
the viewpoint of raw material, I 
don’t think they have an edge over 
most agencies. They certainly have 
no corner on creative talent. 

“But they do provide the cli- 
mate within which creative talent 
can grow.” 

Mr. Lee said he was originally 
opposed to VW’s now famous 
“lemon” ad. But it was decided to 
test the ad, “the only ad we’ve ever 
copy-tested,” and the results were 
“fantastic, so I agreed to it.” # 


Advertisement 


Mepta Miss Knows that Vermont’s 
balanced economy: % industry, “4 
agriculture, “4 
recreation, makes 
it a Sweet Mar- 
ket. With just 
one order, one 
bill, one buy, you 
can boost sales 
here with the 
Vermont Allied 
Dailies, a 6- 
newspaper group. 
which covers the 
part of Vermont 
where 93.9% of 
the state’s $652 
million buying 
| power originates. Write: VERMONT 
| ALLIED DAILIES, Rm. 515, Statler 
| Office Bldg., Boston, Mass. (Sales 
| Management figures) 
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ANOTHER FOR YOU IN CHICAGO'S 


You can buy 530 Chicago working men for a dollar with 
the Chicago Sun-Times / Daily News combination. The 
next best combination gives you only 515. Difference: a 
plus of 15 wage earners for every ad dollar with the “Top 
Two” combination. 

You could dig for Chicago’s working men with one 
newspaper. But even the biggest daily in town misses 
3 out of 5. 

That’s why, in a big town like Chicago, it takes two 


newspapers to do the job. And in every major buying 
category, the Top Two for the money are the Sun-Times 
and Daily News. Your local rep has the facts (compiled in 
consultation with A.R.F.). Ask for them. 


CHICAGO: 401 N. Wabash Avenue, WHitehal! 3-3000 


NEW YORK: Time and Life Bidg., Room 1708, 
Circle 6-1919 


DETROIT: Buh! Bidg., Room 1026, WOodward 3-0930 
MIAMI BEACH: Hal Winter Co. 


ATLANTA 
LOS ANGELES 
SAN FRANCISCO 


Sawyer-Ferguson- 
Walker Co. 


Copyright, 1961, Field Enterprises, Inc. 
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NOW for the 


lirst {ime 
YOu Can effectively 
reach the 
ASIAN markel 


9 It stretches in a wide sweep from Pakistan 
here § (he mark and India through Singapore, Hong Kong 
and on to Japan and the Philippines. Twenty Free Asian countries in 
all. It has nearly 900 million people whose average income has shot up 
267% in the past ten years. It’s a fast-developing, fast-prospering 
part of the world with gold and foreign exchange assets now totaling 
$21,711,000,000. 

On this booming continent construction of new building is up 875% 
in the past six years. Significantly, almost two-thirds of all new con- 


struction, transport and other machinery purchased last year was by 
private capital. 


Just pick a product .. . any product . . . trace its sales growth and 
you’ve got a success story. Automobiles? The people of Asia own 
3,165,000 motor vehicles . . . some 1,217,000 of them bought in the last 
five years. Travel? Within Asia itself its fast-paced people traveled two 
billion miles on scheduled airlines in 1960. Entertainment? Astonishing 
as it may seem, the Asian movie industry produces twice as many full- 
length films as the U.S., France and Italy combined . . . supports as 
many movie theaters as the U.S. and Canada together. 


It’s no wonder that business and industry throughout the world ex- 
ported nearly $13 billion worth of goods and services to the area— 
over $314 billion from the U.S. alone. It’s no wonder that imports from 
industrial countries rose 24% in the first half of 1960 over the same 
period in 1959. It’s no wonder your company is doing business there. 
It’s no wonder Free Asia is the world’s richest new market. 


theasiamanazine 


here's the magazine It’s big enough to make a dent in Asia 

... the first magazine covering the 
whole area that effectively reaches the buying market in depth. 
Current circulation: a highly selective 732,000 families. That’s just less 


than 1/10th of one percent of the population . . . a good start toward 
reaching the cream of the high-income, influential pace-setters of Asia. 


Yet The Asia Magazine, the weekend magazine carried by Asia’s most 
responsible, time-honored, English-language newspapers, is already ten 
times bigger than the next leading intra-Asia magazine—an imported 
newsmagazine. Here for the first time is a quality, English-language 


Asian magazine—about Asia exclusively—that’s big enough to make 
marketing sense. 


And talk about impact. The Asia Magazine is already delivering 80,000 
copies over its guaranteed rate base. That’s more circulation in bonus 
alone than you’ve ever been able to buy for all of Asia before. The 
reason: educated Asians have long wanted a magazine they can readily 
identify with, a magazine written for them. 


Advertisers are responding with equal enthusiasm.The Asia Magazine’s 
cost per thousand is one-third less than competing magazines. No plates 
necessary. No charge for bleed. No charge for color separations. If you 
sell to Asia, can you afford not to use The Asia Magazine? 


theasiamsagazine 


A weekend magazine supplement of The Guardian of Burma, The Bangkok Post, 


The Times of Ceylon, The Hong Kong Tiger Standard, The Times of India, The Japan Times, 


The Korean Republic, The China Post, The Straits Times, The Morning Star of Okinawa, 


The Djakarta Daily Mail, The Pakistan Times, The Morning News of Pakistan, The Manila Times, The Times of Vietnam. 


Offices in Hong Kong, Tokyo, Osaka, London, Frankfurt, New York and Chicago. 
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Advertising Age, October 30, 1961 


October Pages and Linage in Consumer Magazines 


Current and Year-to-Date for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


r Pages , + Lines ‘ 
Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 
1961 1960 1961 1960 1961 1960 1 1960 

Weeklies, Bi-Weeklies, Semi-Monthlies (September) 
tCommonweal .............. 10.7 18.3 106.0 147.7 4,494 7,686 44,520 62,034 
at Se «ik eas tuaea ee 103.3 87.8 671.4 663.4 44,401 37,680 288,136 284,634 
ee 48.7 66.7 450.7 420.1 20,454 28,000 189,308 176,456 
eR bit «6-< xe bata Kain Ung eas 21.4 22.7 199.3 208.1 21,362 22,732 199,291 208,115 
RRS Ree EB eee van 343.8 248.3 2,258.7 2,416.0 233,811 168,844 1,535,916 1,642,907 
Se a to v0 Wie c:05:4 0.4 30 Vee 115.5 1127 1,094.9 1,120.7 78,547 76,636 744,539 762,076 
0 eee 216.6 237.7. 1,800.1 2,120.9 90,972 99,834 756,042 890,778 
¢$New Vorker .............. 531.6 474.8 3,267.9 3,487.9 228,069 203,676 1,401,954 1,496,308 
EEE. datuccseavaces 531.6 468.2 3,267.9 3,420.3 228,069 200,871 1,401,954 1,467,324 
a eee ree 23.4 a 240.3 10,017 103,065 
Presbyterian Life ........... 11.6 11.1 106.7 105.3 4,881 4,676 44,879 44,318 
PU UE Ws seks bccsces 60.8 60.0 404.4 308.1 25,544 25,188 169,817 129,432 
tSaturday Evening Post ..... 214.2 189.9 1,523.1 2,054.2 145,677 129,161 1,035,712 1,396,865 
tSaturday Review .......... 88.9 99.0 722.7 777.2 37,346 41,595 303,566 326,403 
Sporting News ............. 19.2 16.0 186.2 169.6 20,824 17,314 202,021 184,016 
Sports Illustrated .......... 157.3 173.9 1,263.9 1,357.8 66,090 73,071 530,999 570,374 
SR og he Date #5 cs. 0% wn ws 264.1 253.3 1,849.2 2,190.5 116,936 106,377 776,657 920,018 
ED. 60 dea +6 45.2845 110.3 59.5 696.1 457.7 20,075 10,824 126,694 $3,274 
U. S. News & World Report . 214.8 222.9 1,744.5 2,075.9 90,258 93,618 732,690 $71,878 
SAPP oe 2,532.8 2,354.6 18,345.8 20,081.1 1,243,741 1,146,910 9,082,741 10,049,886 


Not included in totals. §Total represents national advertising plus sectional at reduced decimal equivalent. +Three issues 
September 1961; five issues September 1960. {Five issues September 1961; four issues September 1960. *Two issues Sep- 


tember 1961; three issues September 1960. 


Pages Lines 
Oct. Oct. dan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. Jan.-Oct. 
1961 1960 1961 1960 1961 1960 1961 1960 
Women’s 
POride & Wome ... 0.6.25 0% 94.5 93.3 420.1 421.3 59,773 58,969 265,564 266,346 
tBride’s Magazine .......... 151.0 151.3 700.1 722.4 95,400 95,596 442,470 456,582 
. SL eee 60.0 57.1 450.7 467.3 25.740 24,496 193,350 200,471 
Good Housekeeping ......... 112.0 159.5 798.4 927.7 48,059 68,419 342,529 397,994 
Ladies’ Home Journal ........ $0.1 98.4 625.2 789.3 54,471 66,901 425,123 536,700 
McCall's a ae pater 111.0 124.3 867.3 901.2 75,510 84,561 589,973 612,847 
*Modern Bride ........... ‘ — a 509.4 493.0 321,934 311,589 
**tParents’ Magazine: 
National Edition ....... is lll. 108.9 619.6 682.8 47,673 46,695 265,889 292,901 
Metropolitan New York Editie: 116.0 114.6 661.8 747.7 49,777 49,148 283,895 320,698 
EN «- RdhWheise ss cde dees 109.6 117.2) «1,193.3 1,241.5 74,498 79,672 $11,426 $44,192 
io, 1 eee 43.9 51.3 368.3 394.6 18,825 22,005 157,998 169,266 
The Workbasket ............ 44.2 50.1 323.2 381.2 8,666 9,825 63,346 74,707 
Total Group ......... ..s. 1,033.4 1,126.0 7,537.4 8,170.0 558,392 606.287 4,145,497 4,484,293 


tPublished quarterly in January, April, July and October. *Published bi-monthly; cumulative figures shown are for Sep- 
tember issues. fAIl figures include average decimal for partial runs. **No Pacific Mountain edition. ttFigures include sec- 


tional linage prorated to circulation of regional editions. 


General 
a 29.6 25.8 219.1 219.4 12,453 10,090 91,997 
American Forests ......... 32.3 35.6 151.0 187.0 13,566 14,952 63.420 
American Legion .......... 14.9 20.2 142.4 151.3 6,259 8,477 59,835 
GS A pane 32.3 26.4 204.3 192.4 13,882 11,338 87,712 
Epo 53.9 57.0 383.5 430.6 22,669 23,932 161,105 
Car & Driver ........ et 24.5 33.6 287.7 372.1 10,303 14,129 120,842 
SRW évwch codes ee 13.8 17.1 138.8 200.9 5.909 7,338 59,528 
Christian Herald eiva ey eas 47.5 46.1 310.1 330.8 20,381 19,812 133,095 
Columbia ........ ; ; 14.4 14.7 94.6 99.5 6,059 6,185 39,728 
Cosmopolitan ...... 35.6 30.6 280.9 245.0 15,251 13,128 120,508 
Ebony pake , 64.6 77.2 633.7 758.7 43,984 52,514 430,990 
tElks Magazine .... - 16.7 18.6 125.4 132.2 7,000 8,010 53,413 
*Esquire i“ ‘ 98.5 122.1 668.3 775.9 66,192 82,051 449,098 
Extension Sanleleh i F 15.4 18.9 161.8 150.3 10,596 13,021 111,318 
SA ee coy 67.2 60.4 513.8 533.9 28,216 25,381 215,783 
a eee ; ; 18.4 13.0 216.1 138.1 7,900 5,557 92,708 
Golf Digest ...... we 22.4 26.2 296.2 289.3 4,381 5,125 64,166 
SR 60 0.42 b5000%6 iar 47.3 50.5 281.3 303.5 20,293 21,650 120,657 
Grade Teacher ........ ; ; 46.4 45.1 338.9 317.5 20,483 19,888 149,462 
Harper's Magazine .... ‘ 48.2 51.8 365.3 400.4 20,231 21,763 153,417 
Hi Fi/Stereo Review 67.1 65.5 463.6 419.0 28,182 27,510 194,725 
High Fidelity ..... ; 79.3 77.9 56.0 60.2 33,306 32,718 235,242 
. ar ; 89.2 108.8 827.1 983.5 60.685 73,968 562,433 
Hot Rod ‘ 34.2 449 351.8 466.2 14,364 18,844 147,770 
Improvement Era .. 31.8 30.8 238.0 254.8 13,362 12,956 99,944 
Instructor inh ‘ 53.7 43.7 326.5 305.2 36,370 29,908 223,080 
Kiwanis Magazine . ; 8.6 10.3 90.0 $0.1 3,612 4,326 37,800 
Lion Magazine ..... ; 11.4 14.0 104.9 100.2 4,856 5,964 44,643 
Motor Boating Manes 78.0 100.1 1,099.6 1,502.2 45,840 58,860 646,583 
Motor Life er 16.0 17.8 129.6 162.4 6,720 7,476 54,390 
Motor Trend . ; : 14.4 21.5 171.2 230.8 6.062 9,044 71,860 
National Geographic Magazine 33.0 40.3 387.4 453.6 7,854 9,580 91,653 
Playboy : seea 56.1 45.1 431.9 313.1 23,552 18,957 181,401 
Popular Boating 62.2 67.9 845.0 872.6 36,579 39,919 496,866 
Popular Photography 73.8 73.0 650.2 688.1 31,013 30.677 273,101 
Prevention . ; - 54.5 51.3 577.3 587.3 12,208 11,491 129,315 
Promenade oa 32.6 28.5 171.6 187.9 13,992 12,227 73,484 
Reader's Digest 87.5 102.0 693.8 705.1 15,925 18,568 126,279 
Redbook ‘ie. , 54.9 42.2 412.2 376.0 23,543 18,102 176,839 
Road & Track .. aa 28.7 29.9 302.4 311.4 12,054 12,558 127,008 
Rotarian ‘ 9.7 12.1 118.5 71.6 4,057 5,102 49,721 
Today's Health . 19.2 21.6 205.9 216.1 8.222 9,266 88,347 
Together ....... 12.7 13.7 105.3 101.2 5,457 5,887 45,153 
Town & Country ... 133.6 126.4 687.0 756.7 84,431 79,899 434,172 
True 41.3 42.7 295.5 278.3 17,702 18,339 126,768 
Vv. F. W. Magazin . 11.1 15.5 101.9 104.9 4.660 6.509 42,800 
Yachting ar 105.8 101.2 1,382.9 1,391.7 62,210 59.506 813,145 
Total Group 2,044.3 2,139.6 17,040.3 18,209.0 972.826 1.022.502 8,373,304 
+Changed from 429-line page to 420-line page July 1961. *Total represents national advertising 


decimal equivalent 


92,159 
78,540 
63,546 
82,556 
180,844 
156,282 
86,184 
142,170 
41.800 
105,129 
515,918 
57,106 
521,405 
103,421 
224,217 
59,234 
62,004 
130,174 
140,024 
168,173 
175,963 
252.672 
668,801 
195,720 
106.996 
208,767 
33,642 
42,683 
883,322 
68,208 
96,992 
107,552 
131,508 
513,106 
289,015 
131,555 
80,616 
128,332 
161,285 
130,988 
30,058 
92,694 
43,471 
478,253 
119,399 
44,064 
818.320 


9,044,859 


plus sectional at reduced 


Home 
American Home 34.9 38.8 374.2 394.3 22.059 24,523 236,542 249.175 
Antiques - 67.4 76.9 619.7 630.4 19,808 22.600 182,197 185,331 
Better Homes & Gardens 80.0 95.8 631.2 $23.6 50,578 60.515 398.910 520.525 
Flower & Garden 16.6 21.8 312.5 352.0 6.979 9.155 131,230 147.863 
Flower Grower 21.4 23.3 308 6.5 8,989 9.800 167.507 191.763 
House Beautiful 160.2 173.6 797.7 62.0 101.234 109,721 504.147 608.939 
House & Garden 129.1 134.1 712.2 778.9 81,593 84,742 450.121 492.234 
tLiving for Young Homemakers 92.5 95.4 528.2 646.9 58.451 60,269 333.831 408 856 
Organic Gardening & Farming 25.7 26.0 348.7 369.0 5.757 5.824 78.109 82.656 
Popular Gardening 20.9 26.3 415.0 456.0 8.794 11,048 174,297 191.526 
Sunset Magazine ‘ 144.3 129.9 1,196.7 1,287.6 60,595 54.578 502.739 540,960 
Total Group "793.0 841.9 6334.9 7.1572 424837 452,775 3.159.630 3.618.928 
+1960 cumulative figures include sectional linage prorated to circulation of regional editions. 
Fashion 
Glamour 97.0 90.5 934.4 984.1 41.634 38,842 400,847 422,186 
Harper's Bazaar 148.6 143.4 967.0 954.2 93,963 90,618 611,172 603,066 
t Mademoiselle 79.7 79.8 921.1 901.5 34,183 34,239 395,165 386,725 
Vogue 170.9 218.8 1,280.4 1,569.0 108.019 138.275 809,215 991,629 
Total Group 496.2 532.5 4,102.9 4,408.8 277,799 301.974 2,216,399 2.403.606 


tCumulative figures include sectional linage prorated to circulation of regional editions. 


Movie-Romance-Radio-TV 


Dell Modern Group: 
Modern Romances 
Modern Screen 
Screen Stories ....... 

Fawcett Women’s Group: 
Motion Picture 
True Confessions 

Ideal Women’s Group: 
Intimate Story 
Movie Life 
$A Ae 
Personal Romances 
TV Star Parade .......... 

ttKMR Romance Group ...... 

*+KMR Women’s Group ...... 

ttMacfadden's Women’s Group: 
EN kau cave 6344 
True Experience 
True Love Stories 
True Romance ............ 
} Ro Sarre 
TV-Radio Mirror 

Secrets Romance Group: 
Confidential Confessions 
Daring Romances . 
Revealing Romances . 

Secrets 
ttSilver Screen 
Total Group .. 


101 
r Pages ———. + Lines 

Oct. Oct. dan.-Oct. Jan.-Oct. Oct. Oct. dan. -Oct. Jan.-Oct. 

1961 1960 1961 1960 1961 1960 1961 1960 
24.4 25.9 205.8 258.4 10,464 11,100 88,281 110,684 
13.4 16.6 132.9 166.2 5,728 7,103 56,964 71,308 
13.3 12.9 112.2 136.9 5,712 5,516 48,124 58,748 
13.3 15.3 121.2 144.1 5,723 6,569 51,995 61,828 
19.9 24.7 181.1 233.9 8,531 10,577 78,129 100,361 
28.1 25.4 232.2 251.9 12,063 10,899 99,615 108,096 
26.4 21.3 222.9 240.3 11,343 9,118 95,626 103,101 
26.4 21.1 222.3 240.4 11,344 9,047 95,368 103,124 
28.9 24.4 231.2 244.2 12,405 10,483 99,170 104,770 
26.2 21.2 220.1 230.0 11,219 9,084 94,442 98,692 
—>_— — 21.6 36.0 9,267 15,425 
— ——_ 133.0 174.0 57,014 74,611 
25.3 23.1 189.5 232.6 10,849 9,903 81,313 99,787 
16.9 13.8 108.2 131.5 7,254 5,934 46,421 56,423 
16.9 14.4 107.5 132.4 7,249 6,189 46,116 56.819 
16.8 13.8 108.9 131.1 7,211 5,927 46,722 56,198 
54.6 54.5 419.9 492.6 23,420 23,381 180,119 211,307 
14.1 11.3 89.4 107.0 6,028 4,843 38,343 45,889 
15.9 22.0 168.5 196.3 6,816 9,429 72,284 84,193 
15.9 22.0 168.5 196.3 6.816 9,429 72,284 84,193 
15.9 22.0 168.2 196.3 6,816 9,429 72,141 84,193 
15.9 22.0 168.2 196.3 6,816 9,429 72,141 84,193 
15.2 9.2 126.1 105.2 6,500 3,940 54,164 45,164 
443.7 436.9 3859.4 4473.9 190,307 187.329 1,656,043 1,919,107 


tFormerly Hillman Romance Group. *Formerly Hillman Women's Group. ttFormerly 


nates bi-monthly with Screenland. ¢tPublished bi-monthly; cumulative figures shown ar 


‘Business (October) 
Business Management ........ 
Dun's Review & Modern Industry 
SED cena dey ae c.cee sent 
Nation's Business 
Total Greup 


384.0 


§Because current month linage figures for several publications are not yet available this group is broken into October and 
September sections. tFormerly Management Methods. 


Magazine Linage Trend 


66.1 503.4 
77.9 701.7 
210.2 = 1,550.5 
71.2 481.6 
425.4 3,237.2 


True Story Women's Group. {{Alter- 


e for September issues. 


534.1 22,176 27,762 211,428 224,322 
791.6 37,327 32,706 294,405 332,086 
1,849.7 112,812 132,878 979,600 1,169,042 
572.5 26,809 29,921 202,246 240,402 
3,747.9 199,124 223,267 1,687,679 1,965,852 


Figures in Thousands 


oct. 


1960 


OcT. 


Business (September) 
Barron's bse svnadseeurees 
| Business Week ............. 
Financial World 
Forbes 


Farm Magazines 

Farm Journal: (mon) 
Central Edition 
zEastern Edition 
Southeastern Edition 
Southwestern Edition 
Western Edition . 
Average 5 Editions 


Southeastern Edition 
Southwestern Edition 
Average 2 Editions 
Progressive Farmer: (mon) 
2Carolina-Va. Edition 
2Ga.-Ala.-Fia. Edition 
aKy.-Tenn.-W. Va. Edition 
2 Miss.-La.-Ark. Edition 
Texas Edition 
Average 5 Editions 
Successful Farming (mon) 
Total Group 
Not included in totals. 


Youth 


American Girl 

Boys’ Life 

tCo-Ed 

Scholastic Magazines 
Scholastic Roto 
‘Teen Magazine 


Total Group 


SEPT. 
AUG. 


1960 
sept. BY7¥ 


WEEKLIES GENERAL 
1961 1961 
SEPT.| 1,244 | OcT.| 973 | 
AUG) 676 } SEPT. | 786 
1960 
SEPT. Ba ' 
WOMEN'S BUSINESS FASHION 
1961 1961 1961 


| Farm & Ranch—Southern Agriculturist: (mon) 


+No January 1960 issue. {No September 1960 issue. 


Mechanics & Science 
Mechanix Illustrated 


Pages Lines 

Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 

1961 1960 1961 1960 1961 1960 1961 1960 
89.4 68.5 768.5 645.6 58,628 44,961 504,117 423,539 
458.0 422.3 3,061.2 3,625.7 192,368 . 177,362 1,285,691 1,522,794 
33.0 34.8 401.9 383.7 13,863 14,626 168,813 161,181 
57.2 64.5 495.6 520.1 24,046 27,091 208,180 218,419 
637.6 590.1 4,727.2 5,175.1 288,905 264.040 2,166,801 2,325,933 

Pages Lines 

Oct. Oct. Jan.-Oct. Jan.-Oct Oct. Oct. Jan. -Oct. Jan.-Oct. 

1961 1960 1961 1960 1961 1960 1961 1960 
72.3 95.0 785.0 842.8 31,008 40,741 336,747 361,543 
66.4 79.5 677.4 697.6 28,506 34,093 296,604 299,273 
48.8 71.1 543.2 584.2 20,930 30,518 233,048 250,642 
50.8 70.0 565.2 592.1 21,789 30,017 242,491 254,003 
69.0 95.0 686.0 726.4 29,580 40,742 294,277 311,633 
61.5 82.1 651.4 688.6 26,363 35,220 279,433 295,419 
23.9 29.7 291.8 322.3 10,256 12,727 125,176 138,287 
26.3 30.5 305.1 333.7 11,293 13,068 130,882 143,166 
24.8 30.0 297.0 326.8 10,660 12,860 127,399 140,187 
63.0 63.9 633.2 708.7 42,831 43,506 430,578 481,913 
64.3 63.4 654.5 711.1 43,765 43,118 445,100 483,508 
59.9 62.7 600.3 668.4 40,710 42,660 408.214 454,536 
60.5 61.2 611.2 659.7 41,138 41,616 415,583 448,631 
65.0 63.7 615.5 684.5 44,217 43,345 418,507 465,457 
62.5 63.0 622.9 686.5 42,532 42.849 423,598 466.309 
59.8 77.5 654.0 754.6 26,919 34,873 294,322 339,592 
208.6 252.6 2,225.3 2,456.5 106,474 125,802 1,124,752 1,242,007 
21.6 23.9 231.2 252.6 9,255 10,243 99,199 108,353 
24.7 27.7 246.6 273.3 16,802 18,855 167,711 185,861 
30.4 30.4 167.3 131.2 12,772 12,747 70,278 55,062 
41.5 45.8 288.9 349.1 17,430 19,248 121,349 146,612 
3.9 148 46.0 60.5 3,369 12,916 40.213 52,836 
17.3 15.3 128.6 157.7 7.266 6,412 54.026 66,178 
139.4 157.9 1,108.6 1,224.4 66,894 80,421 552.776 614,902 
63.3 718 574.9 652.6 14,190 16,084 128,773 146,179 


(Continued on Page 102) 
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——— Lines ——— 
Oct. Oct. Jan-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct Jan.-Oct Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. —_Jan.-Oct. 
196 196 1961 1960 
Ee meee y y \ 5 . } oF ROVE Pe . . ‘ 701,349 
Popular Mechanics .......... 102.6 1386 935.4 1,063.3 22,987 31,037 209,528 238,178 Sy NE ea ae Sa 76.1 121.0 739.2 8208 68,675 99,955 665,335 738,734 
Popular Science ............. 927 915 8251 940.1 20,761 20,496 184828 210,581 #Star Weekly .............-. 86.7 132.2 683.0 884.5 75,820 115,705 597,692 773,963 
Science & Mechanics ......... 529 815 4822 4182 11,842 18,247 108,002 93,680 tWeekend Magazine ......... 119.0 1508 882.6 959.2 116,086 147,041 860,609 935,224 
Se eee Wss Gas FMS BSlS 83.664 97387 741,050 797,735 Total Growp .............. 3868 551.2 3,068.1 35926 362,417 513,570 2,862,795 3,337,231 
tFour issues October 1961; five issues October 1960. 
Outdoor & Sport 
American Rifleman .......... 65.3 58.3 515.2 514.1 27,997 24,998 221,027 220,553 § ign (October 
co OO Sg ae 795 87.0 6452 697.4 34116 37,303 276,775 299,178 php ) 

ME ok. suns es 28.2 254 2332 2193 12,077 10,908 99,053 94,068 Bs : : 
aan aga 40 424 2627 2720 17,589 18190 112,740 116,700 ge tinge eee ll — ill — — d 
Outdoor Sp SO 5 78.5 90.3 643.2 685.3 33,682 38,722 275,908 293,976 PM (Dutch Edition) eesese 17.5 8.3 121.0 94.9 3,675 1,747 25,420 19,937 
Sports Afield ............... 647 789 SALT? S826 27,763 33,849 232,392 249.926 ae ane —. = os “aa y 7,011 7,795 56,380 56,604 

E> I “are are Mechani erman 4 ' d , 2,262 1,792 12,945 11,003 
Total Group Sov bs set Cee pee 357.2 382.3 2,841.2 2,970.7 153,224 163,970 1,217,895 1,274,401 Mecanica Popular (Latin America) : 
Brazil (Portuguese) 28.1 25.0 2069 208.0 6,294 5,600 46,355 46,592 
Detective & Fiction esienn-Coritbern (Spanish) 21.0 a3 190.5 244.6 4,704 5,166 42,671 54,782 
| Men's Group ........... 104 8130 880 142 44 37,773 48,989 oo ae ; ’ eel 8 ORE 
ae oo 16 42 990 sis9G—<“<i«iOC(‘ Ok 19817 18598 Popular Mekanik (Swedish) 11.0 10.1 761 1035 2,310 2128 $15,972 21,728 
Total Group ............- Zo 29 ie i972 e771) TH 57.590 67.547 Total Group .............. “Tsa3 “1469 11924 13023 33,925 32,334 262,007 285.980 
§Because current month linage figures for several publications are not yet available this group is broken into October and 
September sections. 
Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers) ae — Pages ~ Lines 
The American Weekly ........ 36.1 211.0 2647 30,716 ~- 36,476 179,359 224991 | 2. Seat: dansSest. denGet. . Sent. 2 ary ‘ 
Family Weekly .............. 39.1 487 3805 3848 33,240 41,389 323.614 327,061 | — 1960 Avy = ioe bo — ~— , 
I A 6.4 793 4915 5421 55588 67,411 417,839 460,779 | 
This Week Magazine ......... 90.8 108.1 6242 711.7 77,154 91,901 530,597 604,964 F 
— oreign (September) 
we abes inate Bis B90 Lw72 T5033 19668 7.177 1.451. T617,795 
Vets! Group . . aa a Life International ........... 84.2 863 682.1 735.4 57,290 58,735 463,845 500,140 
: European Edition ......... 53.6 os 205.0 — 36,550 139,400 
Scot Sent. aan tne Ga ag aE me Life En Espanol .......... 46.6 47.1 353.0 408.7 31,790 32,085 240,040 278,035 
1961 1961 1960 1961 1960 1961 1969 Caribbean Edition ...... 61.0 89.4 512.6 590.5 41,480 60,860 348,670 401,625 
Mexican Edition ........ 64.6 73.6 485.0 558.7 44,030 50,150 329,800 380,035 
ntrcengimnaned oonergal (I) (September) meieaiieie 
0 newspaper ions We EE, ie cus acecs 103.0 99.8 908.4 919.6 43,2 41, y A 
Chicago Tribune Magazine .... 193.9 196.8 1,505.1 1,468.0 164,859 167,321 1,279,315 1,247,788 a. as we. oe. wae. oan ae eae mean 
New York Times Magazine ... 329.6 387.8 2,464.7 2,589.9 280,180 329,669 2,095,006 2,201,411 centers Glatt: 
Philadelphia Inquirer ........ 93.2 1105 8422 1,036.5 79,251 93,994 716,373 881,154 ; 
Suburbia Teday ............. 126 167 1386 1409 10,744 14,004 117.877 119,529 Arabic ....-.- 6... 02s eee. 34.5 38:5. 272.0 331.0 8,279 6,314 49,504 54,284 
ak get a ene eo oe _ sete ce dacecs $3.5 725 510.0 478.0 15,197 13,195 92,820 86,996 
PA eR ss. 525. - ns 629.3 7118 4,950.6 5,235.3 535,034 604,988 4,208,571 4,449,882 DEN eS ct caeh bees, 63.3 105.8 553.8 671.8 11,512 19,247 100,783 122,259 
WD rss Koss x55 SF Kk 71.0 740 544.0 559.0 12,567 13,468 96,288 101,738 
Pages . Lines NE i ae aku 640 545 481.0 4335 11,968 9,538 89,947 75,863 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. Jan. -Oct Jan. -Oct. SENG ek seid OE a oOuke-< 103.0 104.0 764.0 754.0 18,746 18,000 139,048 131,950 
1961 1960 1960 1961 1960 1961 960 I nn. gti ad cate 89.5 87.0 599.0 700.5 16,647 16,182 111,414 127,491 
Comics Magazines Coriabene inndchate tena 49.0 $9.5 396.5 566.5 Ssis 10.829 72.163 103,103 
: . Pa te i \ J ‘ A .281 44, 8,281 
pay Fy age tees ss on pase ae — — ape oe geste entities 585 575 3078 3515 10,647 9.775 56,011 59.755 
~ cee... Hr as 4 "2 S028 S008 30.200 sas | Ss cu sss cee 71.5 715 5255 5245 13,013 13,013 95,641 95,459 

arvey S Grenp ........ : / ’ ’ . DS 5, se ca ceaeOe AY 36.0 28.0 226.0 230.0 6,552 5,208 41,132 42,780 
National Comics Group: 

. __ | RR RRR se5 100.0 113.0 957.0 1,019.5 18,700 19,775 178,959 178,413 

|. eee cae es , oe a oe ~_—_ ~—_ freupGein ............. 345 39.7 2883 259.0 6.452 6.942 53,918 45,325 

ta el heat ER IB : : : : German ................. 120.0 111.0 944.0 929.0 21,240 20,202 167,088 169,078 

| a ee 37.0 x) 288.0 290.3 13,986 12,852 108,864 109,623 German-Swiss ............ 43.0 48.0 333.0 311.3 7,826 8,736 60,606 56,662 
c I ocx « onan, 83.5 643 779.0 654.0 14,947 11,708 139,441 119,028 

‘anadian EE ¢p500 a7s oaeetee de 69.0 620 530.0 472.0 12,834 11,284 98, 85,904 

mae ms 46k (OB? OA CTCia8NDsiéiTSSS?sa7s | WE Sas, oc cuc tank ents 87.55 865 6925 677.0 18925 14,893 126,035 116,444 
Canadion Womes ............ 7 . " . ‘ . WO ox. occas cases 245 33.0 298.0 317.0 4,214 5,544 51,256 53,256 
— eit me 2 oe es see am wm OE Mexican mags 565 1s 397.8 417s 10.283 11,193 72,345 75,985 

Journal d ¢ . : " ’ : . ew Zealand ............. ; . . 16. 10,602 7,280 67,340 57,512 
_Rewe Moderne .......... ac “8 4215 “Ms 415 = =30.450 286,512 30.4390 Nerwesion ............... 530 580 4145 3845 9,116 9,860 71.294 65,365 
aaa 19.0 242 1917 239.2 8.158 10,373 82,219 102,618 
bapa apts 76 3 IS 785 6659 GAR 4046951 Soesm | Overseas Military ......... 58.0 42.0 385.0 378.0 10,556 7,644 70,070 68,796 
She Magusios WMastens po Ae ea — aa 156 558 South African ............ 86.0 86.0 657.5 674.0 15,996 15,394 122,295 120,646 
——<—_ a nr 9.520 8.260 73.150 Joos | Southern Hemisphere ...... 28.0 235 177.0 190.5 5,096 4,277 32,214 34,671 
ag oe CR ced Aula ah , ’ ‘ ; ; . ; ? ee 495 585 456.0 483.5 9,009 10,647 82,992 87,997 
Reader's Digest: 5 ‘ g “ 

English Edition ........... 110.8 1470 866.3 978. 20,157 26,754. 157.658 178,133 Time International : 

French Edition ........... 119.5 159.8 897.3 1,033.5 21.749 29,075 163,300 188,097 tTime-Atlantic ........... 157.7 146.1 1,097.6 1,180.7 66,185 61,355 460,950 495,845 
Reve Populaire ........... 21.5 28.0 146.5 232.8 15,031 19.600 102,522 162,963 tTime-Latin American ..... 112.0 96.1 798.6 846.7 47,040 40,670 335,370 355.565 
is dee ovens keds 4 8.6 15.8 98.9 148.2 6,028 11,090 69,204 103,706 *Time-Pacific ............ — 113.9 —_— 909.0 47,775 381,780 
tt2Saturday Night .......... 46.9 43.6 279.0 354.4 19,721 18,337 117,199 148,853 Time-Asia ...........-.+0- Yt 890.7 —_— 51,975 - 374,045 
ttztTime-Canadian .......... 180.1 185.1 1,144.2 1,345.0 75,985 78,085 480,550 564,900 Time-South Pacific ....... 1048 -—— 651.1 — 43,960 273,770 —- 

Total Group .............. $is0 668.7 45384 46069 292,053 291.679 2,119,292 2,034,190 Vision: 
+First published October 1960. {First published March 1961. ztNot included in totals; as October figures were unavailable Visao (Portuguese Edition) . 162.5 184.0 1,219.2 1,379.3 . 77,280 512,050 579,320 
as this issue went to press September figures are shown. ¢¢Three issues September 1961; two issues September 1960. tiFive Mexican Edition .......... 112.2 129.2 891.0 965.3 47,110 54,250 374,220 405.440 
issues September 1961; four issues September 1960. *Changed from bi-weekly to monthly publication August 1961. Spanish Edition .......... 100.7 111.7 755.5 787.7 42,280 46,900 317,310 330,820 

rea 3,104.4 3,006.1 23,379.6 23,1631 976,491 923,881 7.281.841 7.156.091 
Canadian National Weekend Newspapers (Rotogravure Linage) tFirst published September 1960. 
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Tri-Nut Moves to Arnold & Co. 
Tri-Nut Margarine has trans- 
fered its advertising to Arnold & 
Co., Boston, from Donahue & Coe, 
New York. The account at one time 
billed about $1,200,000, but is now 
believed to be worth less than half 
that amount. A campaign in 30 
markets using major media is run- 
ning this fall. E. F. Drew & Co., 
parent corporation of Tri-Nut, re- 
mains with Donahue & Coe on an 
inactive basis. 


McGregor Sets Up Department 
McGregor-Doniger, New York, 
manufacturer of men’s and boys’ 


Advertisement 


Tuts Career Girt Knows that the 
most economical, effective way to 
boost sales in the 
Sweet Vermont 
Market is with 
the Vermont Al- 
lied Dailies. Just 
one order, one 
bill, one buy, and 
your message 
appears in the 
six key dailies 
that reach the 
part of Vermont ‘ 
where 939% of An of) 
the state’s $652 bf 
million buying 
power originates. 
Write: VERMONT 


ALLIED DAI- 
LIES, Rm. 515, Statler Office Bldg. 


Boston, 
figures.) 


Mass. (Sales Management 


sportswear, has formed a new “ad- 
vanced marketing planning” de- 
partment to develop new prod- 
ucts and marketing programs. 
William F. Brambilla, who joined 
the company’s marketing staff last 
year from E. I. du Pont de Nemours 
Co., has been named in charge 
with the title of director of mar- 
ket planning. 


‘Bay Play’ to Make Debut 

The first issue of Bay Play, a 
monthly recreation magazine “de- 
dicated to the pursuit of happiness 
on Florida’s Sun Coast,” will be 
issued in mid-December. The one- 


' time b&w page rate is $350 for the 


magazine, which will have an ini- 
tial circulation of 25,000. Henry 
M. (Hank) Allen has been named 
advertising and circulation sales 
| manager. 


Manning, Moos Join NC&K 


Jack Manning, formerly with 
Beecham Products, Clifton, N.J., 
has joined Norman, Craig & Kum- 
mel, New York, as an account 
executive on Colgate-Palmolive Co. 
Norman; Craig also has named 
James D. Moos, formerly. with Gey- 
er, Morey, Madden & Ballard, to 
a copy-contact post on the Willys 
Motors account. 


Ratsey & Lapthorn to Freystadt 
Ratsey & Lapthorn, City Island, 
N. Y., 17l-year-old sail making 


* company, has named E. M. Frey- 


stadt Associates, New York, to 
handle its advertising and public 


Advertising Age, October 20, 1961 


relations. Founded in England in 
1790, Ratsey was sailmaker to Lord 
Nelson’s flagship Victory in the 
Battle of Trafalgar. Kamisher & 
Murphy was the former agency. 


Sholl Leaves Printed String 

Harry Sholl has resigned as vp in 
charge of marketing and a member 
of the board of Chicago Printed 
String Co., manufacturer of gift 
wrappings and industrial tying ma- 
terials. Sol Weiner, president of the 
company, has assumed the duties 
previously handled by Mr. Sholl, 
which include sales and merchan- 
dising. 


‘Cue’ Boosts Silverman 
Herbert Silverman, sales promo- 
tion manager of Cue, New York, 
has* been promoted to the post of 
assistant to president Mort Glank- 
off. The magazine has recently 
expanded into the book publishing 
field and has set plans to solicit 
cruise, travel and resort advertis- 
ing outside the New York area. 


Hitchcock Appoints Smith 

Floyd Smith, formerly with E. R. 
Hollingsworth & Associates, Rock- 
ford, Ill., has joined Hitchcock 
Publishing Co., Wheaton, IIl., as 
district manager, headquartering in 
the Cleveland office. 


Three Join AFA 

Lever Bros. Co., Van Brunt & 
Co. and Metromedia Inc., all New 
York, have joined the Advertising 


Federation of America. 


Stern, Walters Adds Four; 
Names Beardsley, Goldring 

Stern, Walters & Simmons, Chi- 
cago, has been named to handle 
advertising for Hamilton Humid- 
ity, Chicago, manufacturer of Hu- 
mid-Aire portable and furnace hu- 
midifiers; G. Barr & Co., Chicago, 
manufacturer of private label 
products for the cosmetics and 
pharmaceutical industries; Cole- 
man Cable & Wire Co., Chicago, 
manufacturer and distributor of 
wire and cable; and Heat Exchang- 
ers, Chicago manufacturer of wa- 
ter-cooled air conditioning equip- 
ment. 

At the same time, Jim Beardsley, 
formerly vp and creative director 
of Erwin Wasey, Ruthrauff & Ry- 
an, has joined the agency as copy 


tFive issues September 1961; four issues September 1960. 
edjtions—Time-Asia and Time-South Pacific—January 1961. 


*Time-Pacific split into two 


supervisor. Norman M. Goldring, 
formerly with R. Jack Scott Inc., 
has been named marketing direc- 
tor of the agency. 


Grant & Kurland Dissolved 
Grant & Kurland, Hartford, will 
dissolve Nov. 1. Jay Grant will be- 
come director of advertising and 
public relations of Eastern Bowl- 
ing Corp., New Britain, Conn., 
owner and operator of five New 
England bowling lanes. Alan E. 
Kurland has been appointed ad- 
ministrative director of the Con- 
necticut State Bar Assn. Daniel 
Cantor, agency art director, will 
form his own advertising art serv- 
ice in Hartford. The agency report- 
edly had billings of about $500,000. 


COLOR PROGRAMMING 
63% AHEAD OF LAST YEAR! 


This year, there’ll be 655 


more hours of Color pro- 


gramming than last year. The big move to Color TV is 
on. Get the full Color picture today from: W. E. Boss, 
Director, Color Television Coordination, RADIO COR- 
PORATION OF AMERICA, 30 Rockefeller Plaza, New 
York 20, New York, Tel: CO 5-5900 
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THE CRITICAL PATH METHOD. Section of a Critical Path 
Method diagram used by Perini Corp., Framingham, Mass., in plan- 
ning the logistics of supplying materials for a new building. Black 


line at base charts “‘critical” jobs—those whose delay would delay 
the completion of the entire project, or whose acceleration would 
speed up the construction timetable for the whole project. 
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= The Critical Path to New Business 


hes 
L. 


ow long should it take to build a build- 
iB] ing—or a dam—or a super-highway? 
What kind of planning does it take to get the 
men and materials (and money) to the right 
place at the right time? How do you juggle 
job-scheduling around so that you don’t 
have painters on your hands for two days 
waiting for the plaster to dry? How do you 
get control of—and ride herd on—the thou- 
sand and one vastly important details in- 
volved in scheduling construction work? 

The Perini Corp., one of the nation’s 
largest contracting firms, gave this problem 
to Mauchly Associates, Inc., who came up 
with the first known application of the 
Critical Path Method to the construction in- 
dustry. This successful application at Perini 
was reported in the January 26th issue of 
ENGINEERING News-REcorp. 

The reaction was immediate. Inquiries 
poured in to ENGINEERING News-Recorp, 
to Perini and to Mauchly Associates. And 
they’re still arriving. To date, more than 
750 firms or individuals have ordered over 
6,000 reprints of the article. Of 60 firms con- 
tacting Mauchly Associates directly, ten 
have already signed contracts to apply the 
Critical Path Method in their own operations. 
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CPM Diagram for a Typical Floor in Multistory Building 


This is typical of the articles that make 
more men read ENGINEERING News-REeEcorpD 
every week than any other construction 
magazine. They rely on EN-R to give them 
important, detailed information they can’t 
get elsewhere. They read ...and they respond. 

The critical path to a sale is much like 
the critical path in construction. It involves 
scheduling your selling efforts to cover the 
right men at the right time with the right 
facts . . . the “critical’’ members of any con- 
struction team: architect, contractor, en- 
gineer, owner. These are the men you reach 
in the pages of ENGINEERING News-REcorp, 
the critical path to new business in the build- 
ing and construction industry. 
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May 24, 1961 


Mr. Arthur J. Fox, Jr. 
Managing Editor 
Engineering News-Record 
330 West 42nd Street 
New York 36, New York 


Dear Arthur: 


I believe you may be interested to know what kind of reaction we have had 
to the article describing the Critical-Path Method in your issue of Januery 
26th. 


We have had fifty letters from firms in the United States, representing 
giahieen states. We have had ten inquiries from ping foreign countries: 
England, Germany, Mexico, Africe, Palestine, Australia, Canada, Raly 
and New Zealand. 


As 8 result of these contacts, we have received ten paying contracts, a 
high return, as far as I am concerned. 


I only hope that our public relations efforts in the future are half as good 

@5 the effect of the Engineering News-Record article. I you haven't thought 
of the comparison yourself, I'd say that Engineering News-Record is very 
definitely “the critical path” to new b in 


MAUCHLY TES 


ENGINEERING News-Rrecorp 


330 West 42nd Street, New York 36, New York 
A McGraw-Hill Publication ABC/ABP 
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Vice President, Engineering 
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Discount, Do-It-Yourself Trends 
Give Chills to Anti-Freeze Makers 


(Continued from Page 3) 
stores and buy a gallon of Prestone 
for $1.79, about half the cost of the 
dealer-installed product ($3.25). 
In addition, he can get Prestone’s 
“green tag” for the taking. It’s 
right there with the can. 

Union Carbide, longtime leader 
in the business, is philosophical 
about the anomalies of the do-it- 
yourself trend. “I wouldn’t want to 
be quoted as saying we’re adver- 
tising against the do-it-yourself- 
er,” said Harold Harris, manager 
of anti-freezes. “What we are do- 
ing is advertising to encourage the 
motorist to get proper service in- 
stallation of our product.” 

Mr. Harris said that ten years 
ago, about 90% of motorists had | 
their anti-freeze installed at serv- | 
ice stations. Today their number 
is about 55%, with the other 45% 
buying the product and installing it | 
themselves. (Du Pont surveys put) 
this figure even higher, with some 
50% to 60% installing it them- 
selves.) 


| 
| 


® He said Prestone’s emphasis in | 
its advertising on dealer installa- | 
tion was not an attempt to “protect | 
the dealer.” The company is in-| 
terested in serving the customer | 
where he wants to be served. “We | 
feel that at least half of them want 

to be served in a service dealer | 
outlet.” 

However, service stations could 

have done more for themselves if 

they had tried. “If they were really 

aggressive about the anti-freeze | 
situation, they could have gotten | 
to the customer before the large re-| 
tail outlets got to them with cut) 
prices. Most dealers do not take 
advantage of their opportunity in| 
the summer months. Instead, they | 
let the customer be exposed to the | 
over-the-counter item which, of) 
course, carries no charge for serv- | 
ice. 
“Frankly, we don’t believe it’s | 
the manufacturer’s role to decide | 
where his product should be sold. 
His role is to offer the product) 
where the customer chooses to buy. | 
Consequently, our product is find- | 
ing its way into both markets. 

There is no way to prevent this.” 

Union Carbide is not selling 
directly to discounters. Prestone 


SHREVEPORT 
LOUISIANA 


Ask our reps... 
Harrington, Righter and Parsons 
... about the naturally rich KSLA-TV market. 


finds its way to their shelves via 
the company’s wholesale distribu- 
tors. 

Prestone is now fair traded in 
only three states: Arizona, Cali- 
fornia and Nevada. The company 
abandoned its attempts to enforce 
fair trade practices in 20 states in 
the past year. “Every fall we face 


a new group of fair trade price vi- | 


olators. By the time we get fair 
trade injunctions against them, the 
damage is already done,” he said. 


@ Mr. Harris said an important 
factor influencing Union Carbide’s 
marketing approach was the fact 
that its “major competitors” had 
not been enforcing fair trade. 

He suggested that Prestone was 
finding its way into discount 


houses as a loss leader. “There's | 
the tremendous pre-sold factor of | 
the highly advertised product,” he 
said. “Retailers like to capitalize 
on national brands to develop store 
traffic. Our problem is that there 
are no legal steps we can take.” 

Whether the consumer actually 
saves money by installing anti- 
freeze himself is another matter. 
If he replaces the rusted and worn- 
out parts of the cooling system, “he 
may be earning his labor,” Mr. 
Harris added. “We ourselves will 
always promote the proper service 
of our product.” 


® E. I. du Pont de Nemours & Co. 
is playing the game both ways. 
The company (which will be get- 
ting a new manager for anti-freeze 
Nov. 1 when W. W. Carty is re- 
assigned and Paul Porter switches 
from photo products) takes a dif- 
ferent tack for each of its leading 
products, Telar and Zerex. 

In Zerex advertising on tv, ra- 


dio and in magazines, Du Pont is 


“simply talking the product qual- 
ity story,” said Marshall Stephens, 
sales manager for anti-freezes. 
“We are not mentioning where you 
should buy it.” 


® He said the do-it-yourself seg- 
ment of the business had been big 
ever since Du Pont had started 
measuring a few years ago. Com- 
pany figures indicated it represent- 
ed some 50% to 60% of the mar- 
ket, but had been static for the 
past three or four years. 

“From the standpoint of Zerex, 
we're letting the consumer decide 
what he’s going to pay.” Du Pont 
is not fair trading Zerex, which 
sells at $2.39 per gallon through 
discount stores, and at $3.25 with 
service installation. 

Telar, on the other hand, is be- 
ing fair traded. Telar is a never- 


drain coolant featuring a color’ 


check and a lifetime guarantee. 
Telar is pushed as a _ technical 
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This is pointed up in Telar’s tv 
commercials (all two minutes), 
where the opening and closing 
scenes are in service stations. 

Mr. Stephens “guessed” Telar 
might be available in other outlets 
in a minor way. “Telar is not far 
enough along to be at the point 
where the large volume outlets 
would be interested in it.” 


s Meanwhile, Dow Chemical Co., 
third of the big three, has re- 
aligned its marketing approach this 
year to emphasize the dealer serv- 
ice concept. Dow last year failed in 
its multi-million-dollar first at- 
tempt to change the American 
motorist’s habits. The company 
planned to crack the market with 
long life coolants. But this year it 
has abandoned all consumer ad- 
vertising, and is concentrating on 
“educating the dealer.” 

Dow is strongly opposed to the 
do-it-yourself trend, and promotes 


product, with the proper place for | its Dowgard as a service item sold 


installation at the service dealer. 


[through automotive jobbers to 


... The use of home-edited, newspaper distributed, color 
gravure magazines—singly or in any combination — 
as a “tactical ad force” to pinpoint coverage when 


and where you want it. 
America’s 55 Home Edited (independent) Gravure 
Magazines serve 41 major markets. You can match 
the magazine(s) to the market(s) where you need 
sales action the most. 


...{n DALLAS 


It’s THE DALLAS TIMES HERALD 
SUNDAY MAGAZINE 


15 OF THE BEST OF 55 HOME EDITED 
® Akron Beacon Journal @ Atlanta Journal 


® Houston Chronicle 


@ Indianapolis Star 
® Phoenix Arizona Republic @ Pittsburgh Post 
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service stations, auto dealers and 
independent garages. “We think 
cooling system service belongs in 
the service station,” the company 
said. 


® To back its dealers, Dow is sup- 
plying complete point of sale kits, 
and is holding meetings across the 
U. S. to help Dowgard dealers pre- 
sent the “full-fill” concept. + 


French Introduces Sauce 
Mixes; Holds Bird Food Contest 
R. T. French Co., Rochester, 
N. Y., is introducing a new line of 
Cooper Ladle sauce mixes in up- 


state New York, Southern Cali-| 


fornia, and portions of Pennsyl- 
vania, West Virginia and Ohio. 
The company expects to have na- 


cheese sauce. The line is being ad- , 
vertised in upstate New York via | 
daytime and evening tv spots and 
color and b&w newspaper inser- 
tions featuring a T7¢-off coupon. 
J. Walter Thompson Co., New 
York, is the agency. 

In another drive, French is pro- 
moting a contest, “Money for 
Christmas,” open to parakeet own- 
ers only, via newspaper ads and on 
network tv. The contest, which 
closes Nov. 10, requires a 25-word 
statement plus a label from any of 
French’s parakeet foods. 


Simca of Canada Formed 
Simca of Canada Ltd. has been 


|formed as a wholly-owned sub- 
|sidiary of Simca of France. The 
|Canadian company, based in To- 


tional distribution by early 1962.|ronto, will have sales offices in 
The line of 10 mixes includes sour | Montreal and Vancouver, as well 


cream sauce, meat loaf sauce, a 
la king sauce, Chili-O, brown 
gravy, light gravy, white sauce, 
spaghetti sauce, curry sauce and 


|as Toronto. General sales manager 


of the new marketing organization 


lis Joseph E. Campeau, formerly 
‘sales manager of the European 


PLAY’S THE THING—Marlboro cigarets will run this tv 
commercial featuring Charlie Conerly, New York 
Giants quarterback, along with seven other testi- 
monial ads with football greats, in its sponsorship 
of National Football League games this year. The 


commercials include film strips of famous plays 
made by the football pros, as well as scenes of each 
player in the stadium where he gained fame. A 
NFL backer for the sixth consecutive year, Philip 
Morris’ Marlboro is handled by Leo Burnett Co. 


until the reorganization 


Detroit, is the agency. 


Import division of Chrysler Corp. !Denman & Baker Adds One 
of Canada Ltd. Chrysler, which | 


owns 25% of Simca, will continue | 
to distribute Simca cars in Canada | 


|tial aluminum siding. 


Denman & Baker, Detroit, has 
been named to handle advertising, 
is com- |S@les promotion and public rela- 
plete, according to Mr. Campeau. tions for Modern Materials Corp., 
Richard N. Meltzer Advertising, | Detroit, manufacturer of residen- 


_...ELSEWHERE 


40 OTHER MAJOR MARKETS! 


Home Edited Gravure Magazines provide 20% 
or more coverage in those U.S. counties which 
contain 55% of the population and account for 


57% of retail sales. 


GRAVURE MAGAZINES SERVING 41 MAJOR MARKETS 


and Constitution @Columbus Dispatch @ Dallas Times Herald @ Denver Post 
@ Louisville Courier-Journal @ Newark News @ New Orleans Times-Picayune 
Gazette @ St. Louis Globe Democrat @ Toledo Blade @ Washington Post Times Herald 


Black-Russell-Morris Adds Two 


Timely Technical Products Inc., 
| Verona, N. J., maker of fluoro- 
|carbon products, has named Black- 
Russell-Morris, Newark, to handle 
|its advertising. Black-Russell also 
|has been named to handle adver- 
| tising for Heifetz Metal Crafts and 
its subsidiary, Theodore Equipment 
Corp., Wood Ridge, N. J. Heifetz 
makes food service equipment. 
Theodore makes food carts and 
tables under the name, Teddy 
Products. 


| Peterzell Joins LEN 

Norman L. Peterzell, formerly 
| with Ogilvy, Benson & Mather, has 
| joined Lennen & Newell, New York, 
as a vp on the Colgate-Palmolive 
account. L&N also has promoted 
Martin Narva from an assistant 
media director to an associate me- 
dia director and has named Mi- 
chael E. Keenan, formerly with 
Foote, Cone & Belding, an assist- 
ant media director. 


Kronenbourg Beer to Bliss 

Arthur Marx Importing Co., New 
York, has appointed Ben B. Bliss 
Co. to handle the U. S. introduc- 
tion of Kronenbourg “Beer of the 
Alsace.” The French beer is being 
advertised in magazines and a 
trade campaign is aimed at the 
French restaurant market in the 
US. 


ITC Names John Pearson 

Independent Television Corp., 
New York, has appointed John 
Pearson director of international 
sales. He was formerly assistant 
director. 


in quantities of 50,000, prices on other quantities upon request. 


Some of our friends are: 
The Solomon R 


STERLIP PRESS, INCORPORATED 
240 West 40th Street, New York 18, N.Y. 
LAckawanna 4-6897 


Telephone: 


NOW...OUR GRAPHIC PLANNING UNIT 
MAKES IT POSSIBLE TO ACQUIRE 


an 8 page booklet, 103/4 x89/4” 
FULL PROCESS COLOR 
complete, only 14¢ per unit* 


price includes——layout and design 
all photography—art—typography 
four-color process separations 
fine quality printing...no extras 


Museum —— Venus Pen & Pencil Corp. 
The American Rolex Watch Corp —Underwood Corp —Knoll Associates 
American Type Founders——Boontonware ——Boys’ Clubs of America 


Call, write or wire collect—We are staffed to personally handle your 
requirements, wherever your location throughout the United States. 
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R. Reid Sets Print Drive 


Rose Marie Reid, Los Angeles, | 
has scheduled a total of 36 color | 
pages in five magazines in support | 
of its 1962 “swimshapes by the | 
ounce” promotion. Additional space 
has been set in newspapers in nine 
overseas markets, principally in 
Europe and in six Central Amer- 
ican markets. Domestic magazines 
scheduled are Glamour, Harper’s 
Bazaar, Holiday, The New Yorker 
and Vogue. Carson/Roberts is the 
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IDEA NO. 197 


This Cutie Is No Quitter! 


Come rain, hail, sleet, snow and the 
“Ides of March” this giant (9 ft.) 
display can be depended on to stick 
to the job for The Atlantic Re- 
fining Co. of Philadelphia. The 
bold young lady with broom and 
mop ties in with crystal clarity to 
the theme announced on the service 
station window beside her. The 
impact pieces were created under 
the direction of Atlantic’s Sales 
Promotion Production Mgr., 
James G. Yeager and silk screened 
on Kleen-Stik’s super-tough 
Flex-Stik **B”’’ by Display Com- 
pany of America under the super- 
vision of Harry Mazur. 


Label Labels Label... 


DEA NO. 198 


. .. On this Floating First Aid Kit 
made by Forest City Products, 
Ine. of Cleveland. To emphasize 
their “Gold Award” trade name, 
William E. Crofut, Jr., President 
and Russel W. Nielsen, Director 
of Purchases decided to add a gold 
foil label on top of the Kromekote 
label on the unsinkable poly- 
ethylene container. The result of 
the two labels, produced by Allen 
Hollander Midwest Corp. under 
the direction of Dick Wohlstein, is 
a striking 3-D effect. Naturally, both 
labels are printed on Kleen-Stik 
pressure-sensitive stock for ease of 
application, wearability and com- 
pelling visual effects. 


MOsT 


Whether your needs call for 
weatherproof outdoor dis- 
plays. or labels for labels — 
you'll find Kleen-Stik is the 
right answer. See your reg- 
ular printer or write direct. 


WorRtD'S 


PRODUCTS, INC. 
7300 West Wilsen Avenve 
Chicago 31, Mineis 


[SEND THIS COUPON TODAY FOR ~ 


FREE IDEA-PACKED BOOKLET! 


Kleen-Stik Products, Inc., Dept. A 
7300 W. Wilson Ave., Chicago 31, Ill. 
Send me your free ‘101 Stik-Triks” 
booklet and full information about 
Kleen-Stik Self-Sticking products. 
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Azerier 


SELF-STICKING 


Vandivert White 


| 


Whittemore 


VERSATILE 


Farm & Power 
EQUIPMENT 


Reaches the type of dealer 
YOU would Personally Call on 


Farm. & Power Equipment concentrates circulation 
only among dynamic dealers with the capitalization, 
the servicing facilities and the desire to keep pace 
with modern merchandising methods . . . 


Dynamic dealers who work with other above- 
average dealers in a trade organization .. . 


Dynamic dealers who annually sell more than 
89% of all farm, light industrial power equip~ 
ment and allied lines bought in the U. S. 


Write for full details. 


One Ad Leads To a Campaign in... 


;}and central Indiana. Mr. Maddox, 
|\formerly director of marketing 


|Dean Succeeds MacDonald 


|31 as vp and publisher of the 


|become vp and publisher of the 


Penton Names Maddox 

Penton Publishing Co. has ap-| 
pointed Robert S. Maddox district | 
sales manager of Foundry, head- | 
quartering in Cleveland. His) 
territory will include parts of | 
Cleveland and northeastern Ohio, | 
western Pennsylvania and western 
New York. Kenneth L. Mountain, 
district sales manager with head- 
quarters in Cleveland, will con- 
tinue to cover parts of Cleveland, 
the remainder of Ohio, with the 
exception of the Toledo district, 


services of Steel, joined Penton in 
1955. 


Basil Dean, currently vp and pub- 
lisher of the Calgary Herald, has 
been named to succeed Walter A. 
MacDonald, who will retire Jan. 


Edmonton Journal. Frank Swanson, 
editor of the Ottawa Citizen, will 


Calgary Herald Feb. 1. 


Force Adds Puerto Rico Rums 
Force Inc., Paterson, N. J., has| 


| been awarded two additional prod- | 
j}ucts by Puerto Rico Distilling Co. | 


They are Palo Viejo rum and Ron | 


|Llave. The agency has been han-| 
|dling Alcoholado Superior 70, an 
| alcohol rub, for the past year. 


WROK Names Salisbury 

WROK, Rockford, Ill., has ap-! 
pointed David W. Salisbury gener- | 
al manager, succeeding Joseph B.| 
Kirby, who resigned. At the same 
time, Maurice P. Owens was ap- 
pointed assistant manager. 


Swain Is Now Swain/Mealer 

L. J. Swain Advertising, Whit- 
tier, Cal., has changed its name to 
Swain/Mealer. Jack Mealer, secre- 
tary and treasurer, has been with 
the agency since 1956. Jack Swain 
continues as president. 


TEST IN UNION—With any new mag- 
azine, there’s a lot of guesswork 
involved about its reception. Bravo 
got its test Sept. 25 in Union, N. J. 


| None of its sales staff had ever 
jseen a 


community concert (at 
which Bravo is distributed), and 
there was a considerable amount 
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of nervousness about what might happen. This is part of the photo- 
graphic record. In the first picture (above, left), the sales staff mem- 
bers leave from New York—Mitch Azerier, Rod Vandivert, and E. L. 
White Jr., the ad director; (2) early concert goers at Connecticut 
Farm High School reading the magazine (which has the program for 
the concert bound in) in the hall; (3) an early-sitdown type; (4) the 
auditorium begins to fill; (5) and (6) the audience reading, and fairly 
oblivious of the camera. The magazine staff was understandably 
anxious about how many Bravos would go home with the audience. 


The photographs at left show the single copy that didn’t, saddled in 
an orderly way over a seat back, by a well-trained commuter, and | 
Eugene Cook, onetime Life entertainment editor, and now editor of || "OR QUALITY WORK ON 
Bravo, with Arthur (Buck) Whittemore. Mr. Whittemore brings an} 
unusual background to the post of publisher—he’s half the piano team | 
of Whittemore & Lowe. The results (confirmed by a visit to Freeport, Whether you need waterless pressure-sens!- 


tive decals or other K leen-Stik items. Our silk 


L. I.) reenforced staff optimism. Bravo carried about 11 pages of ads cereoning is euperior. Crestive and production 
. ° A : it . sam C 
in the two issues covering the fall half of the concert season. Estimates || sopnan PROCESS Pmintile cOmnnit 


SCREEN PROCESS PRINTING COMPANY 


place the two spring issues at more than 20 pages each. wk i BB 


NEWSPAPERS THAT MEAN BUSINESS IN SAN DIEGO 


With general merchandise sales totaling more than $154,000,000 last year, 
San Diego County, California, ranked 36th among the nation’s 200 leading 
counties in that category. Note these comparative totals: 


SAN DIEGO, CALIFORNIA . . .. . . . . «. « « $154,145,000 
RAMSEY (ST. PAUL),MINNESOTA . . . . . . . . $143,472,000 
HARTFORD, CONNECTICUT... - $135,033,000 
MONROE (ROCHESTER), NEW YORK... . . . . $124,496,000 
BEXAR (SAN ANTONIO), TEXAS . . . . . . . .« « $117,645,000 


SALES ESTIMATES: 1961 SALES MANAGEMENT SURVEY OF BUYING POWER 


afr} i 
Mee Pee 


Two metropolitan newspapers sell the important San 
Diego market: The San Diego Union and Evening Tribune. 
Combined daily circulation is 226,437 (ABC 3/31/61). 


Copley Newspapers: 15 Hometown Daily Newspapers covering San 
Diego, California — Greater Los Angeles — Springfield, Illinois — 
and Northern Illinois. Served by the Copley Washington Bureau and 
The Copley News Service. 


REPRESENTED NATIONALLY BY NELSON ROBERTS & ASSOCIATES, INC. 


% Copley Newspapers 


we 
“THE RING OF TRUTH” 


he San Diego Union | EVENING TRIBUNE 
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The Voice of the Advertiser | 


This department is a reader’s forum. Letters are welcome. 


Creative Workshop Tape Recordings 
Click at Gardner Creative Sessions 


To the Editor: I thought it would 
interest you to know that the six 
Creative Workshop tape recordings 
which we purchased are going over 
with howling success at our agency. 

Through this newly available 
medium, we have been able to 
bring these great Chicago sessions 
“to life” for literally dozens of our 
creative people who were not able 
to attend in person. 

I never expected to see a group 
of writers and art directors sitting 
in a room for one hour and forty- 
five minutes listening to a tape re- 
corder (with no other stimulus) in 
rapt attention, and yet that’s what 
we have experienced here. Believe 
me, I’m most enthusiastic about 


this experiment in session taping. 
I certainly hope you plan to con- 
tinue it mext year... 

I can’t tell you how personally 
gratifying it is to see the inspiring 
material that was presented in 
Chicago brought into our own shop 
and setting the people on fire here. 
It certainly increases the mileage 
of the Creative Workshop, and, I 
think, is a tribute to all of you who 
made the program possible. 

Theodore O. Simpson, 

Administrative Vice-President, 

Creative Services, Gardner 

Advertising, St. Louis 

This year, for the first time, ses- 
sions of the ADVERTISING AGE Cre- 
ative Workshop were tape-record- 


Gazing at the STARS * - * « 
... with Our Feet on the GROUND 


No boom and bust city is Cincinnati. Public and private 
visions of greatness become realities, for here is money to 
pay for them. It’s the savingest town you ever saw, with 
or without a telescope. And the thrifty enjoy substantial 
luxuries along with generous necessities. What newspaper 
do they read? The Post and Times-Star is first trading 
zone choice every day by 63,000 plurality. And 43% of all 
families just won’t be wheedled into buying a second daily. 
Open your purse a little more, and see what Cincinnati 


drops into it! 


out of 


0 Cincinnatians 


read the Cincinnati POST Times-Star 


Largest Circulation of any Cincinnati Daily 


* 


Greatest Coverage of Highest Income Groups, 


as of all Groups. 


* 


43% Read No Other Daily 


* 


One of the nation’s lowest Milline rates 


* 


The Newspaper that Spends the Evening with 


almost 1,000,000 Read 


ers. 


ROBERT K. CHANDLER 
Manager, General Advertising Department 


=F Represented by The General Advertising Department 


i P | SCRIPPS-HOW ARD Newspapers 


ed and are available on order. 
There are eight tapes, each involv- 
ing approximately two hours of 
programming. Details of cost and 
availability can be secured from 
Evelyn Glardon, ApvERTISING AGE, 
200 E. Illinois St., Chicago 11, IU. 


om * e 

He Believes He Originated 
Pepsi's ‘Bounce’ Slogan 

To the Editor: I was pleased to 
note the letter in your Oct. 2 issue 
from Pepsi-Cola’s senior vp, Mil- 
ward W. Martin, approving my 
earlier comment in these columns 


Pepsi-Cola slogan, “More Bounce 
to the Ounce.” 

I’m inclined to have a slightly 
proprietary feeling for that slogan, 
since I have good reason to believe 
that I originated the phrase myself 
and made it available to Mr. Mar- 
tin’s company. 

While I fully agree that Pepsi- 
Cola has every legal and moral 
right to the exclusive use of this 
slogan, I believe the following 
facts indicate that some credit for 
its creation might be mine. 

In August, 1946, Pepsi-Cola Co. 
ran a contest for its new product, 


| “vervess sparkling water, requir- 


ing a last line to this limerick: 
“Evervess,” cried a husband 
named Pete, 
“Is a mixer that cannot be 
beat. 
You save half a dime 
On a bottle each time 


| “There’s more bounce in each 
| ounce—what a treat!” was the sin- 
| gle entry I submitted. For this line, 
| I received a minor prize of $10. Top 
award had been $1,000; but I was 
satisfied with my small achieve- 
ment in a widely-advertised na- 
| tional contest. 

Even later, when Pepsi-Cola 
|adopted virtually the same slogan, 
|I felt no resentment—and I feel 


none now. After all, I was paid) sional 
for my idea; and, as the contest | 


rules declared: “All entries become 
the property of Pepsi-Cola Com- 
pany to be used as they see fit.” 
Allen Glasser, 
Production Manager, Cantor 
Publications, New York. 
e © e 

L.A. Creative Writers Back 
Licensing of Ad Practitioners 
To the Editor: Reader Kaatz of 
|Los Angeles writes that licensing 
of advertising practitioners would 
|}endanger creativity (AA, Sept. 
|25). He must be unaware that the 
|first “advocates here of licenses 
\for ‘advertising counselors’ ’—as 
{proposed by W. C. Chambliss 
| (whom Kaatz did not mention)— 
|were the creative people who are 
| Advertising Writers of Los An- 
geles. 


| Advertisement 
| 


| Woman’s InturTiIon is not necessary, | 


| for women and men in the business 
| know that you 
|can boost sales 
lin the Sweet 
Vermont Market 
with just one 
order, one bill, 
one buy—THE 
VERMONT AL- 
LIED DAILIES. 
This six-news- 
paper group 
blankets the part 
iof Vermont 
| where 93.9% of 
\the state’s $652 
| million buying 


(AA, Aug. 7) about another adver- | 
tiser’s usage of the well-known) 
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Mona Lisa in Ad Strikes 
French Visitor as Inappropriate 

To the Editor: The author of 
this letter is a recent arrival from 
Paris, France, where he headed a 
progressive (read aggressive) ad- 
vertising agency. When out-of- 
town visitors needed guided tours, 
he made it a point to spend a few 
hours at the Louvre. 

While engaged in studying the 
wonderful ways of American ad- 
vertising techniques from his of- 
fice near the nation’s capital, the 
Louvre came to him via the pages 
of the New York Times Maga- 
zine. The latter topped the former 
who humbly prides itself in own- 
ing a single original Mona Lisa, 
bought from Leonardo by Francis 
the First for 12,000 francs. Heller 
has two. What’s more: each has a 
single chalked in breast punctured 
by two long nails. In spite of this 
agony, the copywriters are “sure 


totes korsey 0 ‘ 
re Set Avene, New 
Yor | 8 Mew Yor 


that even Mona Lisa’s smile would 
have broadened considerably if she 
had owned a few Twinella fash- 
ions in her day”... 

Maybe some future day when 
French admen run out of ideas 
they will come up with a full page 
close-up of Lincoln with a tie-in 
copy plugging this message: Ce 
bon vieux Abraham .. . eez eet ten- 
sion, stress, upset stomach, indi- 
gestion? The humor she eez mé- 
chante. Why he no try Calmex? 
Latest, fastest relief for suffering 
men and women. Come in handy 
king-size packages (vive la Reé- 
publique!) and they are mild, 
mild, mild. 

Could we sign an unwritten pact 
and leave classic art in museums 
and let “knit” wits find inspiration 
elsewhere? 

Qu’en pensez-vous? 

Micha, 
Silver Springs, Md. 


Mr. Chambliss first announced 


| 
| 


his proposals for attaining profes- 
status before AWLA last 
April (AA, May 1). His premise 
was direct. “A profession,” Mr. 
Chambliss stated, “has three basic 
qualities—a body of lore and/or 
literature, a body of learning, and 
an enforceable code of conduct. 
Advertising has all but the lat- 

As Mr. Chambliss proposed, de- 
finitive codes would be formulated 
by advertising practitioners—not 
by possibly uninformed, even hos- 
tile, outsiders. The codes would 
then be presented to state legis- 
latures for solidification into law. 
Advertising practitioners would 
administer (or counsel the admin- 
istrators of) this law. Establish- 
ments not unlike state bars would 
come into being. The supposed 
need for federal intervention into 
advertising would thus no longer 


power originates. Write: VERMONT 


ALLIED DAILIES, Rm. 515, Statler 
Office Bldg., Boston, Mass. (Sales 
Management figures) 


| 


To the Editor: In your Sept. 4 
issue you very graciously printed a 
letter in which an appeal was made 
for public service advertising as- 
sistance to support the New York 
Diabetes Assn. and its program of 
growth and development. 

The responses to this appeal far 
exceeded our expectations and 
were most heartwarming. Among 
‘those from whom we received pub- 
lic service offers was L. W. Froh- 
lich and Co. They hastened to as- 
sure us that agencies are anxious 
and willing to assist organizations 
such as ours and within a matter 
of a few weeks their key execu- 
tives met with-us to begin formula- 
tion of our future promotional 
plans. 

We are profoundly grateful for 
the additional support of our needs 


exist. Freedom of expression and 
creativity for mass _ persuasion 
would be protected by the same 
law(s) that outlaw its abuse. 
AWLA found these and other 
details of the Chambliss proposals 
very heartening. We voted our 
full support for the man and his 
program... 
Al Powers, 
Treasurer and Operation 
Chambliss Chairman, Adver- 
tising Writers of Los Angeles. 


Harwood Not His to Sell 


To the Editor: As a_ business 
man involved with developing the 
sale of Canadian whiskies in the 
U. S.—particularly Carrington’s 
Canadian and Canada House—I 
was amused at a small bit of mis- 
information that crept into your 
otherwise excellent review of the 
Canadian whisky competitive situ- 


N.Y. Diabetes Assn. Thanks AA 
For Aid in Finding Public Service Ad Help 


you gave us through the editorial 
in ADVERTISING AGE which brought 
the happy association that we now 
enjoy with L. W. Frohlich & Co. 
We also wish to publicly acknowl- 
edge our gratitude to those other 
agencies and individuals who so 
generously and enthusiastically re- 
sponded to our plea. 

On behalf of the New York Di- 
abetes Assn.’s board of directors, 
their Clinical Society and those 
thousands of diabetics whom we 
seek to serve, I wish to thank all of 
you for wanting to help our Asso- 
ciation to make our contribution to 
a healthier community where di- 
abetics are detected, treated and 
controlled. 

Irving Graef, M.D., 

President, New York Diabetes 

Assn. 
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ation in your Oct. 9 issue. 


utors can profit from it, Mobil|clapping, whistling and foot-|countable for the disservice it is|er the Megatane Rating the harder 


I would have been delighted to! dealers and distributors are being stomping greeted news that a 
have been the owner who sold the|romanced with Megatane and are | schedule of some 21 tv shows were 
Harwood brand to Seagram’s. Un-| stuck with the same old, tired Mo- going to be used to back up the 
fortunately, this was not the case.| bil-heat programs that have been dealers and distributors. Not one 
Had your reporter checked an ap- in existence since the Year One. | was used in our market area, prob- 


propriate source, he would have 


As announced in ADVERTISING ably the result of Bates’ much-too- 


found that although I represented AGE, Mobil introduced the Mega-| clever media buy. 

the Harwood Selling Organization tane program to its dealers in a se- | Finally, weeks later, materials 
in this country from 1947, alas, it | ries of meetings across the country.| were made available to us. 

was not mine to sell, and the brand They did it beautifully. The com-| And, these materials included 


was purchased by Seagram’s from) pany simply has to be congratu- 


United Distillers of Canada Ltd. 


live radio copy in which the an- 


lated on a very stirring and dra- nouncer is supposed to say: “We 


I would appreciate it if you)matic set of meetings. The one I|say the higher the Megatane rating 
would make mention of this cor-| attended in Traverse City was one the better the gasoline.” 


rection in a forthcoming issue so of the finest of its kind I’ve seen. 


that all of my acquaintances and) 


Now, there can be only two pos- 


But Bates made the Megatane| sible reasons for the use of the 


friends in the liquor business will mistake and romance faded, faded, “we” in live radio copy. Either the 


stop congratulating me... 


\faded away. The great announce- | copywriter at Great Bates doesn’t 


Harry M. Silver, |ment program outlined for all of | know his craft or the ‘We say” 
President, Carrington & Co. | Northern Michigan had all the sub- is necessary to weasel-word the 


Ltd., New York. 
* * a 
Denture Get the Point? 


| stance of the sound of smoke. At claim. If this latter is the case then 
| announcement time, no advertising Bates is providing the anti-adver- 
materials were available to dealers. tising fraternity with more ammu- 


To the Editor: The enclosed, At the dealer meeting, great hand- nition and it ought to be held ac- 


which appeared in the New York 
Sunday News’ Coloroto Magazine 
Oct. 1, is surely a candidate for the 
“Advertising We Can Do Without” 
department 


ENTURE WEARERS 


EAT 


- ANYTHING! 


a 
ee 


ORA-FIX° 


Holds dentures fast ... all day! 


cB ORAFix 
Use Ora Denture Cleanser, too! 


Perhaps we should be grateful 
that Ora-Fix did not see fit to il- 
lustrate a competitor’s product fail- 
ing to hold dentures fast... all 
day! 

Martin Grove, 

Assistant Director of Public 

Relations, WBAI, New York. 

. . * 
What the Well Dressed Adman 
Will Wear This Winter 

To the Editor: The attached 1” 
advertisement offering authentic 
suits of armor and other medieval 
battle paraphernalia appeared in 
our September, 1961, issue. 

Sidney Wiston, the advertiser, 


AUTHENTIC SUITS OF ARMOR 

and Chain Mail in Superb Condition. 

Decorative Weapons, Crusader Swords, Battle 

Axes, Helmets, Cross-Bows, Dueling Pistols, 

etc. Attractive RENTAL BASIS with Free De- 

livery and Pickup in 50 mile radius of N. Y. 
SIDNEY WISTON 

1052 Wright St. VA 5-8390 N. Valley Stream, N.Y. 


has told me that he has received 
over 200 inquiries as a result of this 
advertisement—and they are still 
coming in. 

Looks as though the days of | 
chivalry are not dead! 

Homer Guck, 

Eastern Representative, Dis- 

play World, New York. 

7 e o 
Megatane Eclat Didn't Spark 
in Northern Michigan, He Says 

To the Editor: You expect more 
from Ted Bates ... and you don’t 
get it! 

In what can be described as one 
of the most colossal timing boo- 
boos in petroleum marketing his- 
tory, Bates broke the Megatane 
Rating System for gasolines late in 
September (AA, Sept. 18). Rosser 
Reeves and Friends obviously don’t 
know that you have to fuel oil the 
people some of the time. 

So, while Standard, et al, are 
hitting the fuel oil market at a sea- 
son when their dealers and distrib- 


materials and the lack of support 
from national advertising media 
during the Megatane introduction 
certainly doesn’t say much for 
Bates’ respect for that most vital. 
| group, the people who Fill ’er Up. | 


agency was able to be of service to) 
our local distributor. The stories on 
Megatane which appeared in Ap- 
VERTISING AGE were tremendously 
helpful. We did our own local ver- | 
sion of the Megatane introduction, 
and what’s more, I believe we did a 
better job of it than Ted Bates! | 


bil dealers in other areas, left in| 
the lurch with no dealer advertis- | ‘ 
ing materials, no national adver- » 28 E. Jackson Bivd., Chicago 4, III. 
tising and with gasoline to promote ; 
at fuel oil time. 


doing to us all. they fall. 


The lack of dealer advertising 


Harden W. DeView, 
President, Harden DeView Ad- 
vertising, Traverse City, Mich. 


Fortunately, in this instance, our. 


But this is small comfort to Mo- | 


But then, as “we say,” the high- 


All business revolves around the American banker 
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that is why bankers are prime targets in a thousand advertising campaigns 


In today’s many faceted business complex, as illustrated 
above, the fact of banker participation is ever present. His 
role in the American economy is unmatched by any other 
segment of the business community, and his influence upon 
the expenditures, plans and financial affairs of individuals 
and corporations makes him a prime target in every adver- 
tising campaign designed to promote the sale of products 
requiring financing, or to add prestige to a corporate image. 


Banks and bankers also represent a tremendously important 
market for materials, equipment, services, insurance, se- 
curities, etc. in their own right. And by their example and 
counsel they influence the selection and purchase of a myr- 
iad of items ranging from stocks, bonds and automobiles to 
sites for the erection of new manufacturing plants. 


More banks and firms advertise in the AMERICAN BANKER to 
develop better bank relations than in any other medium in 
the country. Reading this newspaper is a regular part of the 
business day for some 60,000 business executives in banks 
that account for more than 93% of the deposits of the banks 
of the United States. No other publication has as large a 
voluntarily paid, unsubsidized circulation among so many 
banks and bankers. 


May we show you how the AMERICAN BANKER can aid your 
promotional plans. ..how it is helping others. 


American Banker 


The Only Daily Banking Newspaper 32 STONE STREET, NEW YORK 4, N.Y. 
It’s the news that makes it different and preferred 


: Reaches Choice Homes and 
I Heavy Spending Families 
JAN, ISSUE CLOSES NOV. 20 


Orders and sample copy requests to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 


Telephone HArrison 7-7176 


NATIONAL CATHOLIC FAMILY MAGAZINE 
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Along the Media Path 


“How to Spend $250,000,000 a,commercial stations, WHDH-TV, 
Day,” a study on how advertising) WNAC-TV and WBZ-TV, made 
works and helps to make buying | available their video tape broad- 
decisions, has been published byjcasting equipment, enabling the 
Chemical Engineering, McGraw- station to beam its classroom | 
' Hill Publishing Co., 330 W. 42nd| courses to New England schools. 
St., New York 36. Requests for. 

copies should be directed to Hugh | e WDAS, Philadelphia, has estab- 
Sharp. ‘lished WDAS Charities as an aux- 


e WGBH-TV, Boston, educational | phia’s Negro community. 

station, resumed broadcasting two 

days after being burned out in a|e The role played by advertising 
$1,500,000 fire. The city’s three|in the growth of an industry was 


A. 


Z & So IN 


SEEING DOUBLE—In a recent issue of Home Furnishings Daily, these 

two ads, prepared by different agencies, were placed without the 

foreknowledge of either. The ad for Osrow Products (left) was pre- 

pared by Gamut Inc., Garden City, N. Y., and the ad for TV Guide 
was prepared by Gray & Rogers, Philadelphia. 


‘iliary welfare agency for Philadel-_ 


WITH MEDIA SELECTION 
BECOMING INCREASINGLY MORE COMPLICATED 
YOUR NO. 1 BUY IS STILL 


KEWB 


be NATIONAL REPRESENTATIVE: THE KATZ AGENCY, INC 


Here’s still another slant on the right way to buy San 
Francisco. The top four radio stations are Independents, 
right? Right! (See Pulse or Hooper). By much? Wow! 


Take KEWB and the other two in the top three. In Pulse,* 
these stations produce~49.8% of the audience, total rated 
time periods, while the three network stations total 18.4%. 
Hooper® says these same ‘three top Indies deliver 52.8%, 
the nets 17.7%. 


No ‘whistling in the dark’ — just KEWB’s consistency . . . 
all year, every year! 


*PULSE, July-Aug, 61 HOOPER, Aug-Sept, ‘61 
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A SOUND CITIZEN OF THE BAY AREA 
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OVERSEAS SYMPOSIA—Rogers Publishing Co., Denver, will launch the 
first of a series of overseas symposia for engineers served by Design 


News and Electrical Design News 


(EDN) next January when some 


30 automotive design engineers visit nine European plants. Here 
G. A. Walker (right), director of idea-exchange programs, points 
out the route to E. S. Safford, Rogers president. 


highlighted by Coal Age in its 
golden anniversary issue in Octo- 
ber. 


|e A pocket-size media selector 
|which shows which magazines 
reach the highest per cent of fam- 
ilies with children, the most moth- 
|ers and the most fathers, is avail- 
able from Parents’ Magazine, 52 
| Vanderbilt Ave., New York 17. 


|e A newspaper supplement devot- 
{ed exclusively to children’s litera- 
ture will be published Nov. 12, as 
part of the Chicago Sunday Trib- 
une. 


e “Tucson & KVOA-TV ... Growth 
Unlimited,” charting the growth of 
Tucson, with a population that has 
nearly doubled within the last two 
decades, has been published by 
Avery-Knodel, 720 Fifth Ave., New 
York 19. 


e “Operation Entertainment” is 
the title of a new promotion by 


Advertisement 


It’s ALways VacaTIon Time in Ver- 
mont! And the money tourists spend 
in this 4-season 
vacationland 
| helps keep Ver- 
|mont a Sweet 
| Market. With 
one order, one 
bill, one buy, you 
can beam your 
sales message 
| through the six 
key dailies that 
blanket the area @ 
where 93.9% of @ 
the state’s $652 @ 
million buying 
power originates. 
For details, write: VERMONT AL- 
LIED DAILIES, Rm. 515, Statler Of- 
fice Bldg., Boston, Mass. (Sales Man- 
agement figures.) 


ek. 


WIP, Philadelphia, with plans for | 


listeners to attend theater produc- 
tions, sporting events and night 
clubs as guests of the station. Sta- 
tion listeners will be guests of on- 
the-air personalities at these enter- 
tainment spots. 


e A “survival kit,” containing ra- 
tions for seven evenings of tele- 
vision viewing, made up of 17 dif- 
ferent food items, including whale 
meat, smoked sparrows, turtle 
soup, Polish pickles and candy, was 
sent to advertisers and agency per- 
sonnel in New York and Seattle by 
KOMO-TYV, Seattle. 


e A four-page brochure, “Re- 


ae mT aa 3 id 


BIGGEST BUY—In what is described as the largest advertising purchase 
ever made by a San Diego tv station, station XETV is using this 
tri-vision outdoor bulletin in four locations to promote its pro- 
gramming. The board works on the principle of the venetian blind, 
with the representation of the tv screen continuously changing to 
show different pictorials. Teawell & Shoemaker is the agency. 


search Services,” outlining adver- 
tising and. market research that it 
has available, has been published 
by Metalworking, Cahners Pub- 
lishing Co., 221 Columbus Ave., 
Boston 16. + 


Campbell's New Items Bow 


Campbell Soup Co., Camden, 
N.J., will use newspapers and spot 
television to promote a refund of- 
| fer on its new Swanson meat pies, 
‘now being introduced nationally. 
The company will also launch a 
campaign in food service trade 
publications in. December for seven 
new institutional products—vege- 
table soup, chicken noodle soup, 
clam chowder, beef stew, chicken 
stew, chili beef stew and barbecue 
beans. Leo Burnett Co., Chicagé, 
is the Swanson agency; Batten, 
Barton, Durstine & Osborn is han- 
dling the institutional campaign. 


Prescott-Hull Names Three 


Prescott-Hull Advertising, Den- 
ver, has been named to handle ad- 
vertising for Redfield Gun Sight 
Co., Denver; the western sales di- 
vision of Spencer-Safford Load- 
craft Inc., Augusta, Kan., maker of 
fallout shelters; and Budget Rent- 
A-Car of Colorado, licensee for 
Colorado, Wyoming, New Mexico 
and Oklahoma. 
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Can't Fool Buyer, 


Safeway VP Tells 
Packaging Probe 


Consumer Will Seek 
Best Buy, King Says; 
Co-op Asks Rules 


WASHINGTON, Oct. 26—The Sen- | j 


ate subcommittee which is investi- 
gating deceptive packaging was 


assured this week that the food in- | 


dustry has no intention of deceiv- 
ing the housewife. 

Safeway vp J. Arnold Anderson 
told investigators: “We doubt that 
our customers can be hoodwinked 
often or long.” He said, ““‘We know 
—from sales experience—that cus- 
tomers make choices, and that 
products, brands and particular 


packages which are deceptive or | 
which do not represent fair values | 


when compared with competitive 
offerings, soon disappear from the 
market place.” 

In its second set of hearings on 
packaging and labeling questions, 
the subcommittee, headed by Sen. 
Philip Hart (D., Mich.), listened to 
“middlemen” this week—food 
chains, independents, private brand 
distributors, researchers. It was 
told repeatedly that today’s super- 
market food system demands pack- 
ages that carry the manufacturer’s 
sales message, and that package 
design is determined by appeals 
that will “make the item jump 
off the shelf into the shopping 
cart.” (See also “In Washington,” 
Page 119.) 


® Roy King, editor of Food Field 
Reporter, told the subcommittee: 
“The purpose of the container is to 
sell at the point of purchase. And 
the front panel of the package is 
its most important selling feature. 
No one has a right to restrict 
the manufacturer from making his 
sale. No one has a right to inter- 
fere with the sales message by 
dictating its package placement.” 

Mr. King said that as one of the 
spokesmen for the food industry, he 
questions the value of treating the 
consumer like a child. Contrary to 
the view of consumer witnesses 
who appeared at the subcommit- 
tee’s July hearing, Mr. King said, 
the consumer should be expected 
to take the time to determine the 
“best buy.” “These computations 
involve a grade school knowledge 
of arithmetic. The incentive: An 
opportunity to save money.” 

He charged that Sen. Hart has 
neglected to examine the consum- 
er’s responsibility to herself to read 
labels carefully. “If the consumer 
uses rationality as the basis of 
shopping decisions, she cannot be 
fooled.” he said. 


s Two researchers assured the in- 
vestigators that today’s packages 
are planned to please shoppers. 
“Americans spend 90% of their in- 
come for psychological satisfac- 


tions,” Louis Cheskin, of Louis 
Cheskin Associates, Chicago, told 
the subcommittee. “To outlaw 


packaging with its design and color 
is to outlaw our way of life.” 

If a package says it contains 8 
oz., but only contains 7 oz., he said, 
the seller is unethical. “But when 
a package is used to embellish the 
product to promote its sale, we 
have a fine product in a deserving 
package. 


es “What happens if an inferior 
product is packaged attractively?” 
he asked. ‘““‘What happens if a vul- 
gar, unpleasant woman is beauti- 
fully groomed? The answer is the 
same for both. One experience 
with the product and there is no 
second date. After one date with 
the woman there are no more 


Last Minute News Flashes 


_Lightolier Inc. Names Sudler & Hennessey 

New York, Oct. 27—Sudler & Hennessey has been tapped to handle 
the $600,000 advertising account of Lightolier Inc., manufacturer of 
commercial and residential lighting fixtures and lamps. Edgar E. Peck, 
a vp, will be account supervisor; account executive will be Robert 
Siegler. Ben Sackheim Inc. is the former agency. 


Matson Navigation Names D-F-S; Other Late News 
e Matson Navigation Co. has moved its account, billing about $1,000,- 


000, from Fuller & Smith & Ross to the San Francisco office of Dancer- 
Fitzgerald-Sample. 


|e Chas. D. Briddell Inc. has named C. J. LaRoche & Co., New York, 
| to handle advertising for its Carvel Hall cutlery. Towle Mfg. Co., New- 
| buryport, Mass., a client of LaRoche since 1957, acquired control of | 


| Disney movies. 


| AUTO PARTS—Ford Motor Co. is pep- 
| ping up its institutional advertising 
program with a series of 16 ads in 
magazines. None of the ads will 
show a complete auto, only specific 
|features of quality and mainte- 
|nance ease. Kenyon & Eckhardt, 
Detroit, is the agency. 


|e Wyler & Co., Chicago, manufacturer of packaged soups, soft drink 


Chicago, to handle its advertising, effective Jan. 1. Wyler, which be- 
came a division of Borden Co. earlier this year, has been billing about 
$240,000. Campbell-Ewald Co., Chicago, the current agency, picked up 
Wyler last spring from R. Jack Scott Inc., Chicago (AA, May 29). 


e Robey Smith, who has been exec vp and West Coast manager of Cole 
Fischer Rogow Inc. since 1957, will join the executive staff of Wade Ad- 
vertising in Los Angeles Oct. 30. At the same time, the western divi- 


| dates.” 

Only the witnesses from Green- 
belt Consumer Co-operative were 
|firm in recommending new legis- 
| lation. They stressed the difficulty 
| their food stores experience in 
| maintaining stocks of standard-size 


Smith from Cole Fischer to Wade. Mr. Smith has handled the New- 
berry account for five years. 


e Paul J. Currier, formerly advertising production manager of Puro- 


turer of the Electrikbroom and other floor-care equipment, as adver- 
tising manager, succeeding David Gardner, who resigned Sept. 1. 
| products. They suggested that the 


| Secretary ofmealth, Education and | ® William T. Todd, who rejoined Geyer, Morey, Madden & Ballard 

Welfare have authority to issue | several months ago, has been named creative director of the Chicago 

standards regulating the sizes of and Racine offices. Mr. Todd was first with the agency as a copy direc- 

containers that can be used for| ‘°' in 1948-49, leaving to become a copy supervisor at Kudner Agency, 

foods. a post he held for ten years. After leaving Kudner he freelanced until 
The co-op, which does a $20,000,- | "Joining Geyer. 


000 business in its 11 supermar-|e R. Jack Scott Inc., Chicago, has added five new accounts during the 
kets, seven service stations and six | past two weeks, with total billings of about $500,000. They include 


pharmacies in the Washington-Bal-| Turtle Wax Inc., Exchange National Bank, Gerage Foods Co., Halter’s 
timore area, reported four ‘“‘objec- 


tionable” practices: (1) Constant 
reduction in size in such small 
quantities that the consumer is un- 
aware of the change; (2) lack of} 


Corp. All are Chicago companies except Halter’s, which is in Canton, O. 


e Franklin G. Sisson has been named station manager of WWJ-TV, 
Detroit, succeeding James Schiavone, recently named general manager 
standard sizes and terms making of both radio and television stations. Denman F. Jacobson succeeds Mr. 
. He 4 | Sisson as station manager of WWJ, and Nestor A. Sibbold succeeds him 
comparisons difficult; (3) small or as sales mananer of WWI 
hidden labeling, and (4) incom-| 8 : 
pletely filled containers or decep-| e Channel 13, Indianapolis, would be awarded to WIBC Inc., under a 
tive packaging. + 4-2 FCC decision today. Since 1957, Crosley Broadcasting Corp. has 
| operated WLWI on the channel, but the award was reconsidered after 
| the court of appeals questioned participation of Commissioner T. A. M. 
| Craven, who had not heard oral argument in the original case. FCC 
| tentatively ordered WLWI terminated at 3 a.m. Nov. 30, but court ap- 
| peal is still available. 


Income Profiles 


of 100 Top Markets 

in N ew I RS Report e Kubiak, Carpenter & Flanagan advertising agency has been formed 
i. in Chicago by three former advertising managers of General Electric. 

(Continued from Page 1) |The new agency had two clients—North American Van Lines (diréct 

began two years ago, with test) mail) and Moore Construction Co., Michigan City, Ind.—as it opened 


runs for a handful of markets. | its doors in the ADVERTISING AGE Bldg., 740 N. Rush St. 
When the sampling technique had | 


been perfected, Internal Revenue | ® Don Maggini, vice-chairman of the plans board of Kenyon & Eck- 

decided to go ahead with the plan | hardt, New York, has resigned after 17 years with the agency. He will 

for 100 area tabulations. | leave K&E some time in November, but probably won’t announce his 
The 33,900,000 returns received | future plans until after the first of the year. 


from the 100 standard metropolitan | ¢ Shell Oil’s all-newspaper drive today appeared to be running out | 


areas reported $192.5 billion of | of gas, as the company cut back its newspaper schedule. Only two more 
“adjusted gross income” on their) ads will run in 1961, “during the next week or two.” No substitute 
tax forms. The five biggest areas! media buys are contemplated. The move reportedly is not linked to 


—New York, Los Angeles, Chicago, | Shell’s philosophy of stagger-schedule newspaper “flights.” About $11,- 
| Philadelphia and Detroit—turned | 


{in more than a third of the returns 
}and accounted for more than a) 
i j income. | 
‘aa - oe ee ee |e Vick Chemical Co., a division of Richardson-Merrell, New York 
| = The New York metropolitan area | (Morse International), will run a spot radio push of minutes in about 
lhad 1.626 returns in the “over| 50 markets, starting Nov. 6, for Vicks cough drops. Another cold rem- 
200,000” adjusted Oss 
eat He and eral rest between | begun a spot radio campaign the week of Oct. 23 to run about 14 weeks 
$100,000 and $200,000. New York| in 60 markets. Print also will be used. Ted Gotthelf Associates is the 
also had 269,838 in the $10,000 to, 28ency for Candettes. 


$15,000 bracket and 78,855 from e Don Kemper Co. will make several top level personnel shifts, effec- 
| $15,000 to $20,000. | tive Nov. 1. A. E. (Gene) Staley III, former vp and marketing director 

More than 1,500,000 of its 4,300,- | of Arthur Meyerhoff & Associates, who joined Kemper earlier this 
000 returns were in brackets mak- | month, will assume the post of exec vp in the Chicago office, following 
ing up the $10,000 to $5,000 groups, | the resignation of Robert Hilton, who has joined Lilienfeld & Co. as vp 
| while more than 2,400,000 were un- | in charge of marketing. Mr. Hilton has been exec vp of all three Kem- 
der $5,000. Of $25.9 billion of ad-| per offices. Phelps Johnston, who joined Kemper as a vp in 1960, will 
justed gross income, $3.2 billion join the creative services department of Leo Burnett Co. Nov. 1. Mr.) 


for consumer gas and oil (for another view of Shell’s media thinking, 
see story on Page 12). 


|sion of J. J. Newberry Co., department store chain, will follow Mr. | 


lator Products Inc., has joined Regina Corp., Rahway, N. J., manufac- | 


Pretzels Inc., and Kolor-Bak division of Consolidated Royal Chemical | 


000,000 of Shell’s $13,000,000 account with Ogilvy, Benson & Mather is | 


income | dy, Candettes throat lozenges, a product of Chas. Pfizer & Co., has| 
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Florida Citrus 
Reappoints B&B 


(Continued from Page 1) 
and the final ballot approved B&B 
that way. 

Commissioner Frank Chase told 
the meeting he “kept a scoreboard” 
on the four finalists, and “I didn’t 
find 5% difference between the 
agencies.” Bruce Skinner, chair- 
man of the commission’s advertis- 
ing committee, agreed: “If each 
agency did what it said it would 


| Briddell last spring. LaRoche last week announced acquisition of the| qo, I think I could draw straws 
| $1,000,000 account of Buena Vista Distribution Co., distributor of Walt) and not make a mistake.” 


@ Yesterday’s screening saw four 


mixes and dehydrated vegetables, has appointed Campbell-Mithun, | People from Campbell-Ewald, four 


|from Bates, seven from L&N and 
| four from B&B take turns present- 
|ing ideas—and answering 39 ques- 
| tions—before the commission in a 
|closed meeting. B&B’s session was 
|the longest, two hours and 45 
minutes; Campbell-Ewald’s took a 
| little more than one hour. 
| Benton & Bowles made what 
was termed an “important” move 
by bringing along some merchan- 
dising help in the person of Austin 
Johnson, a vp and merchandising 
expert who is with B&B’s market- 
ing development department. Said 
| Chairman Robert Lusk later: “In 
our first presentation we did not 
stress merchandising as much. This 
| time we gave merchandising sug- 
gestions.” 
| It was understood that Bates 
traveled a similar route yesterday. 
The agencies thereby followed 
up an Oct. 16 pronouncement by 
|Key Scales Jr., commission chair- 
man, who said citrus men should 
tie their consumer advertising pro- 
gram “more closely to in-store 
merchandising, so that we may get 
maximum benefits from both.” 


® There has been speculation that 
the commission ultimately may 
seek to boost its per-box taxes on 
certain citrus produce, thereby cre- 
ating a new merchandising kitty 
for that express purpose. 

Interest in the in-store picture 
on the part of the commission, 
which has a merchandising depart- 
ment of 56 field men, seemed to 
|have been spurred by presenta- 
|tions in that direction by Keyes, 
|Madden & Jones, and by Kastor, 
| Hilton, Chesley, Clifford & Ather- 
|ton, both semi-finalists. + 


‘Detroit News’ Names Clark 
|to Succeed D. R. Merrill 


| Peter B. Clark, secretary and 
assistant to president Warren S. 
Booth, will become vp of the Eve- 
|ning News Assn. and assistant pub- 
lisher of the Detroit News Nov. 1. 
|He will succeed D. Roy Merrill, 
who is retiring after 56 years with 
the News. Mr. Clark becomes No. 
2 man in the corporation, which 
owns and operates WWJ am, fm 
and tv stations, in addition to the 
| News. 

| Two other appointments will 
| take effect at the same time. Rich- 
lard M. Spitzley, vp of facilities- 
| planning, becomes a vp, planning 
‘and secretary. Richard B. Wallace, 
|a director, and currently president 
lof Nylok-Detroit Corp., becomes 
assistant treasurer. All three rep- 
resent the current generation of 
descendants of James E. Scripps, 
who founded the News in 1873. 


was reported by people in the/| Johnston's successor is expected to be announced next week. Conti Adds Two Accounts 


| | 
sie G18 baldion ley the ve brad e Young & Rubicam-Noble, Mexico City, has dropped Johnson & | 
| ets from $5,000 to $10,000. | Johnson and Hellman’s mayonnaise, due to anticipated product con- 
“ ; flicts arising out of last month’s merger (AA, Sept. 18). J&J — - 
| : , McCann-Erickson, Hellman’s to Grant Advertising. It has also los 
2 Peers Spine eaene weperes Canada Dry in Mexico to Publicidad Stanton. The agency has acquired 
by ten a markets ayy « = Anderson, Clayton Co. from McCann, and in Puerto Rico, Alcoa Steam- 
York, $2: a billion; Los — ~y | ship and Co-op Supermarkets. After Jan. 1, it expects to pick up Clair- 
$18.1 billion; asengo, $148 billion; ol for Central America, Puerto Rico and Venezuela. Foote, Cone & 
Philadelphia, $8.2 billion; Detroit, 4 


$7.9 billion; San Francisco, $6.3 Belding will retain Mexican advertising for Clairol. 

billion; Boston, $5.1 billion; Pitts- ¢ Fletcher Richards, Calkins & Holden, Los Angeles, has been named 
burgh, $4.6 billion; Washington, to handle Airways Rent-A-Car System, which has been out of adver- 
$4.3 billion; and Newark, $4 billion.| tising for a year. Previous agency was A.D. Starr Inc., Honolulu. 


Conti Advertising Agency, 
Ridgewood, N. J., has been named 
to handle advertising for Molecular 
Dielectrics, Clifton, N. J. The com- 
pany was formed by the consolida- 
tion of Electronic Mechanics, Clif- 
ton; Mykroy Inc., Chicago; and 
Mykroy Mfg. Co., Andover, N. J. 
The company’s mica are sold un- 
der the names Mykroy and Ther- 
mica. Conti also has been named 
to handle advertising for US. 
Switch Corp., Hicksville, N. Y. 
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D'Arcy, Marsteller, 
Compton Move Abroad 


(Continued from Page 1) | services,” Mr. Ganger pointed out 
ton agency billed $80,000,000 last | that Gerber, which he said has 
year. It has nearly 850 employes more than half the U.S. baby food 
in four offices. | market, will have to use entirely 

| different marketing techniques in 


| - 
D’Arcy Advertising ‘France. While the approach has 
| been through the supermarket and 


th gine le a Airaag mae food store here, it will be through 
agency, Synergie Publicite, ahd the | wan Gocher SS Feaaee. 
formation of a separate company | 
known as Synergie-D’Arcy, effec- | 
tive next month. \° Marsteller Inc. plunged into the 

For its first client the new agen-| international advertising and pub- 
cy will have Gerso S.A.—a new/|lic relations business by estab- 
company being formed by Gerber | lishing operations in London, Brus- 


Marsteller Inc. 


Products Co., a D’Arcy client, and 


Saurin—to process 
baby foods in France. 

D’Arcy has had a wholly-owned 
Mexico City subsidiary and a To- 
ronto office since 1941. This is the 
agency’s first move overseas and 
its board chairman, Robert M. 
Ganger, said today it would be fol- 
lowed, within six months, by 
additional overseas expansion. 

Synergie-D’Arcy is “officially a 
corporation but essentially a part- 


nership” in which the two agencies | 


have equal interests. The agen-| 
cy’s board of directors includes 
Mr. Ganger as president; Henri 


Henault, president of Synergie, 
who is vp of the new company; 
Emile Morando, managing direc- 
tor of Synergie; Harry W. Chesley 
Jr., D’Arcy president; and Frank 
Weber, D’Arcy exec vp. 


s Formation of the new agency 
was announced jointly in New 
York by Mr. Ganger and Mr. Mo- 
rando, who is spending several 
weeks touring D’Arcy’s U.S. oper- 
ations. Headquarters of Synergie- 
D’Arcy will be at 31 Rue E. Cour- 
celles, Paris. 

Mr. Ganger said that the new 
company “differs from the usual 
U.S.-European ad agency affilia- 
tion in that we have not set up 
a ‘corresponding agency’ arrange- 
ment, nor merely bought out a 
small European agency to give us 
an outlet for advertising designed 
and written here.” 

Synergie was founded 29 years 
ago by Mr. Henault (the name 
was conceived from the Greek 
“syn” meaning “with” and “ergon” 
meaning work force and is trans- 
lated as “cooperation”), has more 
than 200 employes and is esti- 
mated to bill about $10,000,000, 
placing it among France’s top four. | 
Its major account is Rhodiaceta,| 


|sels and Geneva. 
a French canner, Les Fils William| 


The agency, which earlier this 


and market|month shortened its name from 
| Marsteller, Rickard, Gebhardt & 


|Reed, has acquired a minority in- 
| terest in Roles & Parker Ltd., Lon- 
|don, an industrial advertising 
| agency. In turn, the British agency 
|has bought an interest in Mar- 


> 
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‘Newspaper Promotion 
Needs More Research, 
| Tschudy Tells NNPA 


| LANSING, MIcH., Oct. 24—The 
need for more comprehensive re- 
| search was the underlying theme 
of the 17th annual conference of 
the National Newspaper Promotion 
Assn.’s central region, which end- 
ed here today. In addition to a 
full morning devoted to the sub- 
ject, research in its various forms 
| cropped up in every session of the 
two-and-a-half-day meeting. 
Deeper research is particularly 
needed for general advertising pro- 
motion, according to Herbert O. 
Tschudy, executive director of the 
Iowa Daily Press Assn. Agencies 


mee 


OVERSEAS SIGNUP—Barton Cummings (right), Compton Advertising 
president, and Nowell Nixon, head of Australia’s N. V. Nixon Pty., 
are shown preparing to sign the document which will form Nixon- 


ompton 
| steller. Comp 
| In Brussels, a new agency, Mar- ing agency or stock in one, or 
|steller (Belgium) S.A., has been 


|organized as a joint venture with 
| Bodden & Dechy, a Belgian agency. 
In Geneva, an overseas subsidi- 
ary, Marsteller International S.A.., 
has been established to coordinate 
European operations and to seek 
new business. The new office has 
a staff of three at this time. 


s Burson-Marsteller International 
has been set up to handle overseas 
public relations. It is an affiliate 
of Marsteller International S.A. 

In addition, William A. Marstel- | 
ler, agency chairman, said negoti- | 
ations are “well along the way” to| 
establish operations in West Ger- | 
many and France. 

Harold Burson, named president | 
of Marsteller International S.A., 
will continue as president of Bur-| 
son-Marsteller Associates, the 
agency’s pr affiliate, and as treas- 
urer of Marsteller Inc. His office 
will remain in New York. 

As part of the English transac- 
tion, Mr. Burson will be elected to 
the board of Roles & Parker; and_| 
H. T. Parker, R&P chairman and 
managing director, will be named 
to the Marsteller board. 

Roles & Parker, at 22 Red Lion 
St., was founded in 1952. It has} 
more than 200 employes, and is 
estimated to bill between $5,000,-| 
000 and $7,000,000. Among its ac-| 
counts are Reed Cartons, Midland} 
Silicones (an associate of Dow} 
Corning Corp.), Spencer-Bone-| 
court-Clarkson (subsidiary of Bab-| 


. Opening 


establish a joint venture with an 
operating European agency. 

Affiliations were turned down, 
said Mr. Burson, because “anybody 
can get an affiliate who’s got the 
price of an airmail stamp, and it’s 
worth just about that.” 


its own offices pre- 
sented cost and manpower prob- 
lems for which the agency was not 
equipped; buying an existing agen- 
cy, or stock in it, was found to in- 
volve “astronomical figures.” 

The joint venture was decided 
upon for England, and from “a 
philosophical point of view,” Mar- 
steller wanted a minority interest 
in order not to be accused of a 
“takeover.” In addition, the agency 
didn’t want total management re- 
sponsibilities. 

Mr. Marsteller said a separate 
company was opened in Switzer- 
land because “we believe this is 
where our greatest potential lies.” 
He referred primarily to some 175 
American companies which make 
their European headquarters in 
Geneva. 

The Marsteller agency was 
founded in 1951. It has offices in 
New York, Chicago, Pittsburgh and 
Toronto. It has about 225 employes 
in the U.S., and billings are esti- 
mated at more than $10,000,000. A 
specialist in industrial, farm and 
financial advertising, Marsteller 
clients include Armco Steel, Rock- 
well Mfg. Co., Clark Equipment 
Co., Babcock & Wilcox Co. and di- 


@ synthetic fiber producer, billing | cock & Wilcox) and Decca Radar.) visions of General Motors and 


more than $2,500,000. 

It originally had strong ties with | 
French textile interests but now 
services some 60 accounts. It has| 
a marketing research subsidiary, 
Synergie-Roc, one of France’s ma- 
jor market research organizations. | 


s Mr. Ganger said today that his| 
agency is currently involved with 
about six other clients who are 
contemplating overseas expansion 
and emphasized his desire to enter 
the European Common Market in 
strength. He added that the expan- 
sion is being made primarily to 
service D’Arcy’s present account 
structure, and secondarily to seek 
new business. 

In any further moves, “wher- 
ever we go the D’Arcy name will 
be second and the agency we join 
up with will be first,” he stated. 

D’Arcy was founded 55 years ago 
and last year billed an estimated 
$80,000,000. It has 800 employes. 
Mr. Ganger said today that the 
agency is the 12th largest in the 
U.S. and expects to have a 15% 
growth in 1961. 


s In stressing the need for US. 
advertisers to have a “fully-staffed 
French agency with complete 


Roles & Parker will be respon-| 
sible for servicing Marsteller cli-| 
ents operating in United Kingdom 
markets, and Marsteller Interna- 
tional will coordinate English and 
American activities. 


s The Belgian operation will 
service industrial clients in Bene- 
lux countries. Bodden & Dechy, 
founded in 1896, employs about 150 
people and numbers among its 
American clients Bell & Howell, 
Du Pont, Frigidaire, IBM and 
Hoover. Fernand Hourez has been 
director general since 1941. He is 
president of the European Assn. 
of Direct Mail. Stephan R. Salo- 
mon, a senior account executive at| 
Bodden & Dechy, has been as- 
signed to the Marsteller (Belgium) 
operation. 

Mr. Burson explained the think- 
ing behind the Marsteller moves. 
He said it was decided to expand 
overseas (1) as a defensive move 
because clients were going abroad, 
(2) because of the growth of the 
European Common Market, and 
(3) because of the faster rate of 
advertising growth abroad. 

Next decision for Marsteller was 
whether to establish affiliations, 
open its own offices, buy an exist- 


‘Jack Lee Joins WPRO 


Humble Oil. 


NL&B OPENS MONTREAL 
OFFICE: 2ND IN CANADA 
MONTREAL, Oct. 24—Needham, 
Louis & Brorby, Chicago, has 
opened a Montreal office at 615 
Dorchester St. W., its second Ca- 
nadian office. At the same time the 


Pty. Ltd. 


FM Broadcasting 
Offers Station Group 
in 30 Markets 


fm stations in 26 markets. 

FM Broadcasting, a wholly- 
owned but independently operated 
subsidiary of Keystone Broadcast- 
ing System, an am transcription 
network, was formed one and one- 
half years ago to promote group 
sales of fm stations, at the urging 
and guidance of the National Assn. 
of FM Broadcasters. At that time, 
each fm station had an option to 
join. 

About six months ago, FM 
Broadcasting severed connections 
with the association and began 
limiting its affiliates to fm stations 
in about 30 top markets. It was de- 
cided that “only stations in the 
larger markets have the facilities 
to promote themselves” and there- 
by benefit FM Broadcasting as a 
whole, John Hartigan, national 
sales manager of the company, 
said. 

FM Broadcasting System is not 
a wired network. It is an affiliation 
of independently programmed fm 
stations. It does not include any 
simulcast stations—those that du- 
|plicate am program logs. 


| = FM Broadcasting has been offer- 
ing its new group of stations for 
sale to advertisers since Oct. 1. No 
| sales have been made yet, but some 
interest has been shown, Mr. Harti- 
|gan said. The network generally 
| will be sold in its entirety, although 
jadvertisers with limited distribu- 
| tion will be able to buy only part of 
the group. It is being promoted as 
an expedient for media buyers— 


agency established a French serv- | with “one order, one contract and 
ice department. Gerard Normandin, | 0ne bill. 


formerly French creative director | 


The fm group will be offered at 


of McKim Advertising, heads the|a discount, Mr. Hartigan pointed 


new office as director of French | 


service. 

NL&B also elected two members | 
of its creative department in Chi- | 
cago—Donald J. Dickens, assistant | 
director of copy, and Franklin C. | 
Johnson, assistant director of art— 
vps. + 


Jack Lee, formerly general man- 
ager of WAKY, Louisville, ‘Ky.,! 
has been appointed general man- 
ager of WPRO, Providence, owned 
by Capital Cities Broadcasting 
Corp. He succeeds Daniel P. Wei- 
nig, who has been named assistant 
to the president of WPAT, the Pat- 
erson, N.J., radio station recently 
acquired by Capital Cities. 


out. The open rate is $364.50 for 
one minute one time in the 26 mar- 
kets. + 


Ketchum, MacLeod Names Two; 
Moves New York Office 

Byron Chandler, formerly with 
J. Walter Thompson Co., has been 


named media manager of the New 
| York office of Ketchum, MacLeod 


& Grove, succeeding Joel Davis, 
who has joined Ted Bates & Co. 
David C. Baker, formerly with 
Batten, Barton, Durstine & Osborn, 
has been named a copywriter in 
Ketchum’s New York office. 

Ketchum, MacLeod will move its 
New York office Oct. 27 to quar- 
ters in a new building at 733 Third 
Ave. 


Cuicaco, Oct. 24—A revamped | 
FM Broadcasting System is now) 
selling time on its “network” of 35) 


want to know more about the 
newspaper and its city, he said, 
adding that an agency can place 
advertising with more success if it 
knows more about each medium 
and what framework each can 
provide for the advertising. 

Mr. Tschudy pointed out that in 
competition at the buyer’s desk, 
the bread and butter statistics used 
traditionally by the advertising 
salesmen are not enough to make 
the sale. These statistics are nec- 
essary, he conceded, but “the pic- 
ture must be broadened greatly to 
| get over a comprehensive newspa- 
| per picture.” 

This “broadening of the _ pic- 
ture,” he added, lies more in the 
area of the promotion department 
than the advertising department, 
because the promotion manager 
and his staff are skilled to take in 
a wide view of the whole commu- 
nity and its relationship to the 
newspaper. 


s C. R. Taylor, of the Hearst Ad- 
vertising Service Detroit office, 
said that never, in his experience, 
have the agencies and clients in 
Detroit been more concerned with 
research. He stressed that Detroit 
is interested in types and quality 
of circulation rather than just 
numbers. 

Mr. Taylor said that newspapers 
now face their greatest challenge 
in retaining their percentage of 
automobile advertising budgets 
because of the work the other me- 
dia are doing. He cited, as one ex- 
ample, a $25,000 presentation that 
a national magazine prepared for 
a single customer in Detroit. 


® In the research session today, 
W. A. Strong, publisher and gen- 
eral manager of the Beloit Daily 
News, emphasized the value of a 
research program which can be 
turned to good use by a newspa- 
per’s promotion department. Stew- 
} art R. McDonald, of the Waukegan 
| News-Sun, reported on a survey 
|by his newspaper which uncov- 
j}ered, among other things, that 
| Chicago newspapers do not have a 
| significant influence in the Wau- 
|kegan market. 


= George Neustadt, head of the 
(New York research company bear- 
|ing his name, told the conven- 
|tion that advertising promotion, 
tied in with retail linage studies, 
|could produce increases in retail 
| Space. He cited figures based on a 
|nine-city study of department store 
|advertising in newspapers that 
showed, for example, that men’s 
suite linage was high the first part 
|of January, suggesting that adver- 
tising promotion at that time in- 
clude men’s suits as well as tradi- 
tional January white goods. 


s The convention elected Paul S. 
Hirt, Chicago Sun-Times and Daily 
News, president for 1962, succeed- 
ing John F. Newman, Battle Creek 
Enquirer & News. Other new of- 
ficers are John W. Yuenger, Green 
Bay Press-Gazette, 1st vp; Harold 
C. Fildey, Lansing State Journal, 
2nd vp; and J. R. Hudson, Des 
Moines Register & Tribune, sec- 
retary-treasurer. + 
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Top Editors Honored 


I'wo News Items in a Single Week 
Help Explain the Editorial Vitality 
of Advertising Age 


™ Boston, Oct. 16—Sidney R. 
Bernstein, vice-president and 
editorial director of Advertis- 
ing Age, whose “able editing 
has made this the leading 
publication in its field and has 
significantly broadened the 
marketing outlook of Ameri- 
can advertisers and business- 
men,” is one of nine elected to 

S. R. Bernstein the 1961 Distribution Hall of 

Fame by the Boston Conference on Distribution. 

The other eight: Herbert Hoover, former president of 
the United States; William S. Beinecke, president, The 
Sperry and Hutchinson Co.; Howard T. Lewis, professor of 
marketing emeritus, Harvard Business School; Neil H. 
McElroy, former Secretary of Defense, now chairman of 
the board, Procter & Gamble Co.; Edward R. Mitton, presi- 
dent, Jordan Marsh Co.; D. Maynard Phelps, professor of 
marketing, University of Michigan; Sol Polk, president, 
Polk Bros.; and Elmo Roper, founder, Elmo Roper Asso- 
ciates. 


impottouit to 
impottout people 


AA Editors Bernstein and Crichton Earn New Kudos and Recognition for Outstanding Service 


Coronapo, Cal., Oct. 20 — 
John Crichton, editor of Ad- 
vertising Age, is the unani- 
mous choice of the selection 
committee to succeed Fred- 
eric R. Gamble as president 
of the American Assn. of 
Advertising Agencies. He will 
join the Four A’s as president- 
elect on Jan. 15, and will take 
over the reins from Mr. John Crichton 

Gamble following the annual conference of the Four A’s 
early in May. 


What makes a publication outstanding and sets it apart 
and far ahead of others in its field? People! People like 
Bernstein and Crichton and all the men and women of 
AA’s versatile and talented editorial staff whose combined 
experience and professional ability produce a publication 
of the caliber and excellence of Advertising Age. And these 
editors, writers, reporters and correspondents are every- 
where, covering all the important places and events where 
advertising and marketing news is taking place — New 
York, Chicago, Los Angeles, London, Lakeland, Fla. It is 
this ingredient — the right people — plus a well defined 
editorial purpose, physical resources, “know-how,” firm 
editorial integrity and independence — which account for 
Advertising Age’s recognized position as one of the world’s 
most influential business papers. 


Advertising Age 


200 EAST ILLINOIS ST. ¢ CHICAGO 11, 


630 THIRD AVE. ® NEW YORK 17, N.Y. 
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Burkhart Tells OAAA of 5-Point 
‘Full Maturity’ Program for Outdoor 


(Continued from Page 1) \door industry to unite in solving 
showings for uniform package the basic problems of the field. 
sales. | Mr. Gorman charged that the 

“If we are to compete with other | outdoor field has done little about 
media,” he said, “we must com- solving some 12 basic problems, 


bine to sell markets as they do.” | which range from making it easier § 


e Operations: Improve equipment for customers to buy standardized 
and standardize materials and ap-| poster showings to standardizing 
plications. “Advertisers buy out- | discounts. 

door advertising on a national ba-| “The simple fact is that almost 


sis and the national product is | all your competition—the other | 


actually a combination of the in-| Media, radio, tv, magazines and 


dividual products of 700 compa-|mewspapers, those which compete |= 
\for the advertising dollars—have | %& 


nies,” he said. 
e Education: Direct education at met and solved these same prob- 
the industry’s four publics: adver- | lems,” Mr. Gorman said. 
tising buyers, the general public,| “They are continually refining | 
legislators and the industry itself.|the techniques of information de- | 
“In the long range area of edu-| velopment. They are continually | 
cation, we must develop a program | Making it easier for an informed | 
at college level that establishes|Customer to buy their wares. It 
outdoor advertising as an integral|is about time you did, too. 
part of the advertising system,” 
he said. s “To those of you who may feel | 
e Legislation: Develop a positive that I am somewhat presumptu- | 
program that starts with accept-|OUS in suggesting that you join 
ance of regulation. j}hands with your competition for | 
“Our problem is not prevention | the advertisers’ dollars, I can only | 
of legislation, but the assurance | Point out that since your medium 
of intelligent, constructive regula- | Would be one part of a marketing 
tion in the interests of the general | Program which is single-minded | 
public and the industry alike,” he|im purpose, you are involved in a) 
said. }common effort with your competi- | 
e Lecal sales: Work toward easier | tion, and the degree to which your | 
local tie-ins in all markets. medium aids in furthering the sale | 
“We should continue to work|0f the advertiser’s product is di- | 
with OAI or any of our members/Trectly related to the extent to| 
who are undertaking sales projects | Which the various media perform | 
at the national level,” he said.|@ united job.” 
Outdoor’s future looks bright, he| Mr. Gorman urged that local | 
said, “because the basic force that|™erchandising activities be in- | 
creates value to the outdoor ad-| creased by operators on an indi- | 


sem Penton Won't Issue 


1; Cites Cost of List 


Detroit, Oct. 26—Penton Pub- 
lishing Co. has dropped plans to 
publish Steel International, a 
monthly metalworking magazine 
that was scheduled to make its 
bow in January, 1962. 

R. C. Jaenke, Penton president, 
4| confirmed today that the company 
had notified agencies and prospec- 
tive advertisers of the change in 
plans. To date, 51 companies had 
committed for advertising space. 

Mr. Jaenke said one of the chief 
reasons for the decision was the 
“exorbitant” cost of building and, 
particularly, maintaining a for- 
eign distribution list. He empha- 
sized, however, that there were 
other important considerations be- 


INSTITUTIONAL—Microdot Inc., Pas- | 
adena, uses the news story tech-| sides distribution. 


nique and a smattering of Russian| “After months of the most care- 
to advertise its own products spe-| ful and painstaking labor,” he said, 
cifically and the defense industry |““we now have an excellent list 
generally. This b&w page appeared | Of 17,000 free world metalworking 
in the Oct. 23 issue of Aviation | Plants. The cost of building this 


: ‘list has been exorbitant. Mainte- | 
Week. Cerson/Roberts is the nance will be equally difficult and | 


agescy. | costly. 


said, “It is no more correct to|ity to do this,” he added, “within 


include the advertising displays of | the rate structure we have estab-| 


the OAAA than it is to attempt to! lished for Steel International.” 
place all magazines or all news- 
papers in the company of disrepu-|s= Mr. Jaenke, who was in Detroit 
table yellow sheets. |today for the exposition of the 
“The members of OAAA operate | American Society for Metals, said 
only standardized poster panels | Penton felt that, for many reasons, 
and painted bulletins. They main-| jt could not produce a magazine 
tain a high standard of ethics and | of the caliber it desired. “Consist- 
operating practices and locate in|ent with our publishing philosophy, 
urban areas and business and in-| if we cannot publish a top quality 
dustrial locations. We, too, oppose | product, we would prefer not to 


‘Steel International’; | 


“We seriously question our abil- 


vertising medium—the circulation 
of people through markets—is 
growing at a fantastic rate. Total 
vehicle miles in America have 
jumped from 200 billion at the end 
of the war to 720 billion last year. 
Forecasters predict it will go to one 
trillion, 277 billion yearly by 
1980.” 

Specifics on the program will 
be detailed at a series of area 
meetings to be conducted in 1962. 


| posting.” He added that research | 


vidual basis. Complaining that the | inGenitemnate penemmnant of — 
: jand any defacement of scenic 


wide use of painted bulletins has areas—and we deplore the contin- 
become “almost prohibitively ex-|yance of that form of journalism 
pensive,” Mr. Gorman asserted,| which continues to attack the out- 


“There is just as great a need for | qoor advertising medium by apply- 
the establishment of uniformity in| ing the tactics of guilt by associa- 


painted bulletins as there is for) tion” 


Emerson Foote, president of | 


publish it at all,” he added. 

Penton announced its interna- 
tional edition last spring. Chilton 
Co. followed a few weeks later 
with an announcement of Iron 
Age Metalworking International, 
also a monthly publication due for 
introduction in January. 

Richard Groves, marketing man- 


bulletin area. 

Turning to outdoor’s “image,” 
| Mr. Gorman said, “What you need 
|to do is to establish and reaffirm 


bh vitally needed in the painted | yy 


eCann-Erickson, said, “I firmly | ager for the Chilton’s weekly Iron 
believe that most, if not all, of the| Age, said IAMI will be out on 
attacks currently being made on | schedule. 

| outdoor advertising are prompted | 


mgr by the narrowest of special in-/|trolled circulation and only U.S. 
2 In other convention actions,|)°Ver and over again that it is an| 


members approved: 


e Launching a “buy a car now” 
promotion to be conducted on an 
industry-wide basis from Jan. 22 
to Feb. 22, 1962. Outgrowth of a 
program originated by General 


Outdoor early this year, the new | 


program promises to generate a 
million dollars of contributed and 
tie-in posting to boost spring car 
sales. 

e A motion picture film aimed at 
telling outdoor’s role to zoning and 
planning boards and the general 
public. 

e Design of a series of posters to 
improve the image of outdoor ad- 
vertising. 

Officers elected at the meeting 
were: Chairman of the board— 
Harry O’Mealia Jr., O’Mealia Out- 
door Advertising, Jersey City; ist 
vice-chairman—W. A. Schmid Jr., 
North Texas Advertising Co., Ft. 
Worth; 2nd vice-chairman, Philip 
Tocker, Waco Outdoor Advertising, 
Waco; treasurer—Donovan M. Ol- 
son, General Outdoor Advertising 
Co., Chicago; president—Mr. Burk- 
hart; administrative vice-presi- 
dent: Karl L. Ghaster Jr., Chicago; 
secretary—D. W. Vanderwater, 
Chicago. 

The Myles Standish Award for 
distinguished service to outdoor 
advertising was given to Edward 
C. Donnelly Jr., president, John 
Donnelly & Sons, Boston, for his 
leadership in developing a superior 
method of posting and for his ef- 
forts “to improve public relations 
of the outdoor medium through 
public education.” 


® Patrick H. Gorman, director of 
advertising of Jos. Schlitz Brewing 
Co., urged all segments of the out- 


| efficient, economical selling medi- 
jum, and a medium which must 
|remain of prime importance in an 
| advertiser’s consideration. 

| “Certainly, there must be case 
|histories of all sorts, the country 
| over, of advertisers who, not being 
able to afford much else, began 
their introduction of their products 
to the public via outdoor because 
it was inexpensive.” 


® The outdoor field must volun- 
tarily develop improved techniques 
and innovations, not just because 
customers encourage them, accord- 
ing to Ray Weber, advertising 
manager of Swift & Co. 

“You are sorely pressed on sev- 
eral fronts, particularly in the 
areas of public and government 
relations,” Mr. Weber said. “I think 
you’ve got to go into battle as a 
united industry, and stop bickering 
about ‘how we used to do it back 
in the dim, distant days of a cou- 
ple of years ago.’ 

“You've got to get off your old 
green latticed plants and get your 
nuclear sales missile off the pad. 
It takes advanced thrust, as Mr. 
Foote’s good agency says for Bu- 
ick. With the most merchandisable 
medium in advertising, you need 
new ideas in paint, panels and 
point of sale. But most of all, you 
need initiative and team work and 
a united forward-thinking indus- 
try to get the government and the 
public on your side.” 


‘DIGEST’ CRITICISM ‘NO 
SURPRISE’: BURKHART 
HOLLYwoop, Fta., Oct. 26— 
Charles B. Burkhart, OAAA presi- 
dent-elect, today commented on a 
criticism at outdoor advertising in 
November Reader’s 


| terests and are unfair on their face. | advertisers. Mr. Jaenke said Pen- 
|I don’t think the medium has | ton did not want to solicit adver- 

earned the barrage of criticism|tising from foreign manufactur- 
which small-time thinkers exercis-| ers, because this would not be 
|ing their wits in big-time media | «consistent with the needs of our 
| hurl at outdoor.” + American advertisers or with our 


| desire to help them sell worldwide 
Metlis & Lebow Affiliates | against all competition. 


|With Stahl, Lewis & Patton | “We believe our primary obli- 
| Metlis & Lebow Corp. with of- gation is to the companies that 
fices in New York has affiliated| advertise in Steel,” he added. 
| with Stahl, Lewis & Patton Adver- : 
tising with offices in Los Angeles,|" The Penton president also re- 
Chicago and New York. The New) vealed that the “cream” of the cir- 
York staff of Stahl, Lewis has|culation recently developed from 
moved into offices adjacent to those|the international edition will be 
of Metlis & Lebow at 200 W. 57th! added to'Steel’s distribution lists 
St. Lewis in turn has established a/| effective Jan. 1, with no increase 
staff in Los Angeles in the Metlis| in advertising rates. 
offices at 6777 Hollywood Blvd.| Mr. Groves said Chilton has 
The executive line-ups will remain | built a circulation list of 22,000 in 
the same in both agencies. At Met-| more than 15,000 overseas metal- 
lis & Lebow, Stanley Lebow is| working plants. He said IAMI cir- 
president, Sandford Metlis, exec vp | culation will be controlled initially, 
and Steve Jackson senior vp. At|but will be converted to paid 
Stahl, Lewis, Charles N. Stahl is| within a year. 
president, Don Lewis exec vp and| Unlike Penton, Chilton plans to 
George Patton vp. | solicit foreign advertising, and al- 
Both agencies report they bill in| ready has named several sales 
excess of $2,000,000. Main accounts | representatives abroad. Mr. Groves 
\at Metlis include Clesco Corp.,|said that the initial 
Tenax Inc., Great Eastern Mills,| breakdown will be 80% 


U.S. and 


Penton’s book was to have con-| 


Digest. He’ 


Dale Dance Studios, and Seldon| 20% foreign, but will even out in 


Shirt Corp. At Stahl, Lewis, major 
accounts are Vic Tanny Inc., Boot- 
onware Dinnerware, E. J. Korvet- 
te’s Kor-Val vitamin division, and 
the Coraloc division of E. L. Bruce 
& Co. 


Warren Petroleum to F&S&R 

| Warren Petroleum Corp., Tulsa, 
Okla., subsidiary of Gulf Oil Corp., 
has appointed Fuller & Smith & 
Ross, Chicago, to handle its con- 
sumer advertising, effective Jan. 1, 
1962. Grant Advertising, Chicago, 
presently handles the account. 


about five years. = 


LaSalle Names 2 Agencies 


LaSalle Extension University,) 


Chicago, has named Phillips & 
Cherbo, Chicago, as agency for its 
Wayne School and Utilities Engi- 
neering Institute divisions, which 
will bill more than $125,000 this 
year, and has appointed David Alt- 
man Advertising, New York, to 
handle advertising for its home 
study courses. E. H. Brown Adver- 
tising Agency, Chicago, is the for- 
mer agency. 
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Food Men Get 
Varied Advice 
on Discounting 


Cuicaco, Oct. 24—The National 
Assn. of Food Chains convention 
last week was dominated by dis- 
cussion of two major problems: 
Growth of discount stores, and 
increasing government control of 
the food industry. 

While most speakers agreed on 
the disadvantages of too much gov- 
ernment, there were conflicting 
viewpoints on what to do about 
the discount house. 


= Fred M. Glass, West Newton, 
Mass., merchandising consultant, 
urged supermarkets to expand 
non-food lines and become discount 
operations. 

“Behind you, you have the 
threat of supersaturation of super- 
markets. Ahead of you, you have 
the onslaught of the discount de- 
partment store using food as a 
drawing card,” he said. “It is no 
longer a question of whether you 
| wish to enter the discount field, it 
is only a matter of when.” 

Another view was put forth by 
Isaac Danzig, vp and treasurer of 
Gem International discount chain, 
who advised food stores to operate 
leased food departments in dis- 
count centers. 


® Mr. Danzig said all the Gem 
food departments are leased to 
food chains, which operate them 
under the Gem name. This, he 
said, gives Gem the benefit of man- 
agement talent and expert advice 
over a wide range of merchandis- 
ing specialties they couldn’t get 
any way else. It also lets the com- 
pany use its capital to build new 
| stores, since it does not have mon- 
|ey tied up in inventories. 

| Franklin J. Lunding, board 
|chairman of Jewel Tea Co., sug- 
| gested that “as we go forward in 
|the evolution of one-stop retail- 
ing, we will need to be cautious 
about hastily jumping on whatever 
boat is in port at the moment.” 


|DISCOUNTERS PERIL 
|\SUPERMARTS: JENSSEN 

Los ANGELEs, Oct. 24—Discount 
stores’ growth will force a decline 
|in shopping center business, Dr. 
| Ward J. Jenssen, marketing con- 
| sultant, told the International 
| Council of Shopping Centers here 
|last week. 

Dr. Jenssen, described the “hy- 
pothetically ideal” discount house 
as a 100,000 to 150,000 sq. ft. area 
under one roof with a full-line 
supermarket and a wide variety of 
non-food merchandise, serving the 
customer through a single check- 
out system. 


s “While relatively few of these 
exist today,” he said, “the few 
which are in operation have 
proved highly successful, and in- 
creasing numbers of discount out- 
lets will begin to follow this form.” 

Shopping centers may be able to 
forestall the decline with increased 
promotion, he said, but cannot thus 
insure their continued popularity. 


Sara Lee Boosts Daily Budget 

Kitchens of Sara Lee, Chicago, 
has announced a 25% increase in 
its newspaper budget in the coming 
|year. The company said it will 
spend more than $600,000 in news- 
paper advertising this year in com- 
parison to $480,000 in the 1960-61 
advertising year. 


advertising | 


Dr. Goss Joins Burdick 

Dr. Kenneth Goss, formerly of 
the medical department of Eaton 
Laboratories, has joined Dean L. 
Burdick Associates, New York, as 
medical director. 
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Advertising Age, October 30, 1961 


McCreary, Midget Among Rubber Giants, 
Introduces ‘McCreary McMileage’ Tires 


INDIANA, Pa., Oct. 24—In the tire | not a one-time shot. They were the 
business, you either have to be initial surge to test and see what 


big, or be resilient. One company |kind of results we’d get. So far, | 


taking the second route is Mc-|they’ve been pretty good. 
Creary Tire & Rubber Co., smallest | 


of the nation’s 17 independent tire|®" “Now, our problem is to see 


manufacturers. what kind of sustaining effort we 
McCreary bounced into the pas-|can make. 
senger car tire field in July, in-|spend more on advertising than 
troducing its MC-70 “low-profile” | we gross in sales. 
tire. At the same time, the com-| ‘We cannot compete with the 
pany launched its first unified co- | larger companies in producing low 
operative advertising program in| price products or offering special 
its 17-state market east of the|deals. As a matter of fact, we) 
Mississippi. So far, more than 200|have chosen to make only first- 
dealers have participated. \line and premium tires because 
Highlight of the campaign was a these represent better values for 
two-color spread in the September | both consumers and independent 


Most manufacturers | 
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FROM 


ADVERTISING AGE, 
OCTOBER 9, 1961 


| MAGAZINE 

| SUBSCRIPTION 
PRICE WAR 
IRKS ADMEN 


New York, Oct. 5—There is grow- 
ing concern and some alarm 
among advertising agencies over 
the “cut-throat and cut-rate sub- 


Reader’s Digest heralding the ““Mc- 
Creary McMileage” concept. “It’s 
time to throw some light on today’s 


| tire dealers on whom we depend | 


for sales. Ours is not a junk tire. 
“We have a name-building job | 


tire market,” copy said. “Time for | to do along with training our deal- | 
a frank discussion of some current|ers in better selling methods, to| 
selling practices, and pitfalls to|offset the appeal of the brands | 
avoid when buying tires.” | which offer low-price merchan- | 

| dise.”’ 
® Pitching into cut-rate pricing,) To get the dealers rolling, Mc- | 
McCreary said, “The plain fact is|Creary mapped a cooperative pro- | 
that with a tire—as with anything | gram based on its long-time 50% | 
else—you get pretty much what/|ad allowance of up to 2% of each | 
you pay for.” Copy discussed tire dealer’s yearly passenger tire pur- | 
grading, pointing out that, “There | chases. McCreary’s own investment | 
are no fixed industry standards of| went into the Digest spread, which | 
quality to go by.” In this respect,| has been the centerpiece of some | 


Tool Anderson 


UP IN THE AlR—Among participants at a two-day workshop for agen- 
cies which have local service airlines accounts were Jean Tool, Tool 
& Armstrong, Denver; Jay C. Anderson, Farquhar & Co., Utica, 
N.Y.; Abe Weinstein, Harris & Weinstein, Atlanta; and Phil Reilly, 
Miller, Mackay, Hoeck & Hartung, Seattle. The workshop, which 
met in St. Louis, was sponsored by Katzif-George-Wemhoener Ad- 


vertising, and the ten participatin 


formation and share results of any research projects throughout the 
year. 


scription offers” being made by 
U. S. magazine publishers. 


Weinstein Reilly 


g agencies agreed to exchange in- | 


terms like “first line,” “second | 
line,” “third line” or “deluxe”’ tires 
carry any number of meanings. 
“Third-line tires are the ones you! 
see advertised in big, bold head- 
lines at extra-low prices.” 

The only way to tell what you're | 
really buying, McCreary added, is | 
to buy from a manufacturer who) 
makes only first-line tires, the kind | 
usually supplied only as original | 
equipment on new cars. “McCreary | 
is such a manufacturer,” and the 
tire is the MC-70, “now being ad- | 
vertised as the tire that gives you | 
‘McCreary McMileage’.” 


s The company said it makes only | 
original equipment and premium 
grades, and nothing else. It also 
distributes only through independ- 
ent dealers, “who have no obliga- | 
tion to sell any particular brand.” 

As the smallest of the independ- 
ents (not counting subsidiaries and 
affiliates of the giants), McCreary | 
says it’s in no position to battle) 
the big names with dollars. “For a) 
small manufacturer to succeed,” 
McCreary feels, “he’s got to be 
faster on his feet.” 

Some of the company’s activity 
derives from an organizational re- 
tread begun some two years ago. 
McCreary built its reputation pri-| 
marily on truck tires, where de-| 
pendability and low cost-per-mile | 
traditionally are more important 
than brand name or initial cost. 
But with annual sales running 
something like $10,000,000, the 
family-owned operation two years | 
ago began revamping its market- | 
ing setup, and bringing in new | 
blood. 


| 


Creary McMoney.” + 


| 


heavy merchandising. 


The program includes radio, |‘Emerald Empire 


newspaper and outdoor materials. | 


|Ads play up to the catch words, News’ Is New Daily 


‘McCreary McMileage” and “Mc- : 
in Eugene, Ore. 


EUGENE, OrE., Oct. 24—A new 


Cox, Katona, Parlin Win : 
daily newspaper, the Emerald Em- 


AMA Paul Converse Awards ~pa 
| pire News, began publication here 


The American Marketing Assn.|\this week after five months as a 
has named three winners of its 1961 | weekly. 


Paul D. Converse Awards for con-| The News is published Monday 
tributions to the advancement of |through Friday as a morning tab- 
science in marketing: Reavis Cox, | loid, printed by offset. As a weekly 
professor of marketing, University |the newspaper reported a circula- 


| of Pennsylvania; George Katona, | tion of 8,000. The only other daily 


director of the survey research cen- 
ter, University of Michigan; and an evening and Sunday paper with 
posthumously, Charles C. Parlin, | ABC circulation in excess of 41,000 
pioneer in the science of marketing. | 


in Eugene is the Register-Guard 


The awards were made at ale Eugene, second largest Oregon 
biennial marketing symposium at) city, has a population of 52,475. To- 
the University of Illinois. Mr. Cox| gether with adjoining Springfield, 
received the award for “The.|the metropolitan population totals 
Marketing of Textiles” and “The | 72,478. 

Economics of Installment Buying,” Publisher and president of the 
which he edited with Wroe Alder- 
son. Professor Katona, author of| which owns the News, is Claude 
“Psychological Analysis of Eco-|E. Darling, who reports that the 
nomic Behavior,” was recognized |paper is financed entirely by Eu- 
for the University of Michigan| gene principals. Alden Munson, 
studies that “have contributed to a 
greater understanding of our so-|News and publisher of a New 
ciety and its functioning.” The Plymouth, Ida., weekly, is editor of 
posthumous award was made to|the Emerald Empire News. Don 
Charles C. Parlin, honoring his pi- | Heath, formerly with Cowles Pub- 
oneer studies and techniques ae | ettie is general manager. 
developed as manager of an early : 

marketing research organization ® Interest in the new publication 
established in 1911 by Curtis Pub-|was heightened last week by 
lishing Co. “Brown’s Business Reporter,” Eu- 
gene newsletter, which said, “For 
many years certain Eugene adver- 


Cooper-Hewitt Sets Push 


Williamette Valley Publishing Co., | 


former editor of the Springfield | 


Cooper-Hewitt Electric Co., Ho- 
| boken, N. J., will promote its ex- 


\tising media have closed their 


U.S. Plywood Gets 5-Way Split 
| U.S. Plywood Corp., New York, 
\is using a spread in American 
| Home and a page in Better Homes 
| & Gardens in November to pro- 
|mote its Weldwood paneling. In 
| American Home, the company 
worked out a five-way regional 
| split, a departure from the maga- 
zine’s usual four-way split. Ads 
promote a special 60-day sale at 
| local Weldwood dealers in which 
|the customer who buys at least 
| four panels of Weldwood receives 
an $18 discount on a power Skil- 
jsaw. The spread in American 


:| Home is divided into two horizon- 


| tal halves, the top a color spread 


-|showing the Weldwood paneling, 


| 


|the bottom a b&w spread showing | 


the Skilsaw power saw and list- 
ing the Skilsaw dealers offering 
the discount. Kenyon & Egkhardt, 
| New York, is the agency. 


Wolf Chili Expands Markets 

Wolf Brand Products, Corsicana, 
| Tex., is expanding distribution of 
| Wolf chili into Kansas, Missouri, 
| Tennessee, Mississippi, Alabama 
|and Florida. The company will use 
radio, outdoor and newspaper ad- 
| vertising, plus color ads in regional 
editions of Ladies’ Home Journal, 
Life and The Saturday Evening 
Post. Clay Stephenson Associates, 
Houston, is the agency. 


Fleetway Moves to Detroit 
Fleetway Advertising Corp. has 
moved its headquarters from Chi- 
cago to 2338 Dime Bldg., Detroit. 
The company’s national organiza- 
tion also will be expanded to cov- 


The 
WESTERN HORSEMAN 


is NOT guilty of the 
following: 


Reduced Subscription Rates 
Combination Rates 
Quantity Rates 

Sponsorship Rates 

Arrears 

Field Selling Salesmen 
Association Memberships 
Premiums 

Collection Stimulants (etc.) 


THE WESTERN HORSEMAN is pub- 
lished by horsemen who know that 
this magazine is being read from 
cover to cover because the readers 
pay the full price——50¢ for news- 
stand copies and $4.00 per year by 
subscription. 


For desired results ... 


YOU CAN’T MISS WITH 
THE WESTERN HORSEMAN 


Established in 1936 THE WESTERN 
HORSEMAN is read by Horse Owners, 
Horse Breeders, Riding Clubs, 4-H 
Clubs, Junior Horsemen, Livestock 
Ranchers and Farmers, and Contest- 
ants in Racing, Rodeo, and Show 
Events. 


# It is still a second-generation | panded line of Sperti sun lamps via 
affair, headed by sons of the 1915) magazines, network radio and co- 


|doors to prospective advertisers|er seven basic areas from New 


from out of town, especially Meier 
|& Frank, of Salem and Portland. 


It's the leading equestrian 
publication representing ‘Who's 


England to California and region- Who" in the Horse World. If it's in- 


founder. Harry C. McCreary is} 
president and Ralph W. McCreary | 
is exec vp. 

The company looks to growth) 
in the passenger car field as a way | 
of rolling out of a truck tire rut. | 
Earlier this year it named Lando 
Advertising, Pittsburgh, to conduct 
a marketing survey. As a result, 
in April, it named Lando to map 
the introduction of the MC-70, de- 
signed to supplant its long-time 
Super Supreme as a summer- 
winter product. Super Supreme, a 
small steady seller, remains on the 
list. 

Finally, last September, Mc- 
Creary rounded out the Lando link 
by naming the agency’s director of 
marketing, William I. Scherb, to a 
similar post with the company. 


s “This program is only the start,” 
Mr. Scherb said. “The Digest ad 
and the cooperative campaign are 


op newspaper advertising. Maga- |Much of the reluctance of these 
zine ads will run in Holiday, Mc-|™media at Eugene to accept M&F 
Call’s, and Today’s Health. The |advertising apparently is based on 
company will also sponsor “Ar- fear of economic retaliation by lo- 
thur Godfrey Time” on CBS Radio, |¢al retail merchants who might 
Magazine and newspaper ads will |Tefuse to advertise in the medium 


feature a Godfrey endorsement of 
the Sperti sun lamps, including 


|three new lower-price models to 


be marketed through drug out- 
lets. John L. Magro Advertising, 
Cincinnati, is the agency. 


OCC Reelects Kron 

Arthur A. Kron, president of 
Gotham-Vladimir Advertising, has 
been reelected president of the 
Office of Certified Circulations, in- 
ternational auditing group. Other 
officers are Arthur B. Whitcomb, 
Vision, vp; and James B. Canel, 
former manager of the Inter Amer- 
ican Press Assn., secretary-treas- 
urer. 


|which carried adyertising of this 
big, growing, highly reputable, and 
vastly successful Oregon com- 
| pany.” 

Don Brown, publisher of the 
|newsletter, is also business editor 
of the new daily: 

Portland is less than two hours 
by freeway from Eugene, and Sa- 
lem is between Portland and Eu- 
gene. = 


Dow Theory to Roche, Rickerd 

Dow Theory Forecasts, Ham- 
mond, Ind., investment advisory 
services, has appointed Roche, 
Rickerd & Cleary, Chicago, to han- 
dle its advertising. 


al sales and service offices will be 


established. 


PRIMERO* 


In any language, 

The Cedar Rapids Gazette 
is lowa’s 1st newspaper 
in total advertising 
linage and provides 

95% coverage of lowa’s 
2nd largest market. 


Represented by 
Allen-Klapp Co. 


| *PRIMERO means FIRST in Spanish 


tensive interest and concentrated mar- 
ket coverage you are looking for with 
an atmosphere of undivided attention 
—THE WESTERN HORSEMAN is your 
answer. 


SEND FOR FACTS FOLDER GiV- 
ING YOU MORE INFORMATION 
ON THIS BILLION DOLLAR 
MARKET. 


ie 


WESTERN HORSEMAN 


3850 North Nevada 
Colorado Springs, Colorado 
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The Advertising Market Place 


Rates: $1.50 per line, minimum charge 


size and frequency apply. 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Replies are forwarded daily. Closing dead- 
line: Copy in written form in Chicago office not later than noon, Wednesday 5 
days preceding publication date. Pacific Coast Representative (Classified only): 
Classified Departments, Inc., 4041 Marlton Ave., Los Angeles, 8. Axminster 2-0287. 
Closing deadline Los Angeles: Monday noon, 7 days precedi publication date. 
Display classified takes card rate of $19.75 per column inch, ian card 


$6.00. Cash with order. Figure all cap 


discounts on 


HELP WANTED 


HELP WANTED 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING JUNE 30, 1961 


POSITIONS WANTED 


FREE LANCE for magazine articles on | 
selling, franchising. distribution. Write: 
Box 5369, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CIRCULATION DIRECTOR; farm publica- 
tion field; knowledge of Spanish ded. 


WANT HIGHER SALARY, better oppor- 


tunity, security? “NER” reports on hun- 
dreds of $7,000-$35,000 job openings 
monthly. Get free copy. National Employ- 
ment ee. 105 W. Adams, 830-G, Chi- 
cago 


Good opportunity. Reply to: 

Box 5370, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

PROMOTIONAL COPYWRITER | 
Like to produce such things as house or- | 
gans, bulletins, national ads, publicity re- | 
leases, folders, manuals, sales letters—even | 
speeches and slide films? 
LOOK Magazine’s Subscription Division in | 
Des Moines needs a versatile, hard work- | 
ing copywriter—quickly! Rapid expansion | 
in our Promotion area means big oppor- | 
tunities for the fellow we choose. | 
Nice city in 250,000 class—new air-condi- | 


| 
| 
| 
| 


tioned building—friendly associates—ideal | E 


career setup. 
Prefer man in 22-30 bracket with some ex- | 
perience in above mentioned areas. Send | 
resume, indicating salary requirements to: | 
Agency Promotion Manager | 
Loo 
lll Tenth Street 
Des Moines, 4, lowa 
ADVERTISING SALESMAN N.Y.C. 
Established weekly seeks salesman expe- 
rienced in entertainment field. Salary plus | 
commission. JU 6-6900; ext. 19. 
ADVERTISING AGENCY 
ACCOUNT EXECUTIVE 
Growing Central Ohio agency needs an | 
experienced contact copy man who seeks 
freedom to put good ideas into effect. He 
must be able to live with fair but de- 
manding clients and write effective tndus- 
trial and consumer copy. Position pays 
well to start, income grows with billing 
and responsibility. Our employees know 
of this ad. Send complete resume to 
Box 5371, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, [linois 
ADVERTISING WRITER 
If you're now an advertising writer with 
talent and ambition and you're looking for 
a career opportunity here in Cleveland- 
Northeast Ohio, “The Best Location In 
The Nation,” you're the man for us. 
We're one of the nation’s more progressive 
electric utilities, with an opening on our 
advertising staff for a creative writer, 
young and eager, who can prepare a 
mountain of advertising and sales promo- 
tion materials. The future we offer is as 
bright as you can make it. 
We're looking for a man with a college 
degree and three to five years’ advertising 
experience. 
Address your resume to attention of our 
Employment Office. 
The Miaminating Company, 
P. O. Bex 5006, Cleveland 1, Ohie. 


RADIO-TV EXPERT 
Aggressive, fast-growing Chicago agency 
looking for the right man experienced in 
all phases of radio to head up his own 
department. Must be willing to prove his 
talent. Outstanding opportunity 

Box 5372. ADVERTISING AGE 
200 E. [Illinois St., Chicago 11, Illinois 


MAGAZINE PRODUCTION MANAGER 
Leading Chicago business publication 
needs fully trained production manager. 
Requires knowledge of all phases of make- 
up, letterpress and offset printing, and en- 
graving. with proficiency in handling de- 
tails. Experience necessary. Want man to 
take over. State experience and salary re- 
quirements. 

Box 5373, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Illinois 
A SERVICE 
for the articulate ... . and 
their cohorts ................... Minmeniteiied me 
Molene Personne! 16 W. Adams 
ANdover 3-4424 Chicage 3 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
1s «6c. Erte St., SU 717-2255, 


Chicago 


A PROFITABLE OPPORTUNITY FOR 
NEW YORK AREA AGENCY 
Sales and promotion executive of Manu- 
facturing Division McKesson & Robbins 


| taking early retirement now seeks con- 
sultant producer connection with New | 


York area agency. Experience at Manu- 
facturing, Chain and Retail levels. Have 
created countless campaigns and promo- 
tions. 

Box 5386, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


POSITIONS WANTED 
ADVERTISING-MARKETING MAN 
ntrust your advertising-marketing job to 
man with 25 years experience in manu- 
facturing, retailing. advertising agency 
fields—-first hand knowledge of advertis- 
ing, public relations, merchandising, sales 
meetings, sales training. Proven planner, 
organizer, with result-getting follow 

through. 
Box 5374, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
INDUSTRIOUS, MATURE 
WITH BOTH PRINT AND TV SALES EX- 
PERIENCE desirous of opening, prefer- 


|}ably with consumer or trade publication 


Change in office location will necessitate 
shift in near future. Has excellent recom- 
mendation from present employer. Stable, 
temperate, hard working, willing to 
travel. 
Box 5375, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
GROCERY MARKETING CONSULTANT 
Develope, program, and activate profitable 
sales, advertising, merchandising. Broker- 
age supervision and appointments; new 
product introduction; sales training, anal- 
ysis, warehousing & shipping. Reasonable 
fees. 
Box 5376. ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


VERSATILE 
Public Relations-Advertising 
seeks career position. 11 years industry. 
ad agency, newspaper, association. Vet- 
eran, single, relocate, degree, 34. “J”, P. O. 
Box 8351, Dallas 5, Texas. 
MARKET RESEARCHER 
Current automobile and cigarette studies. 
Near PhD. sociologist—Member AAPOR. 
5 years experience, with good contact, 
good writing. Married, Age 32. 
Box 5377, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


SALESMAN | 


Executive 


PREMIUM EXECUTIVE 
Experienced all phases of premium mar- 
keting. Organize direct low cost profitable 
premium department in dynamic growth 
Industry. Write for marketing plan, 
| resume. 
| Box 5379. ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Illinois 


| HOUSE AGENCY HEAD 
} seeks ad manager or agency spot. Strong 
| on planning, couponed ads. Earning $15M. 
| Box 5380, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
NEED A SPACE SALESMAN? 
Broad background in building products 
and food. Experienced in trade and con- 
sumer media. Outstanding, with proven 
sales record. Seeking opportunity in East- 
ern area. 
Box 5381, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ADVERTISING ASST WITH ACUMEN 
Personable, eager, college grad 6 years 
exp. prod. typography, art background. 
| Seeking a challenge to broaden knowledge. 
Box 5391, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


REPRESENTATIVES WANTED 
| INDEPENDENT REPRESENTATIVES 
| IN OUTDOOR RECREATION FIELD 
Independent publishers space representa- 
tives wanted for specialized magazine 
serving outdoor recreation field. Entire 
Country open; new sales organization now 
being formed. 

Box 5382, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

ADVERTISING SPACE SALESMEN 

National representation needed for new 
unique export publication featuring pri- 
marily new U.S. products. Experienced, 
aggressive salesmen (full- or part time) 
wanted calling on industrial accounts and 
exporters, in major area. Straight com- 
mission, protected territory and accounts, 
also leads furnished. Excellent potential 
for imaginative, enthusiastic and persist- 
ent salesman. Direct-mail promotion 
started. Listed in Sept. SRDS. All replies 
treated in strict confidence. 

Box 5185, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
OUTDOOR ADV. SALESMAN OR BRO- 
KER to represent us in their home area. 
We are producers of 24-sheet posters and 
displays, both lithograph and silk screen. 
Send us full particulars. 

Box 5364, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
EXPERIENCED 

ADVERTISING REP WANTED 
To travel Mo., Okla., Iowa, Kans., and 
Neb. on a commission basis. Working 


RETAIL ADVERTISING DIRECTOR 


knowledge of sports will prove helpful. 


Extensive experience large discount & | Mail resume of background and qualifica- 


Dept. store chains. 
Box 5378, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


tions to Johnson Spink c/o The Sporting 
News and The Sporting Goods DEALER, 
2018 Washington Ave., St. Louis 66, Mo. 


P.R. MAN/MGN. EDITOR now editor tech 
magazine with prestige readers. Univ. 
grad: soc. sc., communication. 
Box 5387, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| Representatives for new Chicago-based 
| sailing magazine needed both east, west 
| coast. One-design racing experience es- 
| sential. Straight commission. One-Design 


Advertising Age, October 30, 1961 


REPRESENTATIVES WANTED 


SAILING REPS! 


Yachtsman, Inc., 44 E. Superior St., Chi- | 
cago 11. Phone 337-5335 


| 
REPRESENTATIVES AVAILABLE 


PUBLISHERS REPRESENTATIVE 
Established Representative seeks addition- | 
al specialized consumer magazine. New 
York metropolitan area and East covered | 
out of Madison Avenue Office. 

x 5383, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


BUSINESS OPPORTUNITIES 
TREMENDOUS OPPORTUNITY now to 
own your own business paper in huge, 
lucrative field. Easily good for $25,000- 
$50,000 net for man who knows adv. tech- 
niques. Established, going monthly in Mil- 
waukee-Chicago metropolitan-area real es- 
tate, construction, home maintenance, al- 
lied mkt. Owner time-pressed in other 
businesses: price under $20M. Repeat: Tre- 
mendous opp. All replies held strictly con- 
fidential. Write: 


AGENCY FINANCIAL MAN 


offered exciting and rewarding 
position with leading mgmt. con- 
sulting firm specializing in ad 
agency work. Please don’t apply 
unless you can satisfy all of the 
following requirements (and if 
you can that rare vocational oppor- 
tunity to go places and have fun 
doing it is waiting for you): 1. you 
are now or have been an agency 
treasurer or controller, (or asst. 
treas. or controller of a large 
agency); 2. you are versatile, am- 
bitious and energetic; 3. you can 
deal effectively with top manage- 
ment; 4. you are between 27 and 
45 years old; 5. you are service 
minded; 6. you will locate in Chi- 
cago. Write (your replies will be 
handled in full confidence): 
Box 107, ADVERTISING AGE 
200 East Illinois St., Chicago 11, Ill. 


Box 5390, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLISHER 
NEEDS CAPITAL 
Willing to sell 40% interest in an estab- 
lished business publication $15,000 
Box 5384, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WANT TO BUY 
TRADE PUBLICATION 


WORKHORSE 
(Ed., P.R., Photog., Ad C.&I., “Ghost’) 
JUMPS FENCE... 


. seeking greenery! 


Fortyish female, sound of wind and 
limb, coltish ambition. Now 3% years in 


stable of conservative company with slow- 


track pay-increase-plan, she’s champing 


at the bit. 


Solid ‘neigh, brilliant) educational back- 
ground—high-hurdle work-record has won 
2 prizes in national meets—brain-foals 


have been bought by big slicks. 


Likes heavy load in any or all above 
but wants to carry it for bigger 
purse and pasture, as soon as she proves 


fields 


herself. 
Will start cheap: $625.00 r mo.!!! 
Box 5388, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WANTED: 
MERCHANDISING 
MANAGER 


We're looking for that one 
man who can spearhead a 


“revolution in retailing” 


for an already well-estab- 


WHERE 


IS THIS 


COPYWRITER? 


He is presently working 


in a Chicago advertising 


agency. He is a seasoned copywriter—with accent on 


“ideas”. He is in his early 


thirties and has a proven 


record. He is particularly adept at food and appliance 
copy. He feels he is entitled to new writing responsi- 
bility, greater recognition, higher remuneration. 


This is the man we seek. We want him for an important 
place in a growing medium-sized Chicago agency. We 
can offer him the opportunity he wants with growth 
possibilities to match his ability. He will be eligible 
immediately for participation in the agency’s bonus 
plan. And before too long, in the agency’s profit-sharing 
trust. This man will talk to us first in a letter—with 


plenty of detail, including 
if possible, a snapshot of 


salary requirements. Also, 
himself. Our organization 


knows of this advertisement. 


ADDRESS Box 105, ADVERTISING AGE 


200 E. Illinois St., 


Chicago 11, Illinois 


lished and successful 
company that has aggres- 
sive plans for the future. 


If you are an idea man 


with a sound background 
in consumer hard goods, 
| experience in creating 
| and directing promotions, 
you may be that man. 
Background in market 
research and statistics 
also helpful. Salary is 
open. You would be work- 
ing directly with the VP 
of Sales. 


Box 995, ADVERTISING AGE 
200 E. Minois St., Chicago 11, ill. 


Established publisher interested in obtain- 
ing another trade publication. Please write | 
or call in strictest confidence. S. Russell, | 
| 487 Broadway, New York 13, N.¥. Canal) 
| 6-1454. | 
| FOR SALE 
| TRADE JOURNAL | 
| Has good position in a 2 billion dollar 
market. Full price $40,000. | 
Box 5385, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois | 
EDITOR WANTS TO BUY active partner- 
ship in going publication. 
Box 5389, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Offset printing and _ lettershop fully 
equipped, New printing pages, DSJ Vari 
Typers, IBM typewriters, Elliott Address- 
ograph Equipment, etc. Best offer. 
Box 5392, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


ENGINEERS AT HOME ADDRESSES. 
Over 135,000. Select by types. Lowest 
rates. DECISION/INC. 2617 Colerain Ave., 
Cincinnati 14, Ohio, 681-6809. 


PRIVATE OFFICES FOR RENT 
Ground floor, new air-conditioned bidg., 
near station, private parking area, next 
to gas station. Furnished or unfurnished; 
reasonable. State business and give ref- 
erences. P. O. Box 97 Mount Prospect, 
Illinois 


ART DIRECTOR—AGENCY 


Ideal for agency that wants larger 
creative contrib. from A.D. Brings 
analytical mind to bear on basics. 
Administrative ability. Crisp indica- 
tion. Exceptional flair for simplifica- 
tions. Age 33. Family. Will relocate 

nec. Box 106, Advertising Age, 
200 E. Illinois St., Chicago 11, Il. 


MOVING? 
SEND FOR BOOKLET 


' A free, 16-page booklet prepared 
f= =by Burnham Van Service, Inc. 
y can give you helpful, work-sav- 
ing, cost-saving pointers on how 
+ to organize your move from city 
| to city when you change jobs. 
How to prepare to move, tips on 
, packing, a helpful inventory 
§ checklist of things to do are 
among the topics included. Write 
| for your free copy. No obliga- 
§ =tion. Edward Swann, Burnham 
1 Van Service, Inc., 1634 Second 
i Avenue, Columbus, Georgia. 
va 


ACCOUNT 
EXECUTIVE 


A MEDIUM-SIZE CHICAGO AGEN- 
CY with excellent accounts, we're 
looking for an imaginative and capa- 
ble account executive to come in 
and be an important member of our 
organization. Ideally (but not essen- 
tially), you'll have experience in 
building materials, home furnish- 
ings, industrials, scientific. agricul- 
tural—anything else, so much the 
better. Salary: $12,000--$15,000. Op- 
portunity: what you want to make 
it by handling present accounts well, 
helping us develop new business. 
Please write, fully and in confi- 
dence, to: 


Box 110, Advertising Age 
200 E. Iilinois St., Chicago 11, lil. 


SCRIPT WRITERS 


Recent promotions have created im- 
mediate openings for two experi- 
enced script writers with Caterpillar 
Tractor Co., World’s Leading Man- 
ufacturer of Heavy Earthmoving 
Equipment. 

Assume full responsibility for crea- 
tive writing and final production of 
scripts and meeting guides for sales 
training and promotional meetings 
—sound filmstrips—films—visualized 
talks. Work with artists—photogra- 
phers—graphic arts and film produc- 
tion staff in Audio-Visual Section. 


Must have Journalism degree or 
equivalent —2 years’ professional 
writing experience with industrial 
motion pictures—advertising—radio- 
TV—magazine or newspaper. Work- 
ing knowledge of photography de- 
sirable. 

Send complete resume — work expe- 
rience — salary requirements te: 
J. C. Myers 
Technical & Professional 
Employment 
Caterpillar Tractor Co. 
Peoria, Mlinois 


We are an equal opportunities employer 


REPRESENTATIVES 


cago, Nov. 7-9. 


POINT-OF-PURCHASE 


AND SALESMEN 


Visit us at POPAI in Chicago 


We will be exhibiting several advertising display specialties 
including single-faced corrugated display material. These dis- 
play specialties are now being used by many large national 
advertisers and we have openings for good live-wire repre- 
sentation in several sections of the country. 


If you are interested in increased earnings and good repeat 
business on display items with little or no competition, write 
us today for information and arrange to meet with us at our 
Booth 209-211 at the POPAI Show, McCormick Place, Chi- 


PROGRESS LITHOGRAPHING COMPANY 
AMBERLEY VILLAGE, CINCINNATI 37, OHIO 
PHONE: ELmhurst 1-1900 


Adve 
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COPYWRITING STUDIO 
Confidential Work 
Add 26 copy capa 4 
staff —but not 
your poyroll—get > 


MU 3-1455 


270 madison /ny 16 


MARKETING MAN 


Creative Sales Producer 


For advertiser or agency. Important ex- 
perience in package goods; also other 
industries. Successful 15-year background, 
now Vice President/Account Supervisor. 
Plus factors: sound judgment; dedicated 
to efficiency, greater profits; power to 
inspire, motivate others—and more. N.Y.C. 
Box 108, ADVERTISING AGE, 630 Third 
Ave., New York 17, N. Y. 


FOR SALE 


Outdoor Bus Stop Bench 
Advertising Company 
operating in 20 Cities. A 
real opportunity. Owner 
wishes to retire. 


Box 102, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


12 YEARS.... PLUS 


I offer 12 years experience in Merchandis- 
Advertising, Sales Promotion, and 
Emphasis on creative and admin- 
istrative ability with the following prod- 
ucts as an A/E, Adv Sis Prom Mgr, and 
Agency owner: 

BANKS 

BUSINESS MACHINES 

COIN-OPERATED DRY CLEANING 

EQUIP. 


COMMERCIAL LAUNDRY EQUIP. 

ELECTRICAL SPECIALTIES 

FISHING TACKLE 

MARINE PRODUCTS 

MENS SHOES 

MILITARY END PRODUCTS 

VARIETY OF RETAIL BUSINESSES 
Desire to create, develop and execute all 
phases Adv. Sales Prom. for aggressive 
marketeer of same or parallel products 
Know markets, product developments dis- 
tribution. Ultimate aim is to become key 
rag! cree: met marketing executive. Age 

4, Relocation no problem. Available Nov. 1. 

Box 111, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


COPYWRITER 


This medium-size, growing Chi- 
cago agency wants to continue 
creating some of the best consumer 
and industrial advertising in the 
business — with your help. Your 
talents may be somewhat extended 
here because our standards are 
high. But you will meet these 
standards because you have 
proved, in several years of agency 
experience, that you can: 
(1) develop sound selling ideas, 
(2) give your ideas impact with 
a sensitive wedding of words 
and pictures, 
(3) write creatively (with crafts- 
manship), 
(4) wrap up every job—com- 
plete. 
If you have partaken of the whole 
media melon, including a healthy 
slice of print, write us right away. 
We've told our people, so you can 
tell us all in confidence. 


Box 115, Advertising Age 
200 E. Ilinois St., Chicago 11, Il 


Advertising 
Space 
Salesman 


One of America’s best known 
business paper publishers has a 
key spot open now. We need a 
New York-based salesman with 
proven ability to sell effectively 
and creatively. Familiarity with 
advertising and promotion serv- 
ices desirable, but sales ability 
first consideration. This is a top 
company. $150 weekly draw plus 
good commission arrangement 
and unusual company benefits. 
Family man in thirties preferred. 
Send complete details in first 
letter. 


Box 103, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


Our SOth Year 
A/E—Agency exp. 
Industrial Consumer 
—_— KETING ANALYST 
‘onsumer only MBA pid 
PUBLIC RELATIONS Supervieor 
Nat'l o—_ exp. essential 000 
MANY MORE-—MAIL RESUME 


GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, Ill. 
Phone: CEntral 6-5353 


$12,000 
10,000. 


NEED WEST COAST 
REPRESENTATION? 


Experienced medium-sizea San Francisco 
advertising agency can be your West Coast 
office. Complete agency service available. 
Principal will be visiting eee ee | New 
York shortly for appointments 

Box 109, ADVERTISING AGE 


200 E. Illinois St, Chicago 11, III. 


fst dina pil. * 


service for Adv. “At & 
allied fields. 

By appointment only 
67 E. MADISON « SUITE1418 
CHICAGO 2, III. 
CEntral 6-5670 


DON HARRIS NEEDS: 
hese medium-to-lower-salary men 
not in his files 
COPY, print- -broadcast. Growing consumer- 
goods agency $13,500 
COPY-CONTACT, industrial Long -estab- 
lished Midwest Agency $11-$12M 
COPY— MERCHANDISING—SALES PRO- 
MOTION — Foods, other consumer. Over 
10-million agency. Can be in 40's $11M 
LAYOUT ARTIST, early 30's, 5-million, 
smaller-city agency 2 to $9,500 
ASSISTANT AE, 1 to 2 years good copy- 
contact experience. No special product 
background, but must be first rater. $8,500 
DON HARRIS, Director 
LOU PAETH, Associate Director 
Advertising and Marketing Division 
MONARCH PERSONNEL 
28 E. Jackson Blvd., Chicago . WA 2-9400 


‘SALES 


SSB Soe 


inative, 
administrator. 


YOUNG EXECUTIVE 


A rapidly growing management 
firm with headquarters in Chicago 
is looking for an intelligent, hard- 
working executive, between 30 and 
40 years of age, to assume major 
management responsibility. Our 
compensation plan represents an op- 
portunity unexcelled for men gen- 
uinely interested in their future. 
Only men whose income is currently 
in five figures will be considered. 

Leadership, organizing ability and 
drive are essential. If you can show 
a record of accomplishment, we 
would like to hear from you so a 
personal interview can be arranged. 
Members of our organization are 
familiar with this advertisement. 


Box 116, ADVERTISING AGE 
200 E. IMlinois St., Chicago 11, tl. 


Se a a ae ee a a a a 


+. 
* 


SPECTACULAR 
ILLUMINATED SIGN 
AT FAMOUS CORNER 


am 
a. 


* HOLLYWOOD AND VINE * 


»* 
cm 


AVAILABLE NOW 


Landmark location for residents 


* and visitors alike. One of largest 


PROMOTION 
MANAGER 


EES 


sign structures in L.A. Faces sev- 
eral miles down World Famous 
Vine Street . . covering wide 
area to South, East and West. Very 
attractive rental. Contact F. Cron- 
quist, Mgr. 
HOLLYWOOD TAFT BUILDING 
1680 N. Vine Street 
Hollywood 28, California 


Phone HOllywood — 
* * zxkeaek* 


* 


- 
7 
* 
- 
* 
7” 
. 
. 
s 
* 
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Chitin opportunity exists with nationally known 
growth manufacturer of toiletries, proprietary pharma- 
ceuticals and household chemical specialty products. 


The man we require should have at least 10 years’ success- 
ful experience with packaged consumer goods manufac- 
turers who distribute through drug, department, variety 
and food stores. This exposure may have been in sales 
promotion or product management assignments. 


Successful job performance requires a very creative, imag- 
persuasive type of person who also is a good 


Reasonable travel from midtown 
New York City headquarters. 


Send resume including education, 
experience and salary requirements to: 


Box 702-B, 55 West 42 St., 


New York 36, N. Y. 


NATIVE BEARER FOR A. E. 


Finds engravings, artwork, art directors, 
copywriters and letter the client sent 
Speaks Production fluently, also pidgin 
media and radio-TV. Experienced and has 
been allowed near clients by top 4A agen- 
cies. Wharton Grad., BS in Econ. 1953 


Box 999, Advertising Age 
630 Third Avenue, New York 17, New York 


Looking For a 


JOB? 


try the “position wanted” col- 
umn of Advertising Age’s 
“The Advertising Market 
Place” 


Assistant To 
Advertising Manager 


Unlimited potential for a young man 22-27 
who has some college background and a 
minimum of two years experience with 
copywriting and related fields, including 
printing, layout, production, etc. Must be 
willing and able to assume managerial du- 
ties quickly. Located in the North Shore 
area of Chicago, this $100,000,000 interna- 
tional organization will offer a real chal- 
lenge to the right man. Send a complete 

resume 


Box 104, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Il. 


PUBLISHER’S GIRL FRIDAY 


Magazine production know-how, all 
office skills, including shorthand. 
Good opportunity for responsible, 
take-charge self starter. Salary open. 


Write to: CHICAGO PLAYBILL, 
608 S. Dearborn St., Chicago 5, Ill. 


Buy ill partner’s stock 
in Los Angeles agency 


Profitable, established, ade- 
quately financed agency, now 
billing only $400,000, but with 
immediate growth opportunity 
and exceptional creative record, 
is looking for a strong, hard- 
working, and very high calibre 
partner to take over financial 
administration and account man- 
agement. The right man, with 
major league business acumen, 
to whom pride of accomplish- 
ment is of equal importance to 
profit, can acquire 25% to 50% 
stock interest at book value, 
approximately $5,000 to $10,000 
investment. Strictest character 
references exchanged. Write to 
Owner, c/o Kevin Craig, 10552- 
3/4 Eastbourne, Los Angeles 24. 


XG ba 


but LoWan SpACE? 


HERE you can get completely 
new offices—constructed to your 


plans—at surprisingly low ren- 
tal. Space to grow — modern — 
very handy location. 
Prestige at low cost. 


EAST 
WACKER 


AT WABASH 


McCORMICK BEATTY 
COMPANY...HA 7-6560 


CREATIVE HOUSE PERSONNEL 


PURELY PERSONNEL 


We once ran the 100-yard dash in 
10 seconds flat. 


But we never won a race. 


After many failures, a coach 
handed us a yardstick. “Keep this 
as a reminder,” he said, “that 
you're just 36 inches from being a 
champ.” 


In advertising, too, the real cham- 
pions are the ones who know how 
to go those extra inches, or who 
take the extra hours, to be great 
and not just good. 


How’s your track record? 
WE NEED A STAR 


We've found the end of the rain- 
bow for some great creative star. 


A Chicago agency wants us to 
bring them a man whose cam- 
paigns have made advertising his- 
tory, and whose name would be 
just as well known on Main Street 
as it is on Madison Avenue. 


Such a man could write his own 
ticket with this firm with titles, 
stock options—maybe a partner- 
ship. 


There are probably only five men 
in America who would truly 
measure up to the job we have in 
mind. If you’re one of the five, why 
not write or call us before the 
other four beat you to it? 


Meanwhile, back at the ranch, we 
have these choice copy spots to 
fill: 


RE a bob idescecdeges ciety $35,000 
ee ee 25,000 
EE edisss vextedssns enars 20,000 
IE, on 66.4443 <400auaee 20,000 
ED 660557004050 Gos ened 15,000 
DOD coon nde dese 0s dacossneee 15,000 
rT eee ee 14,000 


In addition, we have literally doz- 
ens of copy spots in the $8,000 to 
$12,000 area. Make us feel like a 
Salvation Army Santa Claus. 


But must we beg? 
PRESIDENTIAL ELECTION 


A Chicago agency wants us to find 
an account executive who can step 
into the President’s chair. (Not 
with your shoes on we hope!) 


If you've always dreamed of being 
President, open those big blue 
eyes and dictate a letter fast. But 
just make sure you're not just 
dreaming. 


We also need these AE’s: 


SET Sekduevdey seeesesthewaaen $20,000 
ED. an 0060000 6600 pae’ ca 18,000 
ok, eer 15,000 
EE 405s dha sessacebcnees 12,000 


ART ON MAIN STREET 


Just as an indication that not all 
our art jobs are in Chicago or New 
York, here are some of our cur- 
rent listings for layout men: 


ED <d.66 cc sinedanenscaeun $20,000 
GED. ccc cevecgeevcctsens 15,000 
Peres sree 15,000 
REED Sc ccedcedadhdeseennde 15,000 
0 rer 14,000 
er 13,000 
South Bend 12,000 
Richmond ‘ 12,000 
Grand Rapids . _ ... 10,000 
Boston ...... jus vreans «odes 
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CHICAGO 11 


So join Creative House and see the 
world 


That goes for illustrators 


, design- 
ers and keyliners, too! 


HEY, YOU MEDIA PEOPLE! 


Must Ad Age put you on their 
free list to get you to read our 
ads? We've got jobs to fill. Why 
not send us your resume right 
after lunch? Say four o'clock, 
maybe? 


PUBLIC RELATIONS 


We once ran a notice here that we 
needed someone in public relations 
with lobbying experience. 


Believe it or not, a former recep- 
tionist from Young & Rubicam av- 
plied and told us she had worked 
in their lobby. 


Let’s not get mixed up this time. 
kids. Our current PR listings call 
for the following experience: 


Insurance, Automotive, Electrical, 
Trade Association, Schools, Photo- 
graphic, Boating. 


Most are in the $10,000 to $12,000 
area. Any takers? 


UNCLASSIFIED ADS 


These are too late to classify. But 
there’s a job here for someone. 
Could it be you? 


Billboard Salesman. A steady job for 
an outdoor man (no hunting or 
fishing) to sell three-sheets, who 
doesn’t come back from lunch 
three sheets to the wind. 

OPEN 


One Girl Ad Dept. A top notions com- 
pany has a spot for a gal who can 
plan promotions that sing—but not 


off key. $8,000 


Package Designer to work full time 
planning gay boxes for a house 
that makes party accessories. A 


fun job. 
$15,000 


Market Research. A top food com- 
pany needs a researcher who 
knows that you don’t just make 
store calls to find someone from 
Cunningham & Walsh to have 
lunch with. 

$12,000 


Personnel Mgr. A Milwaukee com- 
pany wants a “Coordinator of 
Management Development” psy- 
chologist which, in plain English, 
means could you hire anything 
but a bunch of stumblebums? 


THE VERY END 


We're so grateful to so many of 
you who have written in to say 
they like our column. 


Gosh, oh golly, we even have a fan 
club in Lincoln, Nebraska. 


But, dear friends and gentle veo- 
ple, this is no “column.” What you 
have just been reading is an ad. 
Although Sid Bernstein pavs 
characters like Tyler, Neff and 
McMahan untold thousands, we 
can’t utter a peep without paying 
eighteen something an inch. 


So this being an ad, answer it. 
Just a postcard will bring you our 
application forms. 


And our gratitude. 


ADVERTISING KNOWS JACK BAXTER 
DE 7-0001 
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Kids to See 
Fewer Westerns 


in BBC Revamp 


BBC Says Sports Helped 
It Outpull Commercial TV; 
3rd TV Net Still Pondered 


Lonpon, Oct. 25—The British 
Broadcasting Corp. has suggested 
in its annual report that there are 
to be fewer westerns in its chil- 
dren’s tv programming in the fu- 
ture. 

The 170-page report said the 
supply of animated fantasy, “an 
essential ingredient in children’s 
programs,” has been inadequate 
for a long time. 

But with more films of this type 
coming from continental Europe, 
“we should soon be using less 
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terrain 4 


maximum | 
power 
transmitter 


naon7 Ni TALLER 
‘were WOC 
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|;during the period split 83% 


American film.” 


word of praise for the horse op- 
| eras, however. 

“This,” it said, “is not to decry 
the appeal of westerns. A broad- 
cast program for children without 
westerns would be without an au- 
dience, too.” 

Children are “heavy” viewers, 

BBC reported. Almost half the 
children in Britain between the 
ages of 5 and 14 are looking at a tv 
| set any time between 5 p.m. and 
|\9 p.m. on a winter day. But on 
|sunny summer evenings the per- 
| centage falls to 35%. 
The average duration of view- 
|ing (for adults as well as children) 
‘is around two hours a day per 
viewer, the report added. 


|@ Figures contributed to the re- 
port by the BBC’s audience re- | 
search department, which has in-| 
terviewed 17,000,000 viewers since | 
its founding in 1939, showed that | 
viewers with multi-channel sets | 
devote an average 39% of their) 
viewing time to the state-owned, | 
non-commercial BBC and 61% to| 
the commercial channel. 
The total tv audience is now | 
nearly 41,000,000—or 84% of the| 
population. 
But competition between the two | 
networks is fierce. There was a| 
big swing during the summer | 
months—July to September—to- | 
ward BBC television, attracted by | 
sport and film programs. 
Saturday afternoon audiences | 
to | 
BBC and 17% to commercial, with | 
an average of more than 4,000,-| 
000 watching BBC, as against 900,- | 
000 on the commercial network. | 
On Sunday afternoons BBC kept | 
its lead, with an average audience 
of 4,500,000 against 2,600,000 for | 
the commercial network. The BBC | 
share of audience was slightly | 
higher than for the same period of 
| 1960. 


| The report did not make a 
straightforward bid for another 
|television channel, but it said: 


| “It is important to be able to 
|offer an alternative program. The 
’ 
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it's simple . . . SHOW HIM with living 3-0 
pictures. Stereo talks a language every- — 
body understands. 

In today’s demanding market, the com- 
plete, dramatic realism of full-color stereo 
carries your message as no other media 
can. Stereo is always seen—never goes 
into the wastebasket. Your prospect sees 
your product exactly as it is—be it buttons 
or bulidozers—and hears it speak with 
commanding authority. Design, color, tex- 


| ture, all details and features are repro- 
| duced with a “reach out and touch” real- | 
| 
| 
' 


ism that “reaches out and sells”. 


Put View-Master Stereo to work 
for you—write today. 


| 
e@eeeeeeeeeeeeee ee 
| 
| 


SEND FOR FREE SAMPLE: View-Master | 
product reel and hand viewer. Mail coupon to 
Sawyer's, inc., Dept. A, Portland 7, Oregon. 
Name 


Zone. 


The report pointedly added a 
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Mr, Lane is no devotee of planned obsolescence 


Powe d - aos in oh Serene is Emeresting wis ss 
ae ow a dneppnering tm te wapie, the hae towe 
rar te Low ctecamg ste te thee memenben:!y 
pawn te pete rm ~ soon Jey Bint shh haga ste Lame 
ee r Rien: (proms ano eee | + rec eeme 
ee hontmnaely towed ate fier ho ned Ot te \f 
oon aera curs LANE 
: Sindee 7 
Sa Clomid AN et mcm, 


OE Se Ne A Nate Mee AN CAGE eg 


MEET MR. LANE—Herman Lane, head 
of Lane Ltd., will follow the lead 
given by Commander Whitehead 
(of Schweppervescence fame) in 
these new ads for his smoking to- 
baccos (see story on Page 40). 


running of two programs by one 
planning authority does not mean 
that ‘minority’ is automatically 
balanced against mass. 

“The value of a dual program 
service is that it widens the whole 
range of programs, thus giving the 
viewing public more incentive to 
divide and redivide into so-called 
minority groups.” 

The Pilkington committee, a 
government appointed body under 
industrialist Sir Harry Pilkington, 
is now considering the whole fu- 
ture of broadcasting and television 
in Britain and the pattern it should 
take. It has been taking evidence 
from interested persons and groups 
for nearly a year now. 

It is generally agreed that there 
is to be a third television channel 
at some time in the future, and the 
Pilkington committee will decide 
who is to operate it. 

It may give the third channel 
to the existing commercial tv net- 
work, operated by Independent 
Television Authority and leased 
out in regions to program con- 
tractors who provide the programs 
and sell advertising spots to fi- 
nance their operations. 

Or it may decide to hand the 
third channel over to BBC. 


s The likeliest guess is that it will 
do neither, but in the best manner 
of British compromise, will hand 
it to a third and new body. Since 
every television owner must now 
hold a license costing $14—most 
of which goes to BBC and none 
to the commercial network—the 
odds are that the third channel 
will be financed by advertising. 

Several observers have sug- 
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+ but the surrounding districts as|tion is sometimes asked how ad- 


well. .. _vertising influences commercial 

“More than once it has been broadcasting. I think that the an- 
suggested that we should run our | swer lies not only in what goes into 
local stations commercially, per-|commercial broadcasting, but also 
haps confining advertising to local | what is left out. The range of ma- 
firms. terial is reduced.” + 


© “In passing I would say that | Tucker, Furbush Elected 


»). any hope of confining advertising | Meredith P ublishing VPs 


in this way is doomed to failure, | D. D. Tucker, director of adver- 
since many of the products which | tising of Meredith Publishing Co., 
a local advertiser might want to | and Frank Furbush, assistant to the 
advertise are in fact national prod- | president, have been elected vps of 
ucts. One would quickly be) Meredith Publishing Co. Mr. Tuck- 
drowned in a sea of conflicting |er, who was named advertising 
definitions. | director in August after serving as 
“We have set our faces against assistant advertising director since 
the receipt of advertising revenue, | 1955, is responsible for all adver- 
not from a ‘holier than thou’ atti- | tising sales of Better Homes & Gar- 
tude, but because we believe that| dens and Successful Farming and 
the acceptance of advertising rev- | the six BH&G Idea annuals. 
enue inevitably curbs one’s inde-| Mr. Furbush has been assistant 
pendence. | to Fred Bohen, Meredith president, 
“When one says this, the ques-' since 1945. 
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| 


gested that the third channel! 


might be operated by BBC but fi- 


nanced through advertising, in or- | 


der not to 


But this seems unlikely in view 
of a recent statement by BBC Di- 
rector-General 


BBC is now considering the pos- 
sibility of setting up local broad- 
casting stations which could pro- 
vide a service not only for the 
towns in which they are situated, 


increase the present | 
| high cost of a television license. 


Hugh Carleton|| 
Greene. He said last month: “The | 


| 


Westport has excellent schools, 
beaches, moorings and a com- 
munity club-park. 

My charming home has a large 
living room with fireplace, 3 bed- 
rooms and large studio/bedroom. 
Cooled by attic fan. 2 baths. 

Big 2-car garage, playroom, laun- 
dry, sundeck. 

High, drained wooded acre, on 
circle of a dead-end maintained 
road. 

Oversize screened terrace close to 
dense w makes a cool living 


room. 

Well worth a visit to Hal Darrow. 
38 Highland Road, Westport, Conn. 
Dial 203 CA 7-7348. 
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This Week in Washington .. . 


FDA Moves Past Health-Safety Area 
to Crackdown on ‘Economic Cheating’ 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Oct. 26—A new 16- 
man citizens committee has just 
been appointed to examine the 
kind of consumer protection that 
should be provided by the Food & 
Drug Administration. Its report is 
sure to deal with subjects of im- 
portance to many marketers. 

Until relatively recently, FDA’s 
ability to protect the nation’s food 
and drug supply has been taken for 
granted. Its reputation as a hard- 
hitting, crusading regulatory agen- 
cy dates back 60 years, to the fear- 
less young men of Dr. Harvey 
Wiley’s “poison squad” in the De- 
partment of Agriculture. 

But the product mix and mer- 
chandising practices of the food 
and drug industries have under- 
gone a vast technological upheaval 
since World War II. Now FDA 
finds itself under fire in Congress 
for tolerating an array of alleged 
“abuses,” ranging from the high 
cost of drugs to confusing infor- 
mation on cookie labels. 

In FDA’s early days, snake oil 
men were palming off worthless 
drugs on the public, and primitive 
conditions exposed the nation’s 
food supply to filth and cheating. 
Before World War II days, when it 
was dealing chiefly with adulter- 
ated foods and dangerous drugs, 
FDA had smooth sailing. Cases 
were easy to prove; and the courts 
had no misgivings about imposing 
stiff sentences. 


® FDA is also required to deal 
with a variety of forms of “eco- 
nomic cheating,” such as_ short 
weight and failure to disclose es- 
sential information on labels. In 
these economic cases—where there 
are no laboratory tests to establish 
“truth’—courts have been harder 
to convince. After losing a series 
of “slack fill” cases in the early 
1940s, FDA determined to channel 
its limited wartime money and 
manpower to projects that stood a 
better chance of producing results. 

As staff and budget returned to 
more normal proportions after 
World War II, FDA intended to 
get back four-square into the 
regulation of labeling. But it was 
swamped with other problems. 

Increased use of chemical addi- 
tives and artificial colors in foods 
and cosmetics, widespread use of 
new pesticides, chemicals and mir- 
acle drugs made FDA’s job of pa- 
trolling the food and drug indus- 
tries immeasurably more compli- 
cated. The problem of protecting 
public safety was all-absorbing. 
New packaging and labeling tech- 
niques for foods and drugs seemed 
trivial by comparison. 


s Eight years ago the Eisenhower 
administration set up a citizens 
committee to determine whether 
FDA was keeping up with its as- 
signment. As a result of the efforts 
of this committee, Congress gave 
FDA vastly increased authority 
over food and color additives, pest- 
icides and the labeling of haz- 
ardous household chemicals. To_as- 
sure adequate scientific resources, 
FDA’s budget was doubled and re- 
doubled. 

The new review committee just 
designated by Health-Education- 
Welfare Secretary Abraham Ribi- 
coff will have to find out whether 
FDA is moving effectively to han- 
dle these assignments. In addition, 
congressional concern over such 


problems as high drug prices and | 


deceptive packaging opens a new 
area for discussion. 

Two general kinds of “economic” 
regulation are at issue right now. 
As a result of Kefauver committee 


activity, there are demands for 
more effective action by FDA to 
prevent the introduction of doubt- 
ful new drugs—costly prescription 
drugs and over-the-counter “mir- 
acle” workers alike. 


s At the same time, the special 
subcommittee on packaging, under 
Sen. Philip Hart (D., Mich.), has 
demonstrated that food labels and 
packages are often less trustworthy 
than the consumer may be in- 
clined to assume. 

On matters of safety, FDA has 
massive legal power. But its au- 
thority over “economic cheats’— 
questionable products, deceptive 
packages and labels, etc.—reflects 
congressional reluctance to give 
regulatory agencies decisive au- 
thority on matters that may be 
arguable. 

No new drug can be marketed 
unless FDA is convinced it is safe. 
But even in the drug field, on mat- 
ters of effectiveness, Congress re- 
solved all questions of doubt in 
favor of the manufacturer. Any 
safe drugs can be marketed even if 
effectiveness is doubtful. Only after 
the product is on the market can 
FDA attack it. And then only by 
contending that it is improperly la- 
beled since it will not do what the 
manufacturer claims it will. 

At that stage, however, the bur- 
den of proof rests on FDA. And the 
litigation can be difficult and time 
consuming. 


® Now there are demands that 
FDA have increased authority to 
keep doubtful products off the 
market. Some proposals are sim- 
ply designed to make it easier to 
curb the quacks. Others, including 
several which originated with Sen. 
Estes Kefauver (D., Tenn.), seek to 
prevent the introduction of “new” 
prescription drugs unless they rep- 
resent an improvement over drugs 
already on the market. 

Even before the Kefauver com- 
mittee investigations put a spot- 
light on this problem, FDA tech- 
nicians were warning that the pub- 
lic isn’t getting enough protection. 
As far back as 1956, William W. 
Goodrich, associate general coun- 
sel of FDA, outlined the difficulties 
in a speech before the food, drug 
and cosmetics division of the 
American Bar Assn., which he ti- 
tled “Searching for Medical Truth 
in the Legal Jungle.” 


s Earlier this month, at an “anti- 
quackery” conference sponsored 
jointly by FDA and the American 
Medical Assn., Mr. Goodrich re- 


opened the discussion. Scientists 
and lawyers, he explained, ap- 
proach the problem of “quackery” 
from opposite directions. In the 
laboratory a claim is false until 
proven true. But in law the medical 
claim is presumed true until the 
government is able to prove falsity 
“by a preponderance of the evi- 
dence or beyond a_ reasonable 
doubt.” 

One recent anti-arthritis product 
contained a combination of acids, 
which were to be taken along with 
a laxative and a vitamin. 


to spend good effort testing such 
an irrational mixture in the labora- 


tory,” Mr. Goodrich said. “Yet 
seven full weeks of trial before a 
federal judge were needed to hear 
all that had to be said about that 
|drug before an order was issued 
| against it.” 

The marketer produced a paper 
|by a university investigator indi- 
|eating that acids in the treatment 
might affect the acid-base ratio of 
\the body, and relieve the joints. 
|Three general practitioners testi- 


fied they used the product success- | 
fully. Eight days were used in cross | 
examining these doctors. 


@ As a result of the Kefauver in-| 
vestigation, the marketing prac- | 
tices of ethical drug makers have | 
come under a cloud for the first) 
time. Sen. Kefauver believes the | 
industry keeps its prices—and | 
profits—at high levels by introduc- 
ing a steady stream of new prod- 
ucts. 

There has been testimony that | 
many of the new products are 
not significant improvements over 
those already on the market, and 
there have been instances of “new” 
products—advertised in reputable 
medical journals—which subse-| 
quently failed to measure up to | 
promise. 

Secretary Ribicoff is stepping 
adroitly away from some of the 
remedies which have been spon- 
sored by Sen. Kefauver. But a pro- 
posal to give FDA stricter control 
over new drugs already is being 
circulated in the administration. In 
an appearance before the Kefauver 
committee, Mr. Ribicoff pointed 
out that laws dating back to 1913 
enable the Agriculture Department 
to prevent the introduction of use- 
less biologicals. ‘Humans are en- 
titled to at least as much protec- 
tion as hogs,” he declared. 


s FDA also must decide soon 
whether to ask Congress for addi- 
tional authority in the packaging 
and labeling field. Embarrassed by 
the exhibits displayed by the Hart 
packaging subcommittee, FDA’s 
field staff started shopping the su- 
permarkets last summer. Commis- 
sioner George Larrick was dis- 
mayed by the prevalence of short 
weighting and labeling violations. 

Under existing law, a food is 
deemed misbranded “if its contain- 
er is so made, formed or filled as 
to be misleading,” and if the state- 
ment of contents is not prominent- 
ly placed with conspicuousness and 
in such terms as to render it likely 
to be read and understood by the 
ordinary individual under custom- 
ary conditions of purchase and 
use.” 

Early next year FDA will be 
called before the Hart subcommit- 
tee to recite its problems in dealing 
with “economic cheats.” Mean- 
while, its enforcement of ‘““econom- 
ic” regulations has perked up 
When it appears before the Hart 
subcommittee it will have to be 
prepared to take a stand: Are new 
laws needed? Can existing law 
meet the need if there is a sus- 
tained effort to secure compliance? 


Gov. Meyner to Appeal FCC 
Approval of WNTA-TV Sale 
The announcement made Oct. 26 
by New Jersey Governor Robert B. 
Meyner that he would appeal the 
Federal Communications Commis- 
sion’s approval of the sale of 
WNTA-TV, Newark, to a New 
York educational group precipitat- 
ed conjecture in the industry. 
Gov. Meyner, who has opposed 
the sale of New Jersey’s only tv 
channel to an out-of-state group 
ever since it was announced last 


June, decided to take legal action 
when the FCC this week voted six- 
to-one in favor of the station sale 
by National Telefilm Associates to 
Educational Television for the 
Metropolitan Area for $6,200,000. | 
The dissenting vote was cast by) 


case. 
None of the principals involved | 
jseemed able or willing to say 
whether litigation could delay the 
educational group’s anticipated 
porn 1 starting date. 
Jones Heads Mattel TV Ads 
Jack Jones, formerly vp and 
general manager of Musicasting 
Inc., has been named to the new 
| post of television advertising man- 
;ager of Mattel Inc., Hawthorne, 
|Cal. 
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BRITISH VISITORS—Oliver Baxter and Barry Davies are greeted by 

Fred Gamble of the American Assn. of Advertising Agencies on 

their arrival from England for a month’s tour of the New York ad- 

vertising business. The young admen each won a competition spon- 
sored by the Institute of Practitioners in Advertising. 


U.S. Agency Aggressiveness Awes Visiting 


British Admen; Prefer ‘Professional Tone’ 
New York, Oct. 25—Any ad-|ter than the best of the American,” 


man contemplating a visit to New 
York on $10 a day should talk to 
Oliver Baxter and Barry Davies. 

The 25-year-old Londoners com- 
pleted a month’s stay this week. 
They won the Alfred Bates Awards 
competition sponsored by Britain’s 
Institute of Practitioners in Adver- 
tising. The prize was $750 each, 
out of which came plane fare of 
more than $400. 

The two Cambridge graduates 
first roomed at the 34th St. YMCA, 
but soon moved uptown to a more 
central hotel. This was convenient 
to several automats, where the 
Englishmen became familiar fig- 
ures. 

“We have been hampered by a 
lack of cash,” Mr. Baxter said, 
with Mr. Davies adding, “We have 
been tremendously overwhelmed 
by the hospitality and kindness of 
Americans and by the way we 
have been wined—er, martinied— 
and dined.” 


e With the American Assn. of 
Advertising Agencies acting as 
host, Mr. Baxter and Mr. Davies 
visited six agencies in the medium- 
to-very-large bracket, four media 
organizations, three publishers, two 
advertising associations, a public 
relations organization and a re- 
search operation. 

They were impressed by the 
“very much larger and more ag- 
gressive” agencies and organiza- 
tions here but said they preferred 
the more professional tone of Brit- 
ish IPA agencies, which do not 
solicit accounts, “or at least don’t 
get caught soliciting advertising.” 

Of the agencies they visited, Mr. 
Baxter said he was most impressed 
by Benton & Bowles and the man- 
ner in which its research and 
marketing activities were coordi- 
nated with creative work. 

Mr. Davies was most taken by 
the creativity and end-product at 
Doyle Dane Bernbach, and said he 
admired the “professionalism” 
with which DDB worked inter- 
nally and with clients. 


“Top notch clinical investigators Commissioner John S. Cross, who|s The young men said they did 
told FDA it was a waste of money | favored a public hearing of the | not get to see much television here, 


but nevertheless felt that tv is 
“one of the few media in which 


England leads America.” They felt! 


that U.S. tv is headed toward 
the English system, where adver- 
tising takes second place to edi- 


torial matter, and to some sort of | 


magazine-style programming. 
They found American newspa- 
pers considerably more difficult 
for an advertiser to cope with 
than British newspapers, because 
they are not national in character. 
“The best British papers are bet- 


they said. “But the worst—our gut- 
ter press—is infinitely worse than 
yours.” 

Both appeared disillusioned by 
the impersonal quality of one of 
the largest agencies they visited. 
They were taken on separate tours 
of this agency, and when they re- 
turned to the staging area, Mr. 
Baxter and Mr. Davies said, they 
had to introduce the two agency 
men, who served as their guides, 
to each other. 


= Mr. Davies was impressed with 
the “visual importance” attached 
to advertising, in contrast to ads 
in Britain, where there is a “heck 
of a lot more copy.” 

Mr. Baxter has been in adver- 
tising two years. He is an assist- 
ant account executive at Greenlys 
Ltd. and has worked on Alitalia, 
Idris soft drink, Maws baby prod- 
ucts and Abbey National Building 
Society. Mr. Davies, in the busi- 
ness for a year, is an assistant 
account executive at S. H. Ben- 
son Ltd. and has worked on Dun- 
lop tires, Aquascutum, Austin cars, 
Linguaphone and Johnny Walker 
scotch. 

Both are married, but had to 
leave their wives at home. 

“I’ve been getting anguished 
letters,” said Mr. Baxter, adding 
wryly, however, that “they’ve been 
coming from Monte Carlo and 
Paris.” + 


‘Frozen Food Age’ Not Part 
of Ahrens Purchase 

In a report on Hayden Publish- 
ing Co.’s acquisition of Ahrens 
Publishing Co. (AA, Oct. 23), Ap- 
VERTISING AGE incorrectly stated 
that Frozen Food Age was one of 
the Ahrens publications involved. 
Actually, Ahrens sold Frozen Food 
Age to Frozen Food Age Publish- 
ing Corp., New York, in January, 
1961. The corporation is headed 
by A. H. Rosenfeld, president. 


Official Films Sales Up 


Official Films, New York, tv film 
distributor, reported at its annual 
stockholders meeting Oct. 25 that 
unaudited gross sales for the quar- 
ter ended Sept. 30, 1961, were 
$333,655, up from the $223,854 re- 
corded in the comparable 1960 
quarter. Net income, before taxes, 
was $100,571 in the 1961 quarter, as 


|against $46,147 for the previous 


year. After provision for taxes, net 
income for the most recent quarter 
was put at $54,436. Official paid no 
federal income tax in the earlier 
quarter because of a loss carry for- 
ward. 
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Network Radio Sponsors, Agencies *ser-.:2 <: 


Fourth Quarter, 1961 


“SPECIAL INTEREST” MAGAZINE OF 


AMERICA’S FASTEST-GROWING 
FAMILY MARKET 


Total Catholic households are 
growing twice as fast as all others 


— over 35% increase in 10 years, 
compared to 16.6% U.S. average! 
CATHOLIC DIGEST, over 750,000 
net paid, is edited for thorough 
family . +. Contains 25 to 
30 articles each month from the 
world’s finest magazine, newspa- 
per and book sources. At $1.75, 
CATHOLIC DIGEST’S cost per 
1000 is one of the LOWEST in the 
entire magazine field. To sell 
MORE to more households, get all 
the facts on this special-interest 
publication. 


CATHOLIC DIGEST 


Advertising Office 
44 E. 53rd St., New York 22, N.Y. 
Telephone PLaza 3-0828 


Philip Morris Inc. 
American Safety 


Razor division .... 


| Miller Brewing Co. 


Christmas Club Inc. 


Mennen Co. 
Plymouth 
Thomas Leeming 


I > cacetareinetlliacd 


Jaymar-Ruby 


| Lennox Heating & 


| Hastings Manufac- 


| Air Conditioners .. 


| General Foods 
1°) IR sresananantiennanes Young & Rubicam 
Curtis Circu- 
lation Co. .......cse0e BBDO 
Bristol-Myers 
Ipana, Mum .......... Doherty, Clifford, 
Steers & Shenfield 
Hudson Vitamins ...... Pace Advertising 
DR Ce ciicsttereeeinpa Warwick & Legler 
Campbell Soup Co. 
SNE |. ccctisreicninns BBDO 
V8 ele c.ncte Needham, Lovis & 
Brorby 
E. L. Bruce Co ....Christiansen Adver- 
tising Agency 
| Food Specialties ........ Charles F. Hutchinson 
Magla Products ........ Creative Associates 
American Sheep 
Producers Potts-Woodbury Co. 
| Sylvania ............ ....Kudner Agency 
| General Mills Dancer-Fitzgerald- 
Sample 
Church & 
Dwight Co. ............ Dunnan & Jeffrey 
International Min- 
erals & Chem- 
Sen NL&B 
BAGS cnepitiinsinine Furman, Feiner & Co. 


Benton & Bowles 
Mathisson & Asso- 
ciates 


..Dunnan & Jeffrey 


wal 


AL SESS N. W. Ayer & Son 


William Esty Co. 
Fladdell, Harris & 
Brighton 


.-Biddle Advertising Co. 


epiteniutonibiacees Keeling & Co. 


| Bankers Ue .oeccccc...- Phillips & Cherbo 


| International Parts 
Corp. Midas Inc. 


division ................Edword H. Weiss 
& Co. 
Foster-Milburn ............ Street & Finney 
| R. J. Reynolds 
Tobacco Co. ........++ Esty 


the newspaper that 
CURLS HAIR FASTEST 


This is the story of how a new Orlando advertiser in the hair spray 
business parlayed his investment 31 times without field salesmen. 


@ We noted a ‘Perform’ hair spray ad appearing in another 
Florida paper and asked our Chicago rep office why the Sentinel 
Star was not included in the schedule. They contacted the manu 
facturer and he said, ‘Find us an outlet in Orlando and we'll place 
a series of ads in the Sentinel-Star.”’ 


@ We went to work and personally contacted two Orlando drug 
houses, gave them the ‘‘Perform’’ story and followed up with a 
letter. Both sent the manufacturer token orders of six dozen each. 


@ The first 225-line “Perform” ad placed by United Advertising 
Companies, Inc., Perform'’s agency, ran September 25th followed 
by a short publicity release. Within a week the drug companies 
had re-ordered ten times. Their orders totaled 1,954 cans of 
“Perform.” That's $2,931.00 worth of hair set moved out of stock 
at an initial ad cost of $94.50. What has happened to ‘‘Perform’’ 
in Orlando is remarkable. The product is sold throughout the nation 
and in Europe too, yet the cost ratio of advertising through sales is, 
at this point, lower in Orlando than in any other market. The manu- 
facturer’s investment was parlayed 31 times. 


@ Neediess to say ‘‘Perform” is increasing its ad schedule in this 
lucrative Sentinel-Star market area, now Florida's third largest. 


MARTIN ANDERSEN 
Owner/Editor/Ad Writer/Galley Boy/Hair Curler 


Soutinel- Star 


ORLANDO, FLORIDA 


LOLI 


GATEWAY TO THE MOON MB ORLANDO SERVES CAPE CANAVERAL 


General Motors 


Advertising Age, October 30, 1961 


Radio Nets Find 


Nemours & Co. ...... BBDO Oldsmobile ............ D. P. Brother & Co. 

armaco Ine. ............ Ayer Chevrolet .............. Campbell-Ewald Co. 
Mogen David Grove Laboratories ..DCS&S and Donahve e 

Wine Co. .........cccn Weiss & Coe B B tt 
American Motors Gulf Guaranty usiness e er 

OUI sitierteetitdisies Geyer, Morey, Mad-| Land & Title Co. 4 

' oy ‘ Ballard | Cape Cora! (Continued from Page 1) 

Gospel Broad- | eae Paul Venze Associates| Zenerally and (2) the number of 

casting Assn. ..........R. H. Alber Co. Mertz Meountale affiliates signed by the networks is 


Churches of Christ .. 


Radio Bible Class .. 


Assemblies of God ... 
Billy Graham Evan- 
gelical Assn. ...... 


..Fidelity Advertising 


Co. 


& Co. 


-Bennett 


.... Bennett 


CBS 
Abbott Laboratories .. Tatham-Laird 


...Milton Carlson Co. 
Walter F. Bennett 


J. M. Camp & Co. 


Products Corp. ......George H. Hart- 
man Co. 
Midas Inc. division, 

International 

Parts Corp. .......... Edward H. Weiss 
Kitchen Art Foods ...... Peitscher, Janda 
Kitchen of Sara Lee ..Hill, Rogers, 

Mason & Scott 

Kiwi Polish Co. ........ Donahue & Coe 
Liggett & Myers 

Tobacco Co. .......... Dancer-Fitzgerald- 


Amana Re- Erickson 
frigeration ............ Maury, Lee & M Co. wal 
Marshall Mentholatum Co. ......J. Walter 
Elizabeth Arden Thompson Co. 
Sales Corp. ............ Hockaday Associates | Mutual of Omahe ...... Bozell & Jacobs 


Sample and McCann- 


Belton Hearing Nestle Co. .... McCann-Erickson 
PEIN, tlenis cuctckcsaced Olian & Bronner | Pharmaco Ayer 
| Corn Products Philip Morris Inc. ......Leo Burnett Co. 
| Best Foods div. ...... Guild, Bascom & J. Nelson Prewitt ...... Hanford & Green- 
} Bonfigli } field division 
| Blue Ridge Hutchins Adv. Co. 
| Vitamin Co. ........ ~Peitscher, Janda/ | Rexall Drug Co. ........ BBDO 
Associates | R. J. Reynolds 
Bristol-Myers Co. ...... DCS&S and Foote, Tobacco Co. ..........Esty 
Cone & Belding | A. E. Staley 
Burlington Mfg. Ts scadbinsnsobicted EWRR 
Hosiery Co. ............ Donahue & Coe | Sylvania Electric 
California Pack- Products, Photo- 
ie CR ciccinnsinrnse McCann-Erickson lamp division Kudner 
Cat's Paw Rubber Tetley Tea Co. .......... OBM 
Re eee S. A. Levyne Co. Time Ime. .....-.reeenerneeees Y&R 
Morton Mfg. Corp. ... William Under- 
Chap Stick Co. IE GI. cnescacniossns Kenyon & Eckhardt 
GREEB: Siicateene Lawrence C. Gum- Warner-Lambert 
binner Advertising DUES a sccccccivsest Lambert & Feasley 
Agency and BBDO 
Sperti-Faraday 
Cooper-Hewitt Mutual 
Electric Co. div. ...... John L. Magro America’s Future ......Bertram Hauser 
Advertising Advertising 
Corn Products Co. ....Lennen & Newell Ben-Mont Papers .....Wocdward, Voss & 
Cream of Hevenor 
Wheat Corp. ........ BBDO Bristol-Myers ............ .DCS&S 
Curtis Circula- Block Drug Co. ........ Gumbinner 
TP GB cecsetostcignes BBDO Certis Circulation 
E. |. Du Pont de ey EE BBDO 
Nemours & Co. ......BBDO 8 RC. tee W&L 
Eastern Prod- Ford Motor Co. ........ JWT 
ucts Corp. .........000 S. A. Levyne Co. General Nutrition ....Fairfax Inc. 
BE snccectccestsicioctess wal Liggett & Myers ........ D-F-S 
Fester-Milburn Co. ..... Street & Finney Meanen Co. ..............Wal 
Gansco Products Ltd. .. McKim Advertising Menree Auto 
General Foods Equipment Co. ...... Aitkin-Kynett 
CID... cccsrsccescscesesscees FC&B and Y&R ee ee MacManus, John & 


Mentholatum Co. ..... 
| Pharmaco ........... 
R. J. Reynolds ... 
Sterling Drugs 
| Sinclair Refining 


STORY 


WTRF-TV 


FOR SALE: Original oi! painting 
by Rembrandt. Never sold, 
copied or hung. Sealed bids 
now being accepted for this 
collector's f 


BOARD 


Sylvania Electric 


Products 
conven, A. Me Of | RORY nncvcsecccesssresensoere 
“Sette vendel’’ Rome said: ‘‘Fantasticol’’ P. M. Jeffrey Martin 
of Poris said Magnifique! Adhanatustia 
a er Bree aennnemenees 


Scranton Lace Corp. 
Show Business 
Whustrated .............. 
Wings of Healing .... 
Christian Reformed 
a 
Radio Bible Class .. 
| Voice of Prophecy .. 


| First Church of 
“Avoid | 


wtrf-tv Wheeling 
PRISONER TO FELLOW INMATE: “'| was mak- 
ing big money—about o quarter of an inch too 


big!" 

Wheeling wtrf-tv 
JUDGE: ‘‘You soy you wont a divorce on the 
grounds that your husband is coreless about his | 
appearance?” 
CLAIMANT: ‘“‘Yes, he hasn't showed up in two 


yeors!"" 
wtrf-tv Wheeling 
SIGN at Three Gaynors Bottleneck Bor: 


the rush . . . get your Christmas drinking done| Christ, Scientist .... 
early!"’ | Dawn Bible Stu- 
Wheeling wtrf-tv | dents Assn. ............ 


yoy . 
CHAMPAGNING? Sylvia Dieges of Glass Con- | 1 an Laymen’s 


Adams and BBDO 
JWT 


... Ayer 

... Esty 

duinstnsiie Brown & Crane 
aes Geyer 
Standard Brands ...... JwT 


TAR Kudner 


BBDO 


Dunnan & Jeffrey 


..Direct 


Direct 
Century Advertising 


Stoetzel Associates 


J. M. Camp Inc. 
..Milton Carlson Co. 


Hoag & Provandie 


Frank & Ernest 


tainers Institute soys they hove a campaign 

underway to call the cocktail party a ‘glass re- D.. wavteiancinennal Gotham-Vladimir 

union’. Make mine chompogne, the wrath of 

grapes, and I'll get the ‘glass’ spirit. | Billy Graham 
wtrf-tv Wheeling | Evangelical Assn. ..Bennett 

ENGLISH SOLDIERS and ao Texas G.!. were 

playing poker when the Texon drew four aces. NBC 

The Englishman on his right opened by saying, 

"One pound." “Ah don't know how you all . 

count your money, but Ah'll raise you a ton,’’ American Motors ...... Geyer 

said the Texan. Anderson Co. ............ Reincke, Meyer & 
Wheeling wtrf-tv Finn 


| SEVEN SELLS! . . . and that means the big 


and buying TV audience in the Wheeling-Stev. Beltone Hearing 


benville ag Valley gets your mess- ' 2 Seka Olian & Bronner 
f wer. ecling. Let Sev Sel! 
a one advertising campaign . . . nm ¢ <k | Billy Graham Evan- 
bur rep, George P. Hollingbery for the specifics. gelical Assn. ......... Bennett 
Merchandising? You bet! . 
Bristol-Myers Co. 
ID ccciccnnsensseiets DCS&S 
Campbell Soup Co 
EE BBDO 
Wee |. cxsteneerecsesinanicetiiod NL&B 
| Chap Stick Co. ........ Gumbinner 


on the increase. 


e NBC Radio termed its current 
fourth quarter “the best in many 
years.” 

e ABC Radio claimed sales gains 
of 30%. 

e CBS Radio said its fourth quar- 
ter ’61 and first quarter ’62 will 
be up “substantially.” 

e Mutual described the fourth 
quarter as better, but would not 
say how much. 


s The affiliate count curve also 
has been rising. ABC dropped to 
|287 in 1958, now has 385. CBS 
| Radio has had a more stable family 
| life, but the number there is up 
slightly, for a total of 207. Mutual, 
| which has traditionally banded to- 
| gether large numbers of small sta- 
tions, plunged to 313 in 1957, but 
has moved back up to 471, count- 
ing the Intermountain chain of 46 
| stations. 
| NBC has 191 affiliates now, 
|compared with 188 five years ago. 
Except for news, which most 
| stations are gobbling up in these 
tense times, it is difficult to de- 
| termine how important network 
| programming is to affiliates. The 
|trend has long been toward con- 
centration on local programming 
|in preference to what comes over 
| the line from New York or Holly- 
| wood. 


s ABC estimated that its average 
| station carries about 28%4 hours of 
network fare weekly. NBC put the 

| figure at about 25 hours, excluding 
special events and documentaries. 
|CBS came up with an average 
| weekly figure of 43 hours. There 
weren’t any guesses to be had 
/on this point from Mutual. 


Christian Reformed 


GOIN acerescnterevsivnns Stoetzel & Associates 
Chrysler Corp. .......... Burnett 
Curtis Circulation 
aS ee BBDO 
Evangelical 
Foundation ............ Wermen & Schorr 
| ERLOK .....cccssessceesseoees wal 
| Ford Motor Co. ........ JWT 


| Foster-Milburn Co. ....Street & Finney 
| General Foods Corp. 


CBee) ccccccccteccosices Y&R 
| General Motors 
pane Campbell-Ewald Co. 
| United Motors 

BRPCED  ceccccsccccsscceil Campbell-Ewald 
| Gillette Safety 
| Razor Corp. ........ Maxon 
| International Min- 
erals & Chemical ..NL&B 
_ Liggett & Myers 

Tobacco Co. .......... D-F-S 
| Lutheran Layman’s 
League .......ccceceene Gotham-Vladimir 
| Mennen Co. .........000 wal 
Metropolitan Life 

Insurance Co. ........ Yar 
| Midas Ine. ..........00000 Edward H. Weiss 
| Mogen David 
| Wine Corp. ......... Edward H. Weiss 
| Mutual of Omaha ....Bozell & Jacobs 
Owens-Corning 


Fiberglas Corp. ...... McCann-Erickson 


Philip Morris Inc. ...... Burnett 
A. H. Pond Co. .......... Conklin, Labs & 
Beebe 
| Reader's Digest 
BBR. recrcccesccccorccscose JwT 
R. J. Reynolds 
Tobacco Co. .......... Esty 
Savings & Loan 
Foundation ............ McCann-Erickson 
Sinclair Refining ....... Geyer 
Sterling Drug Co. ....D-F-S 
Sun Oil Co. occ Esty 
Sylvania Electric 
Products, Photo- 
lamp division ........ Kudner 
Time Inc. Yar 


McCann-Erickson 
Milton Carlson Co. 
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For over half a century, Picasso's 
art has been standing the world on 
its ear. But the wily Spanish master 
never runs out of surprises. 

Latest and perhaps most prodi- 
gious of these you can see in the 
October 27th issue of LIFE—the 
paintings Picasso kept for himself. 

Photographer David Douglas Duncan spent six months at Picasso's 
villa on the French Riviera, photographing more than 500 paintings 
and drawings, just published in book form by Harper & Brothers. 


LIFE shows 12 of the rarest paintings, reproduced in full color. 


You'll see landscapes and cubed nudes, tender portraits of his children 
and Picasso's cryptic comments on Man whom he considers half-beast. 
These paintings are now on view for the first time—another ex- 


Photo By David Douglas Duncan 

ample of how LIFE’s color pages bring the world's great art treasures 

into the lives of millions of readers who would otherwise never see them. 
LIFE'’s color pages serve advertisers well, too. Close to 60% of the 

full-page advertisements in LIFE are in 4-color; and LIFE's 22-day color 

closing, shortest by far in the magazine business, 

gives marketers an ideal combination of strong im- [| F FE 


pact, dramatic visibility and great flexibility. 


Says Bert Thomas Combs, Gov- 
ernor of Kentucky: “Your intensely 
human photographic essay on India 
in the monsoon season proves that 
journalism is not only reporting but 
a true art form. LIFE’s ability to 
show what's on the front burner 
and the burner around the world 
is a bridge to international under- 
standing.” 


Says Actress Arlene Francis: 
“LIFE magazine brings into sharp 
focus the significant elements of the 
enormous amount of current news 
and thus enables busy people to 
better evaluate the passing scene.” 


Says James E. Day, Pres., Midwest 
Stock Exchange: ‘When Henry Luce 
developed his concept of LIFE, he 
sensed the need for telling the news 
in pictures. Today the public de- 
mands a more serious approach, 
and LIFE is being designed to com- 
ply. It is this fine sense of attune- 
ment to what the public wants that 
makes great magazines great.” 
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For the first 9 months of 1961 


The San Francisco Chronicle 
gained more than 
14% million 


lines of advertising 


- 


The Chronicle ..... gained 1,847,270 lines 
Bee The Examiner.......lost 380,750 lines 
News-Call Bulletin....lost 778,780 lines 


Source: Media Records—Total Advertising linage less legal, Jan. |-—Sept. 30 , 1961 © The News-Call Bulletin is published Monday through Saturday only 


* 


ty Aapeia: 27 «Ce 4? . ye oy oi Ramert eal go 8 2 = ie tind pee Feat Le one eee Lier ae _— ie a, Gera = 4 By st, ea ee ap Sameer eee Bat 3" as ys meee) =) Tees |! a? ey (hee TO a tus Pe —s 
PASE So a ae amar Se ‘ ees Salen apres Moe sie ule RN ey oe” ge Ee Ra ee gis wns cde ge pty ee een nee ae Piri. 2 elie ene Lg 
ees eee n,n): Gan gue spe ee ine Bin ac cot PMR AREER eR rele SOS Wada Sie RR MS ke ca Se ae ae aay = eee, ce on 
ce See ee ee sae sit <agieeat Gaming yere As iN ce aes et Se > =| en a eee ee eae e Sy ee ee, Sara a eee aie ie Cae eer «pA MRS oyiiuye cee CR a Be. 
Seid, ey eh oa Sie ; ee DF hSapeene =O sa Ett tet aie een ss ek a ag Pee Or a a ‘ee Aas woe crip Wer te! oe race Be Ge ae Na Oo Reese ace RES Be 0 ok in eT am Gey A Ree oe 
SE SR ie ee gee ica! Sea ae PE aes Soy es ee Se ie ce ie aM tae a AE meg 2 Ras igh to te ares, 
Din Pe er enema A Nee eet thy nue onde ns Ngee ees ee Acoma. baat ct ae Ss Augie aaa ene ee ee Be; Sag Meme ie eae a Phas Tio aaa a A ee ghee se 
Sie eet ae oe oy eer eae ne SM Se ON crv oi : 5 eieemoree Sioa - Bo oe ay age eee ges TS ‘ ep baer ‘ae SS a ee : al igo aa) nie re 
Nie. a tie le : f ; “ ee : : : , : Signa ie 
Cu ee ae . : e an it Gene n 
een : 
tar ak ni 
ee 
boa ale S . 
eet eral 1 : ' 
whe ory eae 
Oph ere ae . 
oki ah) i 
: } : 
> si 
Pap ; 
ee, : 
a Nee J 
Tea e. 
$5 EES 
a Pe 
gee taace 
eee ee 
Be ’ 
Hae a 
~~ i trac 
Fee eae Lier 
ae me 
i ene ons 7 
feces Ti sean ae ee 
Sai peo a TS 
hagas tev ee. See vy ee) 76.74 
pesenhe 3,5c. ies Salas a ha as $f 
© Rei ' ge 
me ona af ae f 
LA q — eS 
: oe Sieg eh a 
: ie te a Ae rade 
ee t Bees rasisncas 
ce ees ba rare 
ge gt) “een 
t 
i anced 
: ASA! 
aah 
Sen ve Hae ‘ 
. 8 SON a 
: i ages 8 aa gees 
ee pice ietee ot - 
Ness lah ade sera vem ae ce 
ip eee: ne ge 
ih ae ee 
Be ks ace Pe acialht 
aren ah awh Weer iB 
: bee A ie 
wee ee 
| sae 
aie ne . as ? ‘ 
20 hae See oe ites 
Meme. cs ae 
ae be BES : pA 
Fees 
ly Saat gee 
ae ee. Bee 
: ri Poe y cat bi 
na Seer Se a Gy oe te 
Pa a wees ena 
hae ies wei Bi sa is eae oars. 
Ses Aes 3 reat ee 
CW ageaey acy %) Tea 
er ae nen : ie nls 
Br) ta None 2 ee 
Bene Silt Ce 
- Fe is Reis ae a 
i ee ie. ae 
ae tf ears tS ae : 
Fes Cyaan Taree . 
aes: | cae armen 
ear esi, oa 
ct a ais y 
; SSS ers ask 
veal. ¥ : mu 
’ 
a Oe eto 
ee AS Meroe, Ear aee 
ote oes rae Su Tepe i Oa 
? Pe sey a 
; ic ve [gay ae ear 
ey: opine a cot 
Be Rae ae 
: + ee ag a rcs: 3 
i i. asl RS 
2 ie Be 
pea ah ey P| 
i - 
Seer = ¢ 7 yaar 
me ‘ ‘ ” eae 


